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APEX DEALERS 
HAVE NO COMPETITION! * =, 


Completely different washing and drying methods “ 
earn full-profit dollars, not starvation pennies! 
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SS WORLD'S NEWEST, MOST ADVANCED 
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APEX 
WASH+A+MATIC 


MODEL 6010 











COMPLETELY AUTOMATIC LAUNDRY 
COMBINATION... FEATURE-PACKED 
FOR MORE PROFITABLE SELLING! 


Never before have dealers had so many 
greens SYTHE advanced and exclusive features—to promote, 
. demonstrate and sell—as they have with the 
all-new 1955 Apex Wash:A-Matics and 
Automatic Clothes Dryers! 


The only new washing principle in 40 years 
gets clothes fluffy-clean faster, safer, at lowest 
cost. Savings of 50°7 on hot water and deter- 
gents, 33°7 on electricity, 42°7 on fabric 
wear. And there's a safe, perfect drying 
method for everything from woolens to syn 
thetics—Hot, Medium or Warm with Tumble; 
Warm without Tumble; Tumble without Heat. 


In today’s competitive market, you need the 
features and the glamorous, ahead-ot-the-field 





matched styling that only the new Apex 
Automatic Laundry Combination can give 
you to make more full-profit dollars. Investi- 
gate the advantages of holding an Apex 


Dealer Franchise now! 





APEX 1 
Nib ie) V Nile OVER 235% MORE 


| caiie mace WASHING SURFACE! 
MODEL 7010 





APEX FIBRE-GLASS 
SPIRAL TUB AGITA- 
TOR HAS 761 SQUARE 





WASH-+A+MATIC FEATURES 


® Magic Cycle-Guide Lights 

® Patented Fibre-Glass Spiral Tub Agitator. 

® Easy-to-read, easy-to-use control panel 

@ Fastest complete cycle—only 27': minutes 

@ Requires only 11'2 to 15 gallons of hot water per cycle. 
® Continuous scum and curd elimination 

® Convenient top-loading, concave glass look-in lid. 

®@ illuminated interior 

@ Electric automatic timer for complete contre of cycle. 
®@ Lifetime porcelain enamel top 

® Self-draining, insulated tub, porcelain bottom. 

® Vibration-free mechanism—needs no bolting down 


@ Hydraulic spin-balanced system automatically corrects 
for out-of-balance loads 


9 Gearless mechanism—no gears to cause trouble or wear out. 
@ Handy panel compartment for safe storage of small articles. 


® Matches dryer perfectly —36" high (excluding control 
panel), 27" deep, 27" wide. 





INCHES OF WASHING 
SURFACE 


The entire tub with 
its 8 ribs agitates the 
clothes all the time! 


DRYER FEATURES 


® Heat Selector Guide Lights. 


® Heat Selector Controls (Hot, Medium or Warm with 
Tumble; Warm without Tumble; Tumble without Heat). 


ONLY 321 SQ. INCHES 
OF WASHING SURFACE 
ON ORDINARY BLADE- 


® Timer Dial to select and control drying time 


Overhead radiation; efficient vacuum system for safe, 
fast, more thorough drying 





® Safety thermostat for completely safe drying. LIKE VANE AGITATORS 
® Large, glass porthole door, illuminated interior. IN MOST AUTOMATIC 
® Easy-to-use toe-tap door opener. —— WASHERS 

* 


Automatic safety switch shuts off dryer when door 
is opened 


® Safety reset button must be pressed to restart dryer Call your APEX DISTRIBUTOR 
after door is closed. F ° 

® Handy top-side lint trap for servicing ease. or write for complete details now! 

® Convenient clean-out duct. A Pp i HOUR-SAVING 

® No special adapter kit required for outside venting. 

® Reversible door hinges for L. or R. opening. A Pp Pp L } A A C E $ 


® Matches Wash-A- Matic perfectly 36" high (excluding THE APEX ELECTRICAL MANUFACTURING COMPANY 
control panel), 27’' dcoop, 27" wide—- 1070 East IS2nd Street ° Cleveland 10, Ohio 
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HOT... and timed for 


NEW! Westinghouse 


DISPLAY DEAL! 








MAKES “‘BIG-TICKET’’ DISPLAY and SELL THE 
SALES EASY! GIFT ASSORTMENT 


Here's how you can really catch hold of big sales Buy the gift assortment. Then for just $7.95 extra 
in a small space, Display the glittering array of y ‘sr you get a display which includes a Party Cart, a 
these Weatinghouse gift appliances on the Party Betty Furness full color, life-size cutout and 12 
“gift-box’’ price signs. You'll be able to sell the 
Party Cart later for $19.95, make $12 on it 

and still use the Betty Furness display all year. 


You Make Your FULL Markup! 





Cart. They're all customer-stoppers 
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your fall promotions! 





» o Brand New! Westinghouse 


Automatic Bed Coverings 
New Fabrics! New Colors! Volume-Building Prices! 


New Nylon-Blend Budget-Priced Automatic Blanket 










An automatic blanket with mothproof nylon 
blend at a real budget price. Automatic Watch- 
man control assures even warmth all night long. 
Fits double or single bed... 

one size for both. In Blue, 5 95 
Red or Green. Packaged with = 


Single Control. JUST 





i 
New! VISIT OUR BOOTHS 
Deluxe Blanket AT ATLANTIC CITY 


Luxurious, new, mothproof, washable nylon! NOS 738-748 
Light, fleecy nylon blend with full 6” nylon sd 
binding in three new decorator pastel colors: 
Pink, Blue, Green. Beautifully packaged! Fits e Extra Business in July, August, 
| double or single bed. With Single or Dual September 
Controls. 
) only $3995 e New Spectacular Consumer Offer 


with single control 


e 20% Discount on a Standard Item 
$46.45 with dual controls 


e 3 New Deals for You 
For Thrifty Shoppers! New Deluxe Sheet © And a Big-Ticket “Step-Up-N-Add-On” 


Quality, snow white cotton plisse, at a new That's a Natural 
economical price. No pressing—easy to wash 
Use with any lightweight top covering. Ideal ‘ , heal 
for travelers. Fits single or double bed. With See your Westinghouse Distributor 
Single or Dual Controls, today... or ask for details at the 
onl $9 495 Westinghouse Booths at the House- 
Y with single control wares Show. 








$32.45 with dual controls 


you CAN BE SURE...1F IT's Westinghouse 


~<a enema man pt 








UM CLEANERS . TEAM OR DRY IRC * ELECTRIC & FAVORITE LAU NS 6° — OGL ECTONC Disney 


(e»«# iui € tl «tt tnt nnn 
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nothing SELLS like CORY 


... the year ‘round gift line! 


CORY tor vifts for 


Seems like everybody wants 


Anniversarie 


Weddings 


everybody buys 


Holidays! 


Birthday: 


No other line has such broad price range, such consumer 


appeal 


CORY line 


such fast turn-over 


The Elegant Carafe Royale 


A smart, new accessory for dining room, buffet, porch, 
and patio serving! Smartly styled in gold and black 
12-cup 


$695 


with wrought iron candlewarmer trunnion 


heat-resistant glass serving 


jecanter 


Grandest gift ever! 


Magnificent ‘Crown Jewel" 
Automatic Percolator 


Absolutely the finest, most fabulous percolator made! 
The supreme gift for every woman! Beautiful stain 
less steel body, 24-karat gold-plated base, hand 


$5900 


some raffia handle. 4-9 cup size 


Handsome “‘Crown Jewel" 


Knife Sharpener 


For those who want to give the unusual ye! prac 


tical 


Sharpens any knife professionally 


draw knife through quickly 


ote oe, 1998 


bigger slice of 


Regular Model Electric 


Knife Sharpener 


iy 
Mi 


Yt 





A sure-fire gift with universal appeal 


Just plug in, 


Cut yourself in on a 


Retail, $] 49 5 


as the profitable 


— all year ‘round! 


All a yality 


produc ts of 














CORPORATION 
221 WN. LaSalle St 
Chicago 1, Illinois 


Toronto 10, Canada 
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Finest Made 
Automatic 
Coffee Brewers 


She couldnt hope to 
receive anything more 
wited to her taste 

both for good coffee 


and good looks! It's the 
the only stainless steel 
vacuum type aviomati 


Brews 4.8 cups 


of coffee auviomatically 


made 


turns itself down 


keeps the coffee hot! 


Retail, $37.50 


4 





Personal’ 
Electric Coffee 
Grinder 


A unique gift-—and so 
much appreciated by 
coffee connoisseurs! 
Grinds coffee roaster 
fresh as needed. You 
actually use les coffee 
make better coffee 
Adjustable to any 
grind holds full 
pound. With handy 


measuring glass 


Retail, $29.95 


Nicro by Cory 
Stainless Steel 
Coffee Brewer 


For customers who are 


tired of replacing beat 


up coftes 


pots! Have 


them try this new Nicro 


Cottee 


made of indestructible 


Brewer. It's 


gleaming stainless steel 


that makes perfect cof 
fee for a lifetime 


Won't stow 


or break. Rinses clear 


Retail, $9.95 up 


dent, chip 


New and 
Different 
Cory Perc 


It's the sauciest, selling 
est percolator you ever 
saw! All sparkling heat 
resistant glass in Swed 
ish design. Perks up 
tables perks up 
perfect coftee! 


Retail, $6.95 


Separate Candle 
W armer for Cory Perc 
Keeps coffee hot. 


looks elegant! 


Retail, $2.95 


All-Glass 
Coffee 


Brewer 
It's the only all-glass 
coffee brewer made! 
There's not even a 
strip of rubber to 
change the good f 
fee flavor. It's all glass 
right down to the fa 
mous glass Cory filter 


rod! A famous-name 


gift every woman 


knows and wants! 


Retail, $5.50 up 


JULY, 


1955 


“Mardi Gras” 
Beverage Server 
Gift Pack 


Colorful and festive 
a matched set of 4 
hot or cold beverage 


servers with jet black 


plastic stoppers and 
gay neckbands. Each 
holds | 2 ounces. Wor 


derful for breakfast 
for snacking, entertain 
All in a 
full-color gift box 


Retail, $4.95 


ing — anytime 


~ELECTRICAL 


Stainless 
Steel 
Percolator 
Makes wonderful cof 
fee guaranteed for 
a lifetime! Doubles as 
handsome hot or cold 


beverage decanter 


Beautiful. mirror-like 
stainless steel body 
will not chip, wear, 
crack or stair ever! 


Retail, $11.95 
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ELECTRICAL 


Business Quick-Check 


THE YEAR 
SO FAR 


Latest 
telalial 


Preceding 
Month 








SALES, appliances, radio-TV ($millions at retail) 


("55 vs. '54) 


334 340 337 1.9% OFF 





DEBT consumers owe on appl.-radio-TV ($millions) 


278 280 274 1.7% BIGGER 





FAILURES of appl.-radio-TV dealers 


39 36 44 17.3% FEWER 





RETAIL SALES total ($billions) 


15.2 15.1 14.2 7.7% UP 





DEPT. STORE sales index (1947-'49 — 100) 


117 119 108 7.0% UP 





PERSONAL INCOME annual rate ($billions) 


295.6 294.6 284.4 3.0% UP 





LIVING COST index (1947-'49 = 100) 


114.2 114.3 114.6 0.5% DOWN 





SAVINGS of consumers, annual rate ($billions) 


18.7 18.2 21.8 14.2% DOWN 





HOUSING starts (thousands) 


127.0 117.0 107.7 22.6% UP 





AUTO output (thousands) 


724.5 754.1 494.3 47.0% UP 





UNEMPLOYMENT (thousands) 


2,489 2,962 3,305 11.0% BETTER 





RENDS 


\ boom without parallel in our history. 





That's the American economy today, according to Secretary of 
Commerce Sinclair Weeks. He told a news conference last month 


that we can “reasonably expect” 1955 to go down as the best year 





ever. 


hat’s for the economy as a whole. How about the appliance 





radio- I'V industry in particular? 





I'he same story seems to hold true. The industry is currently run 





ning well ahead of 1954 and many manufacturers think that even 
1953 figures will be surpassed if the present pace continues. (For 
details of their forecasts see page 131.) 


What's behind this heavy volume? Philco president James Car 





mine told the National Society of Security Analysts recently that 
the “real driving force behind mounting sales is the jump in dis 
posable income.” 

(Latest figures show this running at a $260.6 billion annual rate.) 
Another key factor, says Carmine, is the “income revolution” (re 
ported in the June issue of EM, pages 168 and 202). There has 
been a sharp reduction in the number of really poor families, a rel 
ative decline in the large incomes, and an enormous growth in the 
middle income brackets 


Uranium hunting has become big business. 





(nd many appliance dealers are cashing in on it. 





lhey're doing so by selling counters which detect and measure 
radioactivity. 

There are all sorts of “success stories” kicking about. A small 
California store is said to have sold over $3200 worth of counters 
in less than a month. A big department chain will reportedly sell 
$2 million worth of such equipment this year — with 40 percent of 
the sales taking place east of the Mississippi. 
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(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ, Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


So many dealers are asking questions about this market that 
Technical Associates of Burbank, Calif., manufacturers of radiation 
instruments, has issued a four page brochure on “Cashing In on 
the Big Uranium Boom.” Their advice 


(1) Stock quality counters. “Geiger counters are fine for pin 





point prospecting and for making rough ore assays, ‘They are lighter 
and less expensive (than scintillation counters) but they are strictly 
for ‘shoe-leather prospecting’.” Scintillation counters on the other 
hand have higher sensitivity and are non-directional, ‘They can easily 
detect hidden ore bodies and can be used for measuring low levels 
of radioactivity and for prospecting while moving at good speeds 

(2) ‘Tell people you have counters for sale, Use camping gear to 





build a window display. Have a counter display box containing 
various radioactive ores. 


(3) Make it easy for the customer to try the counter, Some 





stores even rent the instruments ($7 per day, $25 per week for a 
Geiger counter ) and allow the rental to be applied toward purchase. 

(4) Find out as much as possible about uranium prospecting. 
Write the AEC in Grand Junction, Colo., for information about 





prospecting areas in your vicinity, Get literature on prospecting 
from government and private publishers. (One good source: “Pros 
pecting for Uranium” for sale by the Supt. of Documents, U.S 
Govt. Printing Office, Washington 25, D. C., 55 cents.) 


If you're selling hi-fi, don’t overlook the jazz fan 





Popular music lovers will account for the mayonty of sales of 
assembled hi-fi instruments in the next few years. That's the opinion 
of RCA’s George R. Marek. 

The idea that hi-fi is limited to the lover of classical music just 
isn’t so, said Marek. Any pop music artist sounds “just as thrilling 


(Continued on page 6) 
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fQUIFFPED with 


hiBERGLAS 


INSULATION 


OO 





comes the 
dawning 


when they spy this label! 


Yes, the Fiberglas® label throws a new light on 
your appliance products. When your customers 
see this label they know they're om at an old 
friend— one they've met in hundreds of practical, 
extra value products. And consistent national 
advertising keeps the Fiberglas name fresh in 
their minds 


Fibergias is now moving along with the biggest, 
most convincing consumer advertising ——- 
in the field. Week after week, Fiberglas is on t 
job—advertising to help you sell. Message after 
sales-building message is telling America how 
important Fiberglas Insulation is in appliances 
for the home . . . telling your customers to look 
for and buy the brand with the Fiberglas label. 


With advertising like this working for you, it 
really pays to plug Fiberglas when you're selling 
Fiberglas Insulated appliances. By the light of 
the bright red Piberglas label, you'll see a sunnier 
sales picture than ever before! Owens-Corning 
Fiberglas Corp., Dept. 104-G, Toledo 1, Ohio. 






*T M Rep Owens Corning Pibergtes Corporation 
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Here's another label we re display- 
ing in advertisements that reach 
your customers. We're sure that 
the pr of adequate wiring 
will help your sales . . . will create 
greater customer satisfaction with 
the products you sell. A well 
insulated appliance—Fiberglas In- 
sulated, of course, does this, too. 





DEED ORLER DANCED makes rood shings better 


...makes new things possible! 


T R E N D Ss continued 





in hi-fi as does a Beethoven piano concerto.” For lovers of jazz, hi- 
fi brings out a new concept of quality in high and low tones, Marek 
claims, And lovers of country-music will be “amazed” at what it 
does for reproduction of string instruments. 

The hi-fi market, incidentally, is still maintaining its rapid rate 
of growth. RCA vice-president Robert Seidel estimates that hi-fi 
volume this year will hit somewhere between $300 and $400 mil- 
lion. Last year it was $250 million. 





‘The electric heat pump could break into the big-time within the 
next two years. 

That's the forecast of G-E officials who have just finished a series 
of conferences with utility men across the country. 

At present, the price of the unit has restricted it to the ultra- 
custom brackets. G-E isn’t slashing prices now, but improved efh- 
ciency of the pump means that the average size home can be 
heated with a lower priced model. 

For the utilities, widespread use of the heat pump will mean 
important hikes in load potentials. This one product is expected 

(continued on page 8) 




















MANUFACTURERS’ SALES 





1955 1954 % 
(Units) (Units) Change 
DISHWASHERS. April 20,887 17,341 +20.45 


4 Mos. 92,589 57,847 +60.06 


DRYERS, CLOTHES, Electric. April 52,938 26,794 +97.57 
4Mes. 307,583 173,805 + 76.97 

Gas April 21,040 10,867 +93.61 

4Mes. 104,491 63,335 + 64.98 

FOOD WASTE DISPOSERS.. April 35,666 30,467 +17.06 
4Mos. 158,305 117,668 + 34.54 


FREEZERS April 58,473 64,297 9.06 
4 Mos. 239,776 216,022 +11.00 
RADIOS, HOME... April 193,431 165,232 +17.07 
4Mos. 1,007,223 913,441 +10.27 


RADIOS, PORTABLE April 265,866 175,424 +51.56 
4Meos. 655,754 526,400 +24.57 


RADIOS, CLOCK.. April 72,602 73,590 1.34 
4Mos. 563,462 459,318 +22.67 


RANGES... April 108,619 992,751 +17.11 
4 Mos. 502,650 419,661 +19.78 

BUILT-IN-RANGES April 13,595 n.a n.a 

4 Mos. 38,991 na n.a. 

REFRIGERATORS April 364,298 280,900 +29.69 


4 Mos. 


— 


416,844 1,289,764 +14.50 


TELEVISION. April 583,174 457,608 +27.44 
4 Mos. 2,771,426 1,904,718  +45.50 


VACUUM CLEANERS April 244,143 220849 +10.55 
4 Mos. 1,115,096 917,581 +21.53 


WASHING MACHINES, 


Automatic & Semi April 230,720 161,740 +-42.89 
4 Mes. 1,024684 723,017 +41.72 

Wringer & Spinner April 82,471 97,242 -—15.19 
4 Mos. 369,630 388,684 — 490 

Wastens, in IRONERS, DRYER DRYERS of Americen Home Laundry Mins. Assn. Vacuum 
desion Eaim ete Eetaste by Verne Cos Me Aen All Oar NEMA ‘ae os 
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There’s new business— 








profit in the 


NEW HOOVER | 


Wii 


CINK 





A double-duty polisher-scrubber with two prospects in every home! . 


The new Hoover Minute-man polisher-scrubber is an appliance 
with two prospects in every family — housewives and husbands! 

Every home needs a Minute-man for it scrubs, waxes, buffs, 
and polishes . . . without work! 

She'll use it everywhere to add life and luster to floors and 
furniture. He'll use it for the patio, porch and car. 

And you'll use it to get your full share of this important new 
market. It’s the finest polisher-scrubber built. Twin brushes for 
better balance and easier handling. The only polisher with a 
headlight to find the dull spots. Plus a practical attachment for 
embedding rug cleaning compounds (available at small extra 


ELECTRICAL MERCHANDISING—JULY, 1955 


cost). And it’s a Hoover. 


Order your display model now. Get in on Hoover's new, full- 
scale advertising and merchandising program. You'll get every- 
thing you need to help pull in real volume. Call your distri- 
butor or write The Hoover Company, North Canton, Ohio, 


HOOVER 


FINE APPLIANCES 


.. around the house, around the world 
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OM A 
0” " EASLOAD 


ATANCES THE LOAD 








SLIDES 


’ up stairs, 
. 5 downstairs, 
in and 


out of trucks. 






wwens », 
Swine % 
forwardio “* 
lood.. beckword 
to balance the load 





One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 

Order yours today on a money-back 
guarantee of satisfaction... $53.50 


F.0.8. Los Angeles 


COLSON tauirment & suppty co. 
1317 Willow Street, Los Angeles 13, Californie 


€ESCO MODEL } 


A lightweight ‘appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 














APPLIANCE TRUCKS 





LASLOA 








TR E N DS continued 





to match the power usage of all other appliances put together 

For electric appliance dealers this development has real signifi- 
cance, Use of the heat pump would mean the elimination of other 
fuels for heating — and for appliances. The emphasis on electric 
living would be felt all down the line. 





There’s other news on the home heating-cooling scene. 
Members of the Institute of Boiler and Radiator Mfrs. were told 
last month that homes could be heated and cooled cheaply by 





miniature atomic reactors within three to six years. 





The supply of fissionable material for the reactor appears to be 
the key. If such supplies were available today, the atomic boiler 
could be used in homes right now. When it is available, the house 
holder will be able to cool and heat the house as well as heat water 
for six years for something like $300. ‘he reactor would have a 
six-year life and would be replaced at the end of that time. Keep 
this in mind: the homeowner would still need a boiler with heating 
coil, and a cooling unit (as visualized now, this would be an absorp 
tion type unit). The reactor itself would only provide the heat 


necessary to operate these appliances End 








New Motorola car radio 
installed in 20 minutes 
pays *1 a minute gross profit 


You'll never have to pass up car 5M features: 1 piece universal unit 
radio profits again because of com Volumatie (no fade out) automatic 


plicated installations. Anybody 
can install the new Motorola 5M 
car radio. All it takes is three sim- 
ple hand tools and 20 minutes (or 
leas). And talk about profit! You 
gross over a dollar a minute on set 
and installation. Want to know 
more’? Ask your Motorola distrib- 
utor—or write us for his name. 
Motorola, Inc.,Chicago 51, Ilinois 


Controls fit 
through dash 
opening as 
small as 


4x 14" 


volume control, tone control, 6 
tubes, including rectifier, 6 x 9 in- 
dash extended tone speaker, 6 or 
12 volt, fits almost all models. 5 
other Motorola models from $39.95. 
Prices subject to change without notice. 


Motorola 


World's Largest Exctusive Electronics Manufacturer 


MODEL OM 








MANUFACTURERS’ SALES 





Electric Housewares -NEMA 1955 1954 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS April 33,043 33,934 2.63 
4Meos. 114070 104,137 + 9.54 
COFFEE MAKERS April 122,218 182,575 33.06 
' 4Mos. 710,084 813,237 12.68 
CORN POPPERS April 11,033 14,579 24.32 
4 Mos. 72,506 91,373 20.65 
DEEP FAT FRYERS April 9,019 23,511 61.64 


4 Mos. 57,497 104,338 44.89 


HEATERS, Portable: 


Convector & Radiant April 915 209 +337.80 
4 Mos. 6,547 6,062 + 8.00 
Fan-Forced & Fan-Heaters. April 4,515 4,688 3.69 


4 Mos. 37,181 46,500 20.04 


HEATING PADS. April 35,302 29,761 + 18.62 
4 Mos. 336,947 303,791 +10.91 


HOTPLATES Disc Stoves April 22,930 20,807 +10.20 


4 Mos. 107,676 114,380 5.86 

IRONS: 
Traveler April 10,067 10,854 7.25 
4 Mos. 50,672 41,193 + 23.01 
Standard, Automatic. April 226,291 63,492 +256.41 


4 Mos. 472,576 362,535 + 30.35 
Steam & Steam Attachments April 101,800 132,259 23.03 
4 Mos. 856,786 831,482 + 3.04 


Non-Automatic April 5,023 7,454 32.61 
4 Mos. 21,447 17,642 +21.57 

TOASTERS: 
Automatic... April 92,281 76,833 + 20.11 
4 Mos. 508,936 410,420 + 24.00 
Non-Automatic. April 14,749 10,391 + 41.94 
4 Mes. 55,401 59,927 7.55 


WAFFLE IRONS & GRILLS: 
Waffle lrons & Sandwich 


Grills Single Units» April 2,523 2,684 + 31.26 
4 Mos. 12,942 13,967 7.34 
Combination Units April 48,550 23,056 +110.57 


4Mes. 204,057 119,723 + 70.44 
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HARD-TO-HEAT ROOMS, 











FOR BABY’'S ROOM, 
ines 


coed 























WORK SHOPS, 


| SUMMER COTTAGES | 


NowZ great new automatic heaters by G.E. 


2 new profit opportunities for G-E dealers! 


Portable Heaters Are Big Fall Business! Get a major share of this 
waiting business with these two wonderful new G-E Fan Heaters. 


Your Prospects Are Unlimited! These fan heaters are used for chil- 
dren’s rooms, bathrooms, bedrooms, playrooms, offices, service 


> ) 
=P : : 
PNON LO) VN 


HEATERS 


4 


a 
AUTOMATIC HEATER, MODEL H-1 


A revolutionary new design in an automatic fan heater, 


® Automatic Thermostat. Select heat desired, heater turns on 
and off automatically. 


® Provides steady flow of fan-forced heated air. 1320 watts AC, 
® Portable. Has convenient carrying handle. 

® Safety-engineered. 

® Extra-long 9 ft. cord set. 

® Dimensions: 10'2" high, 9%" wide, 6'2" deep. 

® Only $19.95. 


BIG FALL ADVERTISING PROMOTION IN 


© SATURDAY EVENING POST ¢ TIME ¢ PARENTS’ 
¢ PROGRESSIVE FARMER ¢ SUNSET 
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stations, cottages... wherever there is no central heating or when- 
ever it’s not practical to turn it on for just one room! 


Get ready now for fall business. Order today from your G-E dis- 
tributor. General Electric Automatic Blanket and Fan Depart- 
ment, Small Appliance Division, General Electric Company, 
Bridgeport 2, Connecticut. 


fava 


Paes i 


DE LUXE ROOM HEATER, MODEL H-2 


The most beautiful portable heater in America. Large, 
copper reflector enhances appearance and assures a 
steady flow of warmth, Built-in fan circulates heat. 


® Automatic Thermostat. Select desired heat, heater turns on 
and off automatically. 


® Two Heat Controls. Deliver 1320 watts or 1650 watts. 

® Portable. Convenient carrying handle. 

® Safety-engineered. Shuts off automatically if tipped in use, 
® Built-in Indicator Light. Tells when heater is on. 

® Tilting Base. Permits heater to be raised to direct heat. 

® Extra-long Cord set. 9 ft. 

® Dimensions: 16's" high, 17%" wide, 9'2" deep. 

® Only $39.95. 


Progress /s Our Most /mportant Product 


GENERAL&® ELECTRIC 


PAGE 














 mooer ATE Zone: Most accessible zone 


for most-used items such as milk, cream 
juices, left-overs. 2 Full Width Shelves, one 
adjustable 


MODERATE.LOW Zone: A little cooler 
here. Fine for eggs, molded jellies and 
desserts. Handy, non spill Swing's Shelf 
and | Full Width Shelf 


NEAR-ZERO Lene: Lower-Level Full 
Width Freez's Locker for all frozen foods 
meats, fow! and fish. 50 Ibs. capacity Drop 
down door 4 ice cube trays 


HIGH-MOIST Zone: The proper fone for 
vegetables, fruits. 2? clear, plastic Swing't 
Crisp’rs “hand” you the food save stoop 
ing and hunting! 











78 years of experience and millions of satisfied customers mean you can always rely on 
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e 
Exclusive new bibson "Market-Master” 


A BRAND NEW KIND OF REFRIGERATOR THAT OFFERS YOU: 


30% more usable refrigeration space. This 11 cu. ft. refrigerator 
has the fresh food storage space of a 15! One-third more shelf space 
lets you store one-third more fresh food. No freezer compartment. 
Exclusive Gibson Freezer shelf freezes 36 ice cubes, but not food. 
True automatic defrosting. Newest of all refrigeration systems... 
completely re-designed to cool with minimum defrosting...never 
needs your attention! 

Even cooling to keep food fresh. Newest ‘‘radiant”’ cooling system 
flows moist, cold air evenly from top to bottom. Keeps food fresh 
longer! 

And at 20% less cost. The biggest refrigerator bargain in 1955. 
With all its deluxe features, the ‘““Market-Master’”’ still costs 20°; 
less than ordinary refrigerators of the same size. And ‘‘Market- 
Master” includes: exclusive Swing’r Shelf, 2 Swing’r Crisp’rs, adjust- 
able shelves, 5 covered left-over dishes, 5 door-shelves, Butt’ry, bacon 
conditioner. PLUS...the Gibson-proved, dependable mechanism 
hermetically sealed in oil. 5 year written guarantee! 


@ 
The new Wi sor Strat-A-Zone 


makes news with 4 zone temperatures! 


See these two great refrigerators—see for yourself how they make 
extra sales with features that are newsworthy! The ‘‘Market Master” 
all refrigerator idea is the most revolutionary idea in years, and your 
customers are being told about it with a big advertising campaign in 
Life, Better Homes & Gardens, McCall's, Successful Farming, and 
Progressive Farmer 

Find out how these two BIG NEWS refrigerators can spearhead 
your most profitable year—get the whole story from your Gibson 
Distributor! Or write, Gibson Refrigerator Company, Greenville, 
Michigan. 


bibso 


Manvtacturers of 
© Refrigerators 

© Electric Ranges 
© Food Freezers 

© Air Conditioners 
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Mort Farr Says... 





: 5 Subscription TV Will 
Hurt the Dealer 





PAY TV WILL BE EXPENSIVE. | believe that 
the public needs to be informed about the costs 
of subscription T'V. First there is the cost of 
the decoder and coin box which might well run 
around $50 per set, plus $30 installation, which 
would cost the 36 million present owners some 
$1,800,000,000. Pay television promoters say 
that they will be satisfied if they get $100 a 
year from the average family, This is only $2 
per weck and would not provide for much enter 
tainment at the fees mentioned. However, on 
this basis today’s T'V audience would pay some 
$3.5-billion a year. This is three times the 
amount now being paid by the public for all 
spectator admissions. It is more than they pay 
for shoes, doctors or electricity. This, for viewing 
far fewer programs than it now watches without 
charge 


By to this time, dealers have not taken any 
active part in the debate on subscription, or 
pay-as-you-see TV. Perhaps, in light of recent tes- 
timony, the dealer who has a big stake in selling 
and servicing sets should analyze the facts to sec 
where his interests lie and should make his voice 

heard. 

Subscription TV is a system whereby the pro 
gram viewer can make direct payment for his TV 
programs. This is accomplished by sending a 
scrambled picture on the programs to be paid for 
and which can only be unscrambled if the viewer 
chooses to rent the apparatus for decoding and 
then pay for subsequent programs. 

Chere are a aaiies of such systems. The best 
known are: Phonevision, a system developed by 
Zenith in which both coding and decoding signals 
are transmitted from the station at the same time 
and pass through a decoding apparatus attached 
to the back of a TV set; Skiatron Electronics and 
['V Corp.'s Subscriber Vision which uses an IBM 

P type card with punched holes to distribute decod 
ing information, and International ‘Telemeter 
Corp.’s device that would be installed on a sub- 
scriber’s set for a fee of perhaps $10.00 to $20.00. 

We dealers have an obligation to the 36 million 
people who have paid us almost $13.5-billion to 
purchase ‘I'V sets on the promise of free enter 
tainment. These people bought these sets on the 
issumption that the service would be free and 
full. Pay-as-you-see is going to be driven by the 
profit motive the same as present day TV. That 
will not change. The programs that attract the 
biggest audiences will be the programs sold—and 
that means the same programs that get the biggest 
udiences now. The shows which are now free 
will be free no longer. 


appliance dealers, including myself, really hit 
pay dirt and blossomed forth into big business 
with the advent of TV. In many instances it 
accounted for as much as 70 percent of our 
volume in the lush years and in 1954 TV was 
still the number one volume builder for dealers 
and with radio amounted to almost 40 percent 
of their total sales. Why kill the goose that is 
still laying golden eggs? With color coming 
slowly but surely there is a large and certain 
market ahead created by commercial advertising 
supported programs, ‘Toll T'V could only com 
plicate this situation, We dealers have an obli 
gation to see to it that we do not create another 
sales slump like the one that followed the first 
publicity on color T'V. ‘There will be much 
confusion in the minds of our customers as to 
the toll system and its merits. 

One question that has not been answered by 
the advocaters of pay-as-you-see is who is to 
install and service the sets? It has been sug 
gested that Western Union will rent the decod 
ing devices offered by Skiatron and Mr, Erich 


PAY TV WILL BE EXCLUSIVE, Under th« 
present system of American T'V, no set owner is 
deprived of a program because he is not as Isgrig, vice president of Zenith, said that the 
prosperous as his neighbor, but once the turn local Phonevision company would own both 
stile is placed in his living room, the families the home decoders and the equipment for 
who rely most on T'V entertainment and in scrambling programs 
formation would be hit the hardest becaus« 
they are the ones who for economic reasons 
would have to restrict their viewing most. T'V 
would no longer belong to all the people all 
the time. It hardly seems right to charge some 
one for the privilege of looking at his own 
TV set. 

From a dealer's viewpoint, every dollar a low 
income family spends for toll TV is a dollar 
that won't be spent for an appliance. In fact, 


PAY TV WILL KILL OUR SALES. But there 
has been nothing said to date about who will 
sell or service the sets themselves, There is the 
possibility that the company holding the fran 
chise for the decoding device, which is elec 
tronic, might also want to service the set 

There is always a chance that when one or 


It is apparent from the statements of subscrip 
tion ‘I'V advocates that those who are most inter 


ested in operating it are now in the commercial 


entertainment world—notably the movies. 
Commander McDonald of Zenith has said, “I 


this will affect every small businessman, from 
the grocer to the auto dealer. Most of the work 
ing man’s income is spent for foods and services 
and just a few dollars a week are left for the 
conveniences we sell. These people were th« 


the other is not performing correctly, the service 
man for the set would blame the unscrambler 
and the franchise man would blame the opera 
tion of the set. 

If the FCC should OK a test program of toll 


recognize that large amounts of capital will be 
needed, but I am not worried about that. People 
who have indicated interest in franchises are peo- 
ple with capital. For example, a number of far 
sighted theatre people have already contacted us 
ibout local franchises.’ 

Mr. McNamara of Telemeter suggests that the 
l'elemeter system should be developed through 
local franchised operators in various cities. He 
states: “We favor movie exhibitors as franchisees; 
they are already in the entertainment business and 
know it best.” 


ones who first bought TV because they are 
willing to spend money for entertainment. 

The advocates of pay-as-you-see claim that it 
would increase the total audience. Actually, 
those people who do not own a TV. set today 
can hardly afford one. 


TV or if by chance they did combine the three 
systems and approve pay-as-you-see there is the 
possibility that it might be declared unlawful 
to charge a man for the privilege of looking at 
his own ‘I'V set or to scramble a channel that 
his set was capable of tuning in. If this hap 
pened it is conceivable that the franchise oper 
ator would rent a set complete with decoder and 
some sort of collection device. This would 
mean the end of TV sales for the appliance 
dealer. One thing is certain: TV cannot survive 
half fee and half free End 


PAY TV WILL BE CONFUSING. ‘The sale of 
TV sets was the biggest bonanza to hit the 
retail appliance business. Many run-of-the-mill 
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you UWpale LDealert.- 


MAY SALES AT RECORD § 
IH.3* INGREASE! 


You set it! The largest May sales record Get 
in 26 years. We boasted about the 
105.6% increase last month. Now, 
we've topped that with a shattering 
111.3% increase in May. Yes White 
Water-Hotter sales are up, up, 


in on, the sensational sales. Add 
White and add the weight of consistent 
national advertising. Sell White and 
sell the line with exclusive features that 
sell themselves. Write. White for the 
up! Proved Profits Story today! 


. 
qi\0W..-SPARR RECORD SALES INCREASE! 
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The National Anpliance-Radio-[V Picture 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors—July, 1955 


The East 





By ROBERT W. ARMSTRONG 
ES LTE ELLE II, 


May pickups back hopes for 
strong summer business, al- 
though some dealers still worry 
about room cooler sales 


| OOK for 
nie! 


That's the most castern 
dealers expressed in early June. More 
optimistic than but still re 


good busin this sum 
opinion 


most, 


flecting the general feeling was this 
comment of an eastern Massachu 
etts retailer I'd say this is going 
to be one of the most prosperous 
ummers the country ever enjoyed. 


Pe ople ire telling us of vacation plans. 


Some buy TV sets for summer cot 
tage Others want radio Those 
with cottages are also buying wash 


r’ The country is entering an age 
of complete appliances—appliances for 
the home in winter and for vacation 
in summer.” 

In upper New York State a dealer 
iid, ““We look for pretty good sum 
mer business, mostly because general 
business conditions and employment 
in the Buffalo area continue good.” 
In Washington, D. C., business hasn’t 
been bad so far, but dealers look for 
ind expect an upswing this summer 

Reasons for Rosiness. Behind this 
optimism pretty Mav, 
marked for many by the beginnings 
f an upturn in sales of refrigerators, 
water heaters and air conditioners 

For example, sales of a Boston area 
distributor were ahead of May, 54, 
ibout 25 per cent for TV, 10 percent 
for washers, 15 percent for refrigera- 
tors. On the basis of it a spokesman 
iid, “It looks like the next 60 days 
will avoid the usual June and July 
lull.” 

\ Charlestown, Mass., dealer ad 
mitted that TV had fallen some from 
March and April figures, but main 


was a good 
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tained that it was still better than 
last year and he expects the first six 
months total to be the best in his 
history. He's put in a good stock of 
fast-recovery electric water heaters and 
has jumped water heater sales 20 per- 
cent as the result of some extensive 
advertising. In another Boston sector 
a dealer flatly reported May business 
25 percent ahead of 1954 and he at 
tributes much of it to second-set ‘TV 
buying and a tremendous upsurge in 
hi-fi sales. One of the Boston area’s 
dealers who is “not completely a dis- 
count house” expects “the best sum 
mer in our history unless people stop 
buying all of a sudden” and expects 
that much of the business will be 
done “in items that have been way 
off—air conditioners and refrigerators.” 
So far this store’s fan business has 
been poor, but air conditioners have 
picked up and a spokesman believes 
that many people who have con- 
sidered air conditioners for the» past 
three summers are now coming into 
the market. 


Bullish in Buffalo. A Buffalo re- 
tailer also looks to air conditioners and 
refrigerator increases this summer 
ilthough Buffalo is not a traditionally 
trong air conditioner market. Says 
he, “We look for summer business 
ibout five percent ahead of last year. 
We have already sold more air con 
ditioners this season than we did in 
the entire 1954 period.” His opti 
mism, unlike that of some other 
dealers, isn’t based on any strong 
pickup in May, a month which for 
him was “spotty,” with refrigeration 
holding even, laundry equipment 
ihead, freezers slow, and TV quiet. 

Not all Buffalo dealers were this 
optimistic, probably because most of 
them didn’t see any bonanzas in May. 
One, for example, said that electric 
range sales were excellent, but that 
refrigerators were still behind the vol 
ume they should be setting. Another 
said volume was good but profits low, 
and, while they expected fair summer 
sales in refrigerators, they were not 
going to bother with air conditioners. 


Pressure Buying. ‘That old retailer 
device to get more favorable pur 
chases, group buying, is undergoing 
a revival in the New York City area, 
but, so far at least, it hasn’t done 
much to relieve the average dealer's 
persistent pessimism in the roughest 
market there is. One successful buy- 
ing group was started about a year 
igo. Now six appliance dealers in 
Nassau County have formed the In 
ter-County Buying Co. A third group 
is in process of formation in West 
chester County. 

Air conditioners seem to be the 
New York dealers big worry. At this 


writing many of them were neither 


1955 


in nor out and most figured that un- 
less there was plenty of hot weather 
during June even 1955 models would 
be dumped on the market. One said, 
“Our air conditioning sales are way 
off. In 1953 we sold about 300 units, 
our 1955 sales total two units... . 
My inventory is the one room cooler 
on display and anyone who wants it 
can have it at list. Otherwise, no 
sale. I'm fed up with this no profit 
selling.” 

A second New Yorker said, “We 
still have some carryover stock (in 
early June) of air conditioners and 
fans around. My only hope to break 
even is hot sticky weather and a short 
age of room coolers, Sales thus far 
of room coolers—none,” 


Cooler Cleanout. He is hardly 
typical of dealers in some other sec 
tions. In Philadelphia, for example, 
a merchant reported, “Just about all 
the air conditioners left over from 
last year have been moved and it looks 
like a real air conditioner shortage 
will develop.” Another Philadelphian, 
who reports that air conditioners 
have been moving like the proverbial 
hotcakes, still doesn’t believe there 
will be any shortage. Says he, “There 
are still plenty (in early June) of '54 


models around and still lots of deals 
on the street.” Like many other east- 
ern retailers, his May business was 
a good omen for the rest of the sum 
mer. ‘TV was “pretty good’, laundry 
equipment fair, refrigeration very 
good, 

Washington dealers agree that 1954 
stocks of air conditioners were pretty 
well cleaned out by early June, but 
not all of them have enjoyed good ait 
conditioner business. One depart 
ment for example, says, “No 
action at all,” while others say they 
have been “great.” One Washington 
store reports that in May refrigerators 
moved especially well, but adds that 
although most people seem to want 
units with the freezer on the bottom, 
few were willing to pay for them, 
Other Washingtonians report freezers 
ie beginning to move and, surpris- 
ingly, that customers want a food plan. 


store, 


No Inventory Jump. Despite all 
their optimism, eastern dealers aren't 
rushing to fill their warehouses, al 
though there is some tendency toward 
expanding the number of lines han 
dled. ‘The way most dealers figure 
it: Nobody ever got killed by a sales 
avalanche, but plenty have died from 
inventory suffocation, 





The Midwest 





By TOM F, BLACKBURN 
Os TORRES MEMS PRR NS 


Kicks on room coolers com- 
ing . . . Television service to 
decline . . . Electric skillet 
possibilities .. . Cost of doing 
business puzzle... 


UST what sort of a dent made by 
the 600,000 room coolers carried 
over into the 1955 market is 
being discovered by the trade, 
Jay’s Radio house in Peoria, IIl,, 
recently had a window full of 1954 
merchandise, advertising a third-ton 
unit at $118, half ton at $139, three 
quarter ton at $179 and one ton at 


now 





$288. The offerings at Polk Brothers 
in Chicago, and the recent Carson, 
Pirie Scott & Co. letter have done 
much to drive home the thought that 
a good room cooler should not be 
priced at much more than $200 

As a Frigidaire executive once said, 
it is the advertising of the price that 
does the damage. Last year’s carry 
overs, sold on a bargain basement 
basis, have been tov numerous not 
to have affected {se market price of 
the 1955 lines. 

Anyone with features not on the 
1954 models had better trot them 
out and sell them, Because a lot of 
customers are going to want some 
thing for $169.95. 

Along with short profits, kicks on 
room cooler performance are in the 
air, according to John A, Reed, South 
western Gas & Electric Co., Shreve 
port. Families are coming in to com- 
plain that, (1) the unit costs more to 
operate than the salesman said it 
would, (2) they were not sold a 
large enough size for the area to be 
cooled, and it is not delivering, (3) 
the unit is hooked up to an 
loaded house wiring system, 
they were not told about. 

Here’s a fine chance to overcome 
the cut price curse by talking relia 
bility That there is too much at 
stake to grab at spindrift bargains. 
Mr. Reed urges telling prospects the 


ovel 
which 


(Continued on page 14) 
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cost of operation on an hourly basis, 
advises informing a prospect who is 
on a 2¢ a kw-hr. rate that a three 
quarter hp room cooler will cost him 
24¢ an hour to operate; that a one 
hp unit will run 34¢ an hour, and 
a 14 hp job will cost 4¢. 


TV Service to Decline? No one 
is better qualified to explain the mean 
ing of all the new gimmicks in tele- 
vision than Frank J. Moch, stormy- 
petrel president of the NATESA, and 
he does it this way: Tube failures right 
now account for roughly 85 percent 
of all service; breakdown of com- 
ponents such as capacitors is respon 
sible for 12 percent of service; human 
errors, such as improper wiring and 
set owner ignorance can be credited 
with three percent of the service re 
quired. 

Threat to future television men, 
says Mr. Moch, is the fact that the 
50-hour transistor will eliminate the 
85 percent service factor Printed 
circuitry panels will do away with 
much of the 12 percent difficulties 
caused by component breakdown, 
poor soldering, etc., leaving only set 
owner ignorance. In time, says Mr. 
Moch, the television set may approach 
the refrigerator in service-free quali- 
ties 


Electric Skillet Possibilities. Why 
on earth does a family want an elec- 
tric skillet when it has a range with 
four portholes, and a couple of iron 
ones around? Answer to the popu 
larity of these electrified staples lies 
in the fact that many newlywed 
homes have only two-burner set-ups, 
and a great deal of the cooking is done 
at the table 

From Rockford, Ill, comes news 
of how electric skillets have clicked 
with bought crowds. This dealer pays 
50¢ a head to churches for groups 
of 30 or over. He has a door prize 
and serves them cake and coffce 
Demonstrations of skillets have been 
made by a distributor man, whose 
closing argument is to offer the skillet 
for a ten day free trial. On first 
meeting he put out 17 and sold 16 
‘wo others brought theirs back in 
carton, saying they could buy them 
wholesale On a second event the 
store put out 14 and sold 12 


Cost of Doing Business Puzzle. In 
an Illinois town of 10,000 two 
brothers are experimenting with a 
business run on a 20 percent margin 


They have no employes (except two 
service men); wife of one keeps books 
Advertising is 75 percent co-op or bet 


ter. The 20 percent 1s added to the 
cost of merchandise. This makes their 
prices competitive to nearby Sears and 
Wards stores, and they say they are 
making money, and are certainly put 
ting up a new building. Their volume 
is around $150,000 yearly 

Constant reappearance of such data 
makes one wonder as to the authen 

(Continued on page 16 
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Sy CAMFIELD’S 


PROMOTION 


CAMFIELD...A COMPLETE NEW LINE OF QUALITY APPLIANCES! 
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Heated with the 
Industry’s Oldest and 
Most Dependable 


NICHROME 


The Westinghouse Roaster Oven 
becomes. more versatile by adding this 
new Rotisserie, This attachment 

has a large capacity — can rotary 

broil a 12 Ib. turkey or two 

31/4, lb. chickens, or indeed a complete 
dinner by cooking vegetables at the 


same time in the inset pan. 


Its 1500 watt heating element is 
just what you'd expect in a quality 
appliance by one of America’s 
top manufacturers — long- 
lasting Nichrome, Nichrome’s absolute 
uniformity, its great resistance 
to heat and corrosion, give 
Westinghouse dealers a plus value 
unequalled at the point of sale. 


Don't fail to capitalize on this 
plus value, in any appliance you sell, 
When you say “equipped with 
Nichrome”, you'll sell more customers 
faster, and keep them sold. 


Nichrome V ond Nichrome ore manufactured only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 
‘ BRANCHES: Chicago, Detroit, Cleveland, Lovisville, Los Angeles, San Francisco 


>> << 
spat In Canada: The 8, GREENING WIRE COMPANY, Lid., Hamilton, Ontaric — 
*T M. Reg U ‘ot. ° 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING, RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 


APPLIANGE-RADIO-TV 
PICTURE 


CONTINUED FROM PAGE 14——— 


ticity of NARDA figures, believed to 
be based on 150 dealers. Wylie Sin- 
clair of Houston says that NARDA 
data does not apply when you run 
several hundred thousand a year, and 
Sol Polk in Chicago echoes that. The 
Illizois lads are small operators. 
Where is the catch in their proposi- 
tion? 


Power Mower Price Cut. Just how 
close the power driven dawn mowers 
are getting to the grass roots was 
made evident recently in Peoria, IIL, 
where Grant's advertised a 16 in. elec- 
tric motor job at $29.88 and a gasoline 
engine driven model at $49.88. 


Box of Candy Promotion. The idea 
of using something foreign to the 
appliance business—a box of choco- 
lates—with the sale of a major appli 
ance was employed recently with suc 
cess by the Praeger Hardware Co. of 
San Antonio, Texas. ‘The three lb. 
box was a one day feature and it 
brought them in 

An auction certificate dollar is given 
by the Minneapolis House Furnishing 
Co. to any customer who makes a 
purchase during the year, one for each 
dollar he spends. He is invited to 
the firm’s annual auction and can use 
these auction certificate dollars like 
real money, can buy anything he 
wants. Last vear $7,000 worth of 
appliances and furniture were sold 
on the day. The idea has been copy 
righted by the firm. 


Grocery Bag Survey in Milwaukee. 
Most honest survey is the kind where 
the customer gets a dollar bag of 
groceries free for filling out a question 
naire. ‘This method is used by the 
Milwaukee Journal, which recently 
completed its 32nd survey. 

Dishwashers are owned by only 3 
percent of the families, compared to 
2.6 percent in 1954. Power mowers 
are used by 10.7 percent of families, 
compared to 8.2 last year (only 5.3 are 
driven by electric motors). Clothes 
dryers climbed to 16.4 percent com 
pared to 12.6 percent in 1954, Electric 
dryers are owned by 65 percent, gas 
dryers by 34. Freezers saw a 9,000 
gain in one year. On washers it was 
found that 60.2 percent owned 
wringer types, compared to 64.2 in 
1954. 


(Continued on page 29) 





“OH MISTER, COME BACK. | MISADJUSTED’ 
IT AGAIN.” 
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with more sales producing Zenith-engineered exclusive advantages 


AND 


a sensational new development with sales FLASH that 
NEW will revolutionize home TV enjoyment! 


dramatic 





FROM ZENITH—THE SPECIALISTS IN RADIONICS EXCLUSIVELY FOR 36 YEARS 


NEw 
ey NEW [956 ROYALTY LINE 

















NEW! NEVER BEFORE 





A FLASH OF LIGHT FROM ACROSS 
TURNS SET ON! OFF! 


CAN ALSO SHUT OFF LONG ANNOYING 


FLASH-MATIC IS NOT AN ACCESSORY! 





Le 
. 





IT GIVES YOU: 
a dramatic device to demonstrate; 


an opportunity for Bigger Ticket Sales 


Here’s proof as never before that tuning! And up to 20,000 volts of 
Zenith radionic engineering not picture power! 
only gives you more to sell, more Year after year, Zenith gives 
to demonstrate, but also gives you you advanced styling and imagi- 
developments for consumer com- native design that stands out on a 
fort that are Zenith dealers’ —and sales floor... styling that consist- 
only Zenith dealers’ —to sell! ently leads the industry. 
Year after year, Zenith gives you AND NOW—in magnificent 
more to sell than just a price tag... cabinets and with top-quality tele- 
ft] ? gives you new, brilliant, distinctive vision—Zenith presents Flash- 
a features and super-performance! Matic Tuning, the new and revolu- 
Top Tuning for utmost conven- tionary development that makes 
ience! Cinébeam® and Ciné-Lens television a real home theater... 
for greater clarity, better contrast! that makes TV viewing the won 
Spotlite Dial! Turret Tuner! derful relaxing pastime it was 
This specially-built Flash-Matic tuner “gun” accompanies every Flash-Matic TV set Fringe-Lock Circuit! One-knob meant to be. 


BACKED BY 36 YEARS OF SPECIALIZATION 
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ON ANY TELEVISION! 


VC TOMING = 


BG, WO sera MMA 


THE ROOM (NO WIRES, NO CORDS) 
CHANGES CHANNELS! AND... 


COMMERCIALS WHILE PICTURE STAYS ON SCREEN 


IT’S BUILT RIGHT INTO THE SET! 


FLASH-MATIC SETS ALSO CAN BE TUNED MANUALLY 


The Bismarck X22648Q 
THIS 1S HOW IT WORKS! :, . 


(above), Giant 21° screen 
Flash Matic Tuning, Royal 


H ’ x" Chassis, Cinébeam’® 
Your customers will think Flash-Matic is flash-magic! But the amaz- ke a 
ing across-the-room control is accomplished with light-sensitive 
photo-electric cells in each corner of the screen area which are acti- 


‘a ; The Waldor!—x2390180 
. r, . . , . A ‘ : | f 
vated when the light from the Zenith Flash Tuner strikes them. ov 


Giant 71° screen, TV 





nes . Hl radio phonograph. Flash 
’ . rl . i Mat Tunin Cobr 
Here’s how to do it! To turn the set on or off, flash the ray of light ype saint Reaned haven, tie 


2 Ai] Matic® Record Player. High 
at the lower left hand corner of the picture area; to move the tuner mina 
counter-clockwise, flash the light at the upper left hand corner; to 
move the tuner in clockwise direction, flash the light at the upper 
right hand corner; to shut off sound while picture remains on screen, 


flash the light at the lower right hand corner. 


he Touramne ~ K267480 
Fiash-Matic tuning is on five beau MOVES TUNER MOVES TUNER 4’ screen Flash Mat 
tiful new Zenith Royalty TV models COUNTER-CLOCKWISE CLOCKWISE lening, 2000-con meye 
The 21-inch Bismarck (X-2264); Ciné-Lens High fi ’ 
the 21-inch high-fidelity Nelson spotlite dial. Tog 
(X-2365); the 21-inch radio-phono 
graph-television combination Wal 
dorf” (X-2391); the giant-screen 
24-inch lo-boy Touraine (X-2674); 
the luxurious 27-inch radio-phono 
graph-television combination, the 
Stratosphere” (X-2994) 
Flash-Matic Tuning is not an 
accessory. It’s built right into the - ; 
Flash-Matic sets TURNS SET ON SHUTS OFF ’ ; The Stratosphere 
OR OFF X2994HUQ. 77° screen 
1V-radio-phonograph 
Flash-Matic Tuning. Ciné 
beam, Ciné-Lens. Cobra 
Matic Record Player High 
fidelity FM-AM radio. Built 
in all channel UHF/VHFE 


IN RADIONICS EXCLUSIVELY rem a3 
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THE KENILWORTH MODEL X2280R 











PHONOGRAPH is? TV ISLO-BOY: 


NOW! ZENITH design reaches into the future to 
bring you this revolutionary upright combination! 





A great new space-saver for modern living! Convenient Zenith televi- 
sion Top Tuning made it possible to create this compact, space-saving 
home-entertainment unit! It’s designed for convenience... styled for 
beauty ... engineered for performance with the famous Zenith 
Cobra-Matic® Record Player— Fully-Variable Speed Control and 
Stroboscope Speedometer. 


THERE'S NOTHING ELSE IN TELEVISION LIKE THIS INGENIOUS 
COMBINATION! AND ONLY ZENITH HAS IT! 
Specifications: 21" TV-Phonograph, Special “X” 
Chassis, Cinébeam, Ciné-Lens, two speakers, 
Cobra-Matic Record Player. 


BACKED BY 36 YEARS 


Zenith Spares nothing to 
give you TOP PERFORMANCE 


Cobra-tone” arm has frequency re 
sponse from 25 to 20,000 CPS. Barium 
Titanate pickup element cartridge 
with manufactured sapphire tips 


Dual speaker sound system 
activated by powerful magnets to 
re-create brilliance of original per 
formance. 7'4-inch woofer for bass 
with big 6.8 ounce Alnico 5 magnet: 
34-inch tweeter for treble with 2.15 
ounce Alnico 5 magnet 


SPECIALIZATION 












































—— 


ns 











~ ‘ 
adS> & 

: ot 

t a4 
fo | 
! a / 
¥ , sm . 
bene Va EM as ae cea te MRED EL 3 : 








THE KIRKWOOD, MODEL X2640E 


DOLLAR FOR DOLLAR, Tv’s GREATEST VALUE! 


ZENITH Quality at a sensationally low price! 
Only Zenith gives you this great Picture Producing Team! 


2 4 


CINEBEAM—the famous Zenith Zenith quality engineering and precision 
picture tube that doubles picture manufacturing assure customer satisfaction! 
power. Cinébeam reflects all the Quality is the standard... performance is the 
electronic light outward for a sharp proof 


or, clearer picture. And the giant 24-inch Kirkwood —a real price 


value that will boost your sales volume! It's 
every inch a Zenith super-performance value! 


Zenith’s performance-proved Royal “‘X” power 

plant chassis puts the picture on the screen ’ 3 / J 
with detail and realism that you never dreamed EXTRA o EXTRA © 
possible in giant-screen television. The power , ed CINE-LENS—concentrates the in 


ful Royal ‘‘X" chassis gives a clear, undistorted , , tensity of the picture, gives added 


Ask your Zenith distributor about a new idea 
picture even in critical fringe areas depth, greater contrast 


in 24-inch television 


IN RADIONICS EXCLUSIVELY 












NEEM new DISC JOCKEY 


A STEP-UP MAKES A HOME ENTERTAINMENT CENTER 


SALES-PRODUCER * 
‘anil OUT OF “9EW/TH TV. STARTS AT $1995 


PROD C e Sensational S-Speed Record Player plugs into 
U FE any Zenith Radio or TV with Phono-jack 


This sensational new 
Zenith exclusive— 

the “Disc Jockey” — 
lets you demonstrate 
the brilliance of Zenith’s 
high fidelity television 
sound systems—and 
helps you to step up 

to more profitable, 


big-ticket sales. 


- *Manutacturer's 
suggested 
retail price 

slightly higher 
in Far West 
end South 





Model $9019. Many unusual features! See back page of this advertisement for details 


NOW! Play records using Zenith 
Television High Fidelity Sound Systems 
and amazing new “Disc Jockey’’! 


Show your customers how easy and inexpensive it is to 
enjoy real, honest-to-goodness high fidelity music from 


their own records by using the big, powerful speakers of 
Zenith Television. The ‘Disc Jockey” makes the television 
set a combination TV and high fidelity record player! Don’t 
miss this opportunity for big-ticket sales! 





The "Disc Jockey" can be plugged into the following Zenith models: 
Television—X2359, X2360, X2362, X2365, X2671, X2672, X2674 
Radio—1T521, T522, T600, 1615, 1623, T825 


BACKED BY 36 YEARS OF 











Great 
advancements 
Tami laliace 


THE FRONTENAC 
X2232R 











Top Tuning is just one of the features you can talk 


about and demonstrate in this outstanding 21-inch table 
television. The distinctive, value-priced 21-inch Model 
X 2232 has Zenith top-quality features: Genuine Cascode 
tuner and local-distance switch for superior performance 


in the fringe or near the station, Zenith’s famous 
Cinébeam® picture tube for greater clarity and Zenith 


qd Zenith feature that took Ciné-Lens for sharper contrast. 


Top performance is assured by the new Special “X”’ 
the ind t b t | Chassis, which takes advantage of the latest electronic 
US ry y S orm: developments. Fully tested and proved in problem 


reception areas. 


JET TUNING 


the distinctive Zenith design 
that gave TV 
room-to-room adaptability! 


NOW ON TABLE TELEV 





SION! 








The Bryn Mawr —X2222L, 21-inch screen, 
Cinébeam, Ciné-Lens, new Special “X"’ 
chassis, power transformer, local-distance switch 


In These Revolutionary Jet Tuning Cylinders: 
New Tuning Ease 

Functional Main Controls 

Pullout 10-foot antenna 

Hideaway Plug-in power cord 


Portability-plus with easy carry handles 
on cylinders. 


Beautiful Jet Tuning Models are in 
more eye-catching colors than ever 
before! 
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SPECIALIZATION IN RADIONICS EXCLUSIVELY! 














xiet4a. 17° screen. Metal cabinet. “600 
chassis. 90" picture tube Hide away power cord 
Pullout antenna “Gated Beam’ sound stabilizer 
Carrying handles built into jet tuning cylinder 
Brass stand with casters, extra 





RESENTING THE ALL- tet EW 


BEAUTY...POWER...PERFORMANCE! 





X1616G. 17". Cinébeam.” Ciné-Lens. 90° pic 
ture tube. Two-tone metal cabinet. X18168 in 
satin silver color and blond pyronylin, X1616L in 
mocha armadillo finish, K1816R in maroon, 
X1616G in green armadillo finish. Stand, extra 





%2220R. 21". Jet tuning. Hideaway power cord 
Pullout antenna. Power transformer. Built-in 
carrying handles. 90° picture tube. Metal cab 
inet. Improved focus. Brass tubular stand with 
casters available, extra 





X22221. 21". Cinébeam. Ciné-Lens. 90° picture 
tube. Metal cabinet. X2222R in maroon, X2222€ 
in satin silver color and biond pyroxylin, X2222G 
in green armadillo finish, X2222Y in black 
Stand, extra 
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422476. 21". New Special “X" chassis. Super 

tuner. Cinéb Ciné-Lens. Top tun 
ing. Special selective filter, FM sound. 74%" 
Ainico 5 speaker Masonite grained finish cab 
inet, 22478 in mahogany color finish 








X23596. 21° high fidelity console. 20,000 volts 
of picture power, Royal X" chassis. Two power 
ful speakers. Phono-jack. Top tuning. Spotlite 
dial, Cinébeam. Ciné-Lens. Built-in antenna 
Masonite grained finish cabinet on casters 


X2246R. 21". Top tuning. Spotlite Dial. 10° 
speaker. Cinébeam. Ciné-Lens. Selective Filter 
Built-in antenna. Special “X' chassis. Power 
Transformer, Masonite grained finish cabinet 
with casters. X22486 in oak finish 
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X2360R. 21". High Fidelity. 6 watt amplifier 
20,000 volts of picture power. Top tuning. Spot 
lite dial. Cinébeam. Ciné-Lens. Phono-jack. Two 
speakers. Cabinet in mahogany veneers and 
hardwood solids, on casters 


X%2254M. 21" console in maple. Early American 
design. Top tuning. Spotlite dial. Cinébeam 
Ciné-Lens. 16,500 volts of picture power. 10° 
speaker. Select Maple solids and veneers in 
hand-rubbed finishes. Cabinet on casters 





X23626. 21" Lo-boy. 20,000-volt chassis. High 
fidelity sound system. Cinébeam. Ciné-Lens. Top 
tuning. Spottite Dial. Two speakers. Phono-jack 
Masonite grained finished cabinet on casters 
X2362R, mahogany color; X2362H, cherry color 


X2256€. 21". 16,500 volts of picture power 
Cinébeam. Ciné-Lens. Turret tuner. Selective 
filter. Built-in antenna. “Fringe-Lock” circuit 
7%" Alnico-5 speaker. Masonite grained finish 
cabinet. X2256R in mahogany finish 








“&. X2365EQ. 21” console. Flash-Matic tuning 


20,000-volt chassis. High-fidelity sound system 
Cinébeam. Ciné-Lens. Top-tuning. Spotlite Dial. 
Phono-jack. Masonite grained finish cabinet on 
casters. X2365RQ in mahogany color 
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M26718. 24° console, Cinédbeam. Ciné-Lens 
20,000-volt Royal “X" chassis. Two speakers 
Built-in antenna, Top tuning. Spotiite dial 
Phono jack Masonite grained mahogany cabinet 
on casters 


X267268. 24° console. 20,000.volt Royal “xX 

chassis. Cinébeam. Ciné-Lens. Two speakers 
Top tuning. Spotlite Dial. Turret tuner. Phono 
jack. Built-in antenna. Masonite grained finish 
cabinet on casters 


[A> 


X26746Q. 24° Lo-boy. Flash-Matic. 20,000 volts 
of picture power. Royal “X"’ chassis. High fidelity 
Cinébeam. Ciné-Lens. Top tuning. Spotlite diai 
Phono-jack. Masonite grained finish cabinet on 
casters. X2674RQ in mahogany color 
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THE BEST OF EVERYTHING IN 





X2229R. 21°. Cinébeam. Ciné-Lens. 90° picture X2230R. 21". Cinébeam. Ciné-Lens. Two speak X2232€. 21". Top tuning. Built-in antenna 
tube. Turret tuner. 16,500 volts of picture power ers. Turret tuner. 16,500 volts of picture power Picture lock stabilizer circuit, Cinébeam. Ciné 
Proved picture superiority in “fringe” areas Spotlite Dial. Special selective filter. “Fringe Lens, Power transformer. Automatic gain con 
Special Selective filter. Static-free FM sound 


Metal cabinet. Console type base, extra finish. Console type base, extra 
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Lock’ circuit. Metal cabinet. X2230€ in oak 


ENITH ROYALTY ’56G TV LINE! 


TELEVISION! 


finish. Console type base. extra 

















X2257W. 21". Top tuning. Spotlite dial. 16,500 X2258E. 21". Lo-boy console. Cinéb 


volts of picture power. Cinébeam. Ciné-Lens Lens. 10" Alnico-5 speaker. Built-in antenna 


Built-in antenna. 10° speaker. Masonite grained Top-tuning. Spotlite dial. 16,500-volt 
finish cabinet with casters. X2257R in ma chassis. Masonite grained 
hogany color, X2257€ in blond X2256R in mahogany color 











High-fidelity sound system. Top tuning. Spotlite 
Dial. Cinébeam. Ciné-Lens. 20,000-volt chassis 
X2363R in mahogany color 


X2383. 21" Lo-boy console. Cobra-Matic Record * 
Player. Shantung colored hardwood cabinet 






X2994HUQ. 277" |V-radio-phonograph. Flash 
Matic. High fidelity sound system. Cobra-Matic 
FM-AM radio. Two amplifiers. 5 position record 


2 compensator. Cabinet of selected wood solids 
and veneers. X2994EUQ in limed oak 


finish cabinet 


eam. Ciné 


X%2264EQ in blond finish 
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X2391EQ. 21" TV-radio- phonograph. Flash 
Matic Tuning. 20,000-volt Royal “X" chassis 
Cinébeam. Ciné-Lens. Cobra-Matic Record Play 
er. High fidelity sound system. FM-AM radio 
Wood solids and veneer cabinet 





trol. Special “X"’ chassis. X2232R in mahogany 


= X2264RQ, 21". Flash-Matic Tuning. 16,500 volts 


fA of picture power. 10” speaker. Cinébeam. Ciné 
Royal “X 


Lens. Spotlite dial, Top tuning. Built-in antenna 
Masonite grained finish cabinet with casters 





X2224Y. 21° consolette. Cinébeam. Ciné-Lens 
Jet tuning. 90° picture tube. 74)" speaker in 
base. Metal cabinet and base with casters. Spe 
cial "X" chassis. X2224RK in maroon, K22248 
in blond. Shipped as ensemble 





X2280R. 71° console, Cobra-Matic® Record 
Player mounted in top of cabinet. Top Tuning 
Spotlite dial. Cinébeam. Ciné-Lens. Two speak 
ers. FM sound system. Masonite grained finish 
cabinet on casters. X2280€ in blond 








X2640R. 74° table model, Royal X" chassis 
Twin 7%" speakers. Cinébeam. Ciné-Lens, Built 
in antenna. Top tuning. Spotlite dial, Brass stand 
with casters, extra. Masonite grained finish 
X26408 in blond finish 
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ZENITH QUALITY THROUGHOUT... 





ra 


Only the Best of Everything in Everything Zenith makes! 


New Easy Way to Clean Safety Glass. The top part of the escutcheon on 16 Zenith 
television sets now can be lifted for quick, easy removal of the safety glass for cleaning 
The escutcheon conceals two knobs and a bracket which hold the safety glass in place 

The sets are: X2254, X2257, X2258, X2264Q, X2280, X2360, X2362, X23650, 
X2383, X2391Q, X2636, X2640, X2670, X2671, X2672, X26740. 
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HPR-14. Two speakers. Weighted turntable. Cobra 
Matic.” Separate bass, treble controls. Vented speaker 
enclosure in heavy wood cabinet. Reproduces tones 
from 40 to 15,000 CPS. HF-14E in blond Pyronxylin 
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HPR-21R8. Two Alnico-S Speakers in infinite baffle 
enclosure. 11 watts undistorted amplification, Cobra 
Matic. Dual sapphire needies. Separate bass, treble 
controls. In mahogany color 





HPR.12908. Dual speakers Bass reflex sound enclo 
sure. Tonal range trom 30 to 15,000 CPS 


20 watt push 
pull amplifier. Cobra Matic, automatic frequency 


control, FM-AM radio. § position record compensator 


EVERY ZENITH COBRA-MATIC" 
RECORD PLAYER PLAYS THE NEW 
16 2/3 RPM “TALKING BOOK" 
RECORDS WITHOUT A SPEED 
REDUCER OF ANY KIND! 

ONLY ZENITH HAS IT! 


HPR-15R.7'4", 34" speakers. Amplifier response essen 
tially flat, 20-20,000 cycles. Dual needie manufactured 
sapphire cartridge. Frequency response from 25 to 
20,000 cycles. HFR-15SE in biond oak color 








HPR.12836. Two speakers. Bass reflex sound encio 
sure. 11 watt amplifier. FM-AM radio. Built-in antenna 
position record compensator. Cobra-Matic. Dual 
needies, Tonal range, 30-15,000 CPS 


Only Zee COBRA-MATIC has these 
TWO FEATURES 


essential to TRUE High Fidelity! 


HFR-16. Portable. Tan vinyl over sturdy wood cabinet 
Cobra-Matic. Reelaway power cord. Heavy duty turn 
table motor. Dual sapphire stylus. Two speakers. Fre 
quency response from 40 to 15,000 CPS. 





HFR-1284E. Bass reflex sound enclosure of 9000 cu 
in. Cobra-Matic. FM-AM radio, 12", 3%" 
watts of undistorted output. 1 mil diamond and 3 mil 
sapphire needles 


Separate bass, treble controls 
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speakers. 20 


TWO ZENITH FEATURES THAT TAKE 
THE CHANCE OUT OF HIGH FIDELITY 





~ ~ 


The fully variable Zenith speed regulator 
enables you to make any needed adjustment in 
record speed. Zenith’s Cobra-Matic Record Player 
plays any and all speeds from 10 to 85 RPM... 
including 78, 334%, 45 and 16% RPM, the new 
“talking book"’ speed. Adjusts to the exact speed 
required for perfect pitch and tempo. 


Specifications subject to change without notice 


BACKED BY 36 YEARS OF SPECIALIZATION 


Zenith’s Stroboscope Speedometer ends 
“hidden” turntable error. The moving light be- 
comes a dot when records are playing at exactly 
78, 45, 33% or the new 16% RPM speed. Any 
variation starts light moving. You see turntable 
error when it occurs, and correct it at a touch of 
the speed control. 











HFR-20€. Two Alnico-5 speakers forward mounted in 
infinite baffle enclosure. 11 watts undistorted power 
Cobra-Matic. 1 mil and 3 mil manufactured sapphire 
needies. Separate bass, treble controls. 
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HFR-1286R. Bass reflex sound enclosure of 7500 cu. 
in., 3 outlets. 12°, 34" speakers. 11 watt amplifier 
Tonal range, 30 to 15,000 CPS. Cobra-Matic. FM-AM 
radio. Built-in antenna. Dual sapphire needles 
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the 
GREATEST STYLE AND COLOR STORY 


CLOCK RADIOS 


and all with the big ZENITH selling difference... 
THE RADIO ITSELF! 









R514. AM radio. Telechron electric clock with 
alarm. Wavemagnet antenna. 4” speaker. Also 
in Forest Green as RS14F, in Ivory color as 
RS14W, in Flame as RSI4V. 


Radic 

Every Zenith clock-radio has Zenith’s super-sensitive Long Distance , 1( Le 
chassis that brings in distant stations loud and clear. Complete coverage 
from 540 through 1600 Kes. Includes the built-in Wavemagnet” antenna 
for stronger reception, less interference. Has the mighty Zenith Console- 
tone Speaker — bigger, stronger with heavy Alnico-5 magnet for richer tone 
RS19W. AM radio. Telechron clock with alarm: quality. And only Zenith gives you FM-AM in a clock radio! 
acts as timer. Socket for small appliances. Wave- 


magnet antenna. RST9R in Maroon, RS19G in 
Grey, RS19F in Green, RS19V in Red 



















T521Y. AM radio, Telechron electric clock 
alarm. Automatic timer. Sleep switch. Alnico-5 
speaker. T521G in Grey, T521W in Ivory color, 
TS521F in Green, T521R in Maroon. Phono-jack 


T524W. AM radio. lelechron calendar alarm 
clock. Automatic timer turns on small appli 
ances, 15248 in Maroon, 1524V is Vermilion 
with Black grille 


T522V. Calendar clock telis time, day and 
date. AM radio. Alarm and automatic timer 
T522R in Maroon, T522W in White, 1522G in 
Grey, 1522 in Green and T522V in Red 


AC-DC 
Eye-Catching design, Supeth quality 


R62Z3W. AM radio. Telechron alarm clock X733G, FM-AM radio, with drift-tree FM tun 
Automatic timer. Socket for small appliances ing. Telechron clock. Alarm and automatic 
Phono-jack. R623F in Green, R623G in Grey timer. Socket for small appliances. X733R in 
R6ZIR in Maroon, R623Y in Ebony color Maroon, X733Y in Ebony plastic 


NEW 
BREAK: RESISTANT CABINETS 


ON 
ZENITH’S POWERIZED PORTABLES 


Beautiful Zenith portable radios are built to pass the true test of portables 





RSO9V. AM radio. Side mounted tuning knob 
Wavemagnet™ Antenna. RSO9R in Maroon 
RSO9Y in Ebony color, RSO9W in Ivory color 
RSOPF in Lime color 


R510G. AM radio. Built-in Wavemagnet anten 
na. Four inch Alnico-5 speaker. Wide angle tun 
ing. Precision fitted controls. RSTOY in Ebony 
color, RS1OR in Maroon, RSTOW in White 


how do they sound outdoors! The powerful speakers give you a full, 
rich, console tone out on the beach or at the ball park, And the long 
distance chassis brings in even distant stations sharp and clear, The 
extra-sensitive Wavemagnet Antenna cuts static and background noise 
to a minimum, 

For extra rough wear, two portables (the Waikiki, T404, and the Santa 
Monica, T405) now have shatter-resistant cabinets. They virtually elimi 
nate costly cabinet replacements 





RSTIF. AM radio. Wavemagnet antenna. Wide 
angle tuning. 4” Ainico-5 speaker. RST1V in 
Red, RS11R in Maroon, RS11W in ivory color, 
RSIIF in Green 


R615. AM radio. 54%" speaker. Dial Speaker 
design. Wide-angle tuning. Flexo-Grip handle 
Phono-jack. R615W in Ivory color, R615G in 
Grey, R615F in Green, R61SY in Ebony color 


FM-AM 
Precision-Fitted Cohttols, 
Avtomatic Voluine Control 





1723. FM-AM table model. Drift-free tuning 
Built-in Wavemagnet and Light Line antenna 
Dial Speaker design, with 54%” Alnico speaker 





1724F. FM with drift-free tuning, and long dis 
tance AM. Broad range tone control. Flexo-Grip 
handle. 1724, Wainut color, 1724G, Grey 





T825F. FM with drift-tree tuning and long-distance AM. 74" speaker 
Flexo-Grip handle. Phono-jack. T825R in Maroon, 1825G in Grey 


IN RADIONICS EXCLUSIVELY 


= fy ; 


1402V. Battery operated. Precision fitted controls 
Shielded speaker design. Alnico-5 speaker. Built-in 


K404P. AM radio, AC-DC or battery. New shatter 
resistant cabinet, K404F in Green and lurquoise 
antenna. Pick-Me-Up handle. Long battery life K404V in Black and Coral, X4041 in Brown and tan 
T4027 in Black, T402F in Green X404W in Charcoal Grey and White 


M4051. AM radio. AC-DC or battery. Reelaway cord 1600. Zenith Super Deluxe Trans-Uceanic® Port 
X405F, Green and Turquoise, 405%, Green and able Radio. Detachable Wavemagnet antenna Py vc 
Ivory color. X405V, Black and Coral, K4051, Brown battery. World's only 14-year proved portable 
and Tan, X405W, Charcoal Grey and White International tuning dial. Reelaway cord 











See your Zenith distributor about the special one 
year warranty against breakage on plastic port 

able radio cabinets. This warranty is in addition 
to the regular Zenith warranty on parts and 
tubes, and is subject to all the terms thereof 


WARRANTY AGAINST 
CABINET BREAKAGE 
ON ZENITH PORTABLES 


Zenith engineers searched the creative 
centers of the world to bring you the 


Sensational new eas DISC JOCKEY 


A three speed 
record player 
with a 

4-pole motor 
at an 
unbelievably 
low price... 
Starting at 


$1995 * 


*Manulacturer's suggested retail price 
slightly higher in Far West and South 


Zenith Table Phonographs and Radio-Phonograph Combinations 


$9012. Cobra Matic™. Fully Variable Speed Regulator and TS45R. 45 RPM phonograph.AM radio. Automatic record R566R. Cobra-Matic Record Player. Long distance AM radio 
Stroboscope. Plays records of all sizes, all speeds. Big Alnico-5 changer. Sapphire stylus. 54” speaker. Continuously vari 1%” Ainico speaker. Plays all record sizes, all speeds from 
speaker able tone control 10 to 85 RPM 


Call Your Zenith Distributor Today! ZENITH RADIO CORPORATION Chicago 39, illinois 
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The South 





By AMASA B. WINDHAM 


Electric water heater sales up 
sharply ... Home freezers good 
on Gulf Coast, Florida. . . Utili- 
ties get recognition 


U NDOUBTEDLY, one of the 
/ most amazing comebacks in the 
ippliance business as far as the 
South is concerned—is in electric water 
heater sales. As late as two years ago 
manufacturers, dealers and distribu- 
tors were indulging in such indoor 
pastimes as noggin scratching, nail 
gnawing and brow wrinkling over the 
problem of how to water 
heater sales 

As of June 1, 1955, vou couldn’t 
find any evidence of such worry tac- 
tics anywhere. In lower Virginia and 
northern ‘Tennessee, water heater sales 
were approximately 40 percent better 
in the first five months of this year 
than for a comparable period of 1954. 
Dealers in such cities as Roanoke and 
Kingsport hadn‘t seen such a water 
heater boom in years. In Chattanooga, 
water heater sales had climbed to 
round 500 per month. In Nash 
ville, May sales were almost 100 more 
than in May, 1954. Birmingham es 
timated an increase of around 20 per 
cent, while in Miami, Jacksonville and 
St. Petersburg, water heater sales to 
date this vear were better than 100 
percent over 1954 and more than 200 
percent better than in the month of 
May last vear 


increase 


Birmingham Sells Again. ‘The 
crippling strikes which plagued busi 
ness in Birmingham for two long 
months are now a thing of the past 
ind business in the Magic City is 
back on the beam. Refrigerators were 
selling particularly well, with good 
gains also reported in television and 
jutomatic washing machines. Birming 
ham is set for a good season in air 
conditioning also. Sales of room unit 
air-conditioners, as of June 1, had 
reached well above the 2,000 a month 
figure and some dealers were freely pre 
dicting a shortage by September. But 
competition is still fierce and price 
slashing more rampant than anywhere 
else in the South 
Atlanta, which 
iffected by the 
southern citi 


not as_ badly 
strikes as other big 
went into June with 


Was 
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continued good business. 
“selling vers 


Refrigera 


tors were well” in At- 


lanta as were water heaters, electric 
ranges and washing machines. Tele 
vision is slightly off as are home 


but Atlanta sources declare 
the increase in refrigerator sales has 
more than offset these declines. Grad 
uation helped the sale of electric 
housewares and good _ reports 
heard in this division. 

Our Memphis contact reported pretty 
good sales across the board. He listed 
refrigerators, laundry equipment, 
ranges and washing machines as show 
ing good improvement in sales over 
the late spring of 1954, and home 
freezers as slightly off. ‘This observer, 
a veteran in the business, said the sale 
of air-conditioning units were in ex 
cess of last year all throughout the 
Little Rock-Memphis section but that 
he doubted whether profits were any 
better. Price cutting, of course, was 
the villain again. 


freezers 


were 


Freezers Jump. [Hlome freezers had 
their biggest inning in New Orleans 
and along the Gulf Coast. ‘The Cres- 
cent City had an estimated gain of 
approximately 15 percent in freezer 
sales over the first five months of 
1954. In the Beaumont, Lake Charles 
and Baton Rouge areas, where freezer 
saturation is less than 18 percent, 
dealers got an excellent lift from a 
campaign staged by Gulf States Utili 
ties Co, Electric range and water 
heater sales also were helped by the 
campaign and were reported better 
than in 1954, 


Florida Goes Fantastic. It's begin 
ning to sound like a broken phono 
graph record whenever one sits down 
to write about Florida. Dealers down 
there are at it again. ‘They had the 
largest first quarter sales in history 
easily 20 percent better than in 1954 

and it looks like the second quarter 
is going to be just fantastic. On the 
west coast (Tampa, St. Petersburg, 
Sarasota, Bradenton, Fort Myers), elec 
tric range sales were up 15 to 20 per 
cent over the first five months of 
1954, automatic washers were approx 
imately 50 percent better, air-condi 
tioning unit sales about 50 percent 
higher, refrigerators about even and 
home freezers only slightly under last 
vear’s mark, 

On the other side of the peninsula 
Miami, Palm Beach and Jacksonville 
showed just about as good results in 
most items, but with a spectacular in 
crease in home freezer sales, some 
where around 30 percent in all three 
cities. Electric ranges also were doing 
fine on the Florida east coast, selling 
ibout 25 percent better than last year 
in the Miami area. Sale of air-con 
ditioning units in this section is esti 
mated at about 50 percent better than 
in the first five months of 1954. 

Charlotte, Raleigh and Columbia 
ill reported good business across the 
board. The sale of air-conditioning 
units in Charlotte and Raleigh, how 

(Continued on page 32 
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PLUGS IN ANYWHERE 
TEMPERATURE CONTROL 
KITCHEN STAYS COOL 

SERVES AS EXTRA OVEN 


BAKES AND ROASTS 
LIKE A REGULAR OVEN 









INCLUDES COMPLETE 
BAKING SET 





WOASTING PAN 





LAYER CAKE PAN 


etecTric 


Ovenette 


Portable plug-in oven for young-marrieds, apart- 
ment and mobile home dwellers, cottagers and 
thousands of others who are cramped for kitch- 
en space. Small but practical bakes or 
roasts most every kind of food that can be pre- 
pared in a big range oven. Saves on electricity. 
Tucks away easily, takes no more storage room 
. as well as catalog than a waffle iron. Ideal for serving 2 to 5. 
toe, Cae complete $22.95* 
and broadsides are 


lable on "INCLUDES CORD ANDO EXCISE TAK 
a aq ‘ 


WEST BEND ALUMINUM CO., DEPT. 186,WEST BEND, WISCONSIN 


FULL COLOR 
DISPLAY 
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“Immediate action at “Created 
the retail level...”’ Prater “ape curly 
usiness...”’ 








CHICAGO TRIBUNE | 
BEHIND ROOM AIR 


Typical of the enthusiastic response of leading 
Chicagoland appliance men are these comments: 


“One of the most successful promotions that we have ever “Our advertising...meant direct sales for our dealers. 
participated in considering the number of advertising Leads received were excellent. In fact almost 90% of the 
dollars involved. We noted immediate action at the retail coupons returned indicated that the reader wanted an 





level with substantial re-orders from our dealers.” air-conditioning survey made in his home or office.” 
_PERRY WINOKUR —JAMES DERNOCOUER 
Vice-pres. & gen’l mgr. Adv. & sales prom. dir., Kelvinator Division 
Main-Line Distributors American Motors Sales Corp. 
«developed a back-drop of consumer interest for atr- “The campaign proved to be a real sales stimulator 7 
conditioning in Chicagoland. It created 45% more early throughout the entire midwest. It obviously encouraged 
season business than we had anticipated for 1955. The early season buying and will, I am certain, have a lasting 
timeliness and weight of this promotion have set the effect throughout the year.” , 
stage for Summer selling.” ~ WILLIAM E. KRESS 
—HOWARD HAAS Div. sales mgr., midwest 
Adv. dir. Phileco Corp. 


Mitchell Mfg. Co. 


“It was the best organized and executed promotion in 
which we have participated. It materially lengthened the 




















normal air-conditioning selling season and created sales 
Manufa that otherwise might have been delayed or missed at later 
th rr arene Sone. peepee & waged TADD V. WAKE 
e o ; = Sas a = . 4 
om Air-Conditioner promotion: Mgr., Consumer Products Dw. 
a ea HOTPOINT Westinghouse Electric Supply Co. 
CORY : KELVINATOR 
(Fresh’nd-aire) MITCHELL 
FRIGIDAIRE PHILCO 
GENERAL ELECTRIC RCA 
Gl 
BSON VORNADO 
WESTINGHOUSE 
PAGE 30 





JUL 
ULY, 1955—ELECTRICAL MERCHANDISING 












"Direct sales for 
our dealers...’’ 


"A real sales 
stimulator...” 


CONDITIONERS! 


Four-week promotion drives home 
consumer and industry benefits! 


THIS SPRING the Chicago Tribune and 13 manufac- 
turers teamed up to stage the biggest promotion for 
room air-conditioners ever to hit America’s second 
largest market! 

From April 25 through May 23, the Tribune placed 
before Chicago’s largest audience 13 two-page spreads 
devoted exclusively to news, photos and advertising 
of latest model units, with heavy emphasis on the 
benefits of owning one; 


Contest pulls more than 66,000 entries 
Building maximum reader interest for each of these 
spreads was a scrambled letter, “‘Name the Make” 
puzzle contest, the solution to which was the name of 
one of the participating brands of room air-condition- 
ers. In addition to solving the puzzle, entrants were 
asked to tell why they wanted to own a latest model 
of this make. Winners were awarded a unit of the 
brand they named. 

For four weeks, the Tribune had Chicagoans 
talking, thinking and learning more about room air- 
conditioners. 

Daily Tribune ads, truck posters, tie-in display 


Chicago 


posters furnished to over 1,500 Chicagoland appliance 
dealers and feature stories on each contest winner 
were used to heighten interest in the campaign. Read- 
ers were urged to visit their dealers to get the facts 
on room air-conditioners. 

Manufacturers, distributors and dealers all agreed 
that the Tribune accomplished an outstanding job in 
mass consumer education. Retailers showed definite 
gains in traffic and unit sales. The selling season got 
off to a faster, earlier start. 

Here is further evidence of the selling stimulation 
which the Chicago Tribune gives to the appliance 
field month after month. 


Year-round promotion builds high reader response 
Through news, features and promotion, through more 
general advertising of housing’ equipment and sup- 
plies and radio and television sets than appears in 
any other newspaper in America, Chicago Tribune 
readers are stirred to a high pitch of buying action. 

Find out from a Tribune representative how you 
can make resultful use of Tribune sales power in the 
huge market it serves. Why not call him now? 


Tribune 


THE WORLD*’S GREATEST NEWSPAPER 
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Frigidaire General Electric 





selling season...’’ 


SALES POWER GETS 


“Lengthened normal 
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ELECTROMODE 


Everything YOU NEED in 


yp FOR SALES 


at's COMPLETE 


ELECTRIC HEATING 


For the HOME from Attic to Basement 
from Ceiling to Baseboard 


e RADIANT CABLE HEAT 


© PANEL HEATERS 


Radiant-Convection 


a ae 


for INDUSTRY 


e SUSPENSION-TYPE 


y 


” 


eee 


Around the FARM 
» MILK HOUSE HEATERS PUMP HOUSE HEATERS 


© WALL-TYPE and PORTABLE 
Fan-Circulating Models 


e BASEBOARD HEATERS 


Low-Level Perimeter Heat 


e PORTABLE and SUSPENSION 
e EXPLOSION-PROOF 


LLL 


ELECTROMODE 


ae) ite) 7 Vile), | 


For attractive displays, literature and specifications on complete 


line of domestic, industrial, commercial 
Coupon below will speed this material to you. 


ELECTROMODE CORPORATION 


and 


45 CROUCH STREET 
ROCHESTER 3, NEW YORK 


form heoters. 


45 CROUCH ST., ROCHESTER 3, N. Y., DEPT. EM-75 


Send information on following Electromode Hea 
Type of Heater 


Other Meterie! 


fers 
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ever, have not yet reached expected 
proportions. One Raleigh observer 
tagged the lag as seasonal, declaring 
the only thing needed was two weeks 
of hot weather. This observer said 
refrigerator sales have risen steadily 
all over the Carolinas and he predicts 
that dealers in the Raleigh area will 
sell more than 6,000 refrigerators this 
year, as will dealers in the Asheville 
area—close to the all-time record in 
both sections. 


Utility Roundup. ‘Two big southern 
utilities have received recognition for 
their sales promotion achievements 
during the past year. Florida Power 
& Light Co., received the two George 
A. Hughes awards made by Edison 
ilectric Institute for range and water 
heater promotion, while New Orleans 
Public Service, Inc., also received 
two awards from the same organiza- 
tion, the General Electric Award for 
greatest achievement in helping in- 
dustrial customers get maximum bene- 
fits from electric service use, and the 
Residential Planned Lighting Award. 
Both utilities are still up to their 
necks in promotions for dealers. Gulf 
States Utilities Co., was deep in a 
campaign designed to help dealers 
sell 2,000 ranges, 400 water heaters 
and 2,200 home freezers during May, 
June and July. Appalachian Electric 
Power Co., launched a campaign for 
dealers, considerably increasing the 
sale of ranges, water heaters and dry- 
ers. Carolina Power & Light Co., re 
ported its “More Sales Drive In ’55” 
program running smoothly towards 
a dealer sales goal of $35,800,000. 
Virginia Electric & Power Co., began 
a regular series of plugs for dishwash- 
ers and air-conditioning. 


The Great Lakes 





By N. BLEECKER GREEN 


Business good in May. . .First 
quarter even or up, second 
hopeful .. . TV Is slow, radio 
disappointing 


VERALL sales volume in appli 
ances, radio and television for 
the Great Lakes area during May was 
good. Volume was up from April in 
most cases. Drops were indicated in 
some spots, but the “above or better” 


JULY, 
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theme. Increases 
ranged up to 20 percent over April. 

Compared with May of last year, 
the month showed less fluctuation. 
Most dealers reporting stated that 
business compared favorably. Com- 
ments ranged from “even” and “slight 
bit below” to increases from 4 to 20 
percent. Generally speaking, May 
business was good with an increase 
over last year’s figures. 


was the general 


First Quarter. Most of the dealers 
reporting stated that the first quarter 
was even or better than 1954. Some 
said it was only fair (“very little 
above”), while others pegged their 
volume up as far as 20 percent higher. 
Most checks showed a definite in- 
crease. 

And the optimistic outlook of the 
dealers shows that the second quarter 
can also be a good one. Ohio dealers 
think it will be a bit above the first 
quarter or even. But a cautious note 
was sounded by one who commented, 
“Believe lots of merchandise will be 
sold. As to profit, that is the ques- 
tion.”” His feeling was backed by a 
fellow businessman in Kentucky who 
said, “It will be very competitive and 
you will have to go out to the home 
to get it.” He added that promotions 
were not pulling any real traffic. 


Buckeye State. Ohio showed good 
business for the month of May, but 
some sections indicated that after a 
good start things quieted down. “May 
will probably end slightly better than 
April,” said one Columbus source. 
“May started out real big and about 
the 12th of the month, just PFFFT.” 
Others in the capital town found bus- 
iness about the same or better, but 
with this year ahead of 1954. 

One Newark (Ohio) dealer reported 
his overall sales “‘about the same” 
for May, but slightly over last year. 
In Springfield (Ohio) reports showed 
that business was up for the month, 
even with last year. 

Washers and refrigerators moved 
well in Columbus for most of the 
reporting dealers. Wringer washers 
did “very good” in one case. In New 
ark ranges took the lead, along with 
laundry equipment. 

Refrigeration, which was slow last 
year, had started to move in early 
summer! One dealer commented, 
“We've been doing well with re 
frigeration all year.” But several 
Ohio spots reported that movement 
was spotty. And down from 1954. 

I'elevision ground to a halt in some 
Ohio areas, with comments like, 
“Slowed to standstill at any price.” 
But one Columbus dealer reported 
sales moved at a price with good 
trades. 


Uneven Spots. Several spots in 
the area showed some signs of un- 
evenness. Detroit and several other 
Michigan industrial centers reported 
that labor negotiations in the giant 
auto industry had ruined many a pos- 
sible sale. While comments circulated 

(Continued on page 37 
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ANNOUNCING 


the industry’s first complete line of 


High Fidelity instruments in custom-styled 


cabinets... the New Orthophonic 


High Fidelity “Victrola” Phonograph series 


@ Five New Models—$129.95 to $1600 
@ Laboratory-Balanced High Fidelity 





@ Panoramic Speaker System 


@ 3-speed New Orthophonic High Fidelity ‘Victrola’ Phonograph 


This is the year Hi-Fi comes of age. Why not 
get into the act—in an easy, profitable way? 
Take a good look at what’s happening... 
During 1955, the Hi-Fi industry will cut up a 
$300,000,000 melon! That's the prediction. 
It’s a great and growing market. 

Take a look at today’s new Hi-Fi prospects. 


They’re the people who want all that Hi-Fi has 


to offer—without the muss, fuss and bother of 


putting it together. 

And here’s what they want: RC 4 /ictor High 
Fidelity. High Fidelity that’s ready to plug in 
and play—completely assembled and /aboratory- 


balanced by experts—“‘packaged”’ in cabinets of 


@ Registered High Fidelity 
@ “Master Control” Precision Tuning Panel 


@ New “Magic Eye’ AM-FM Tuning 


fabulous beauty. 

First Hi-Fi line. Here’s the first full High Fideliry 

line, with prices ranging from $129.95 to $1600 

—a model for every budget—and each identi- 

hed by the best-known brand name in the world. 
Here’s Hi-Fi the way you want it, too. Easy 

to handle. Easy to sell... up/ 


**Victrola’’ Phonographs 


RCA VICTOR 
f | 


Tmks. ® RADIO CORPORATION OF AMERICA 
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For higher Hi-Fi profits... New Orthophonic High Fidelity 


CAMDEN 8, NEW JERSEY 


es 





Meet the First Family of High Fidelity 


Palmer House 
Private Dining Room 14 


N.A.M.M. SHOW 


(Turn page for a preview!) 
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Here’s a startling new concept in product 
styling—and selling. (You'll wonder why 
no one ever thought of it before.) 

RCA Victor's New Orthophonic High Fidelity 
line was deliberately designed to achieve a 
“family resemblance” in model, from 
$129.95 to $1600. This resemblance starts on 
the outside. You see it in the distinctive styling 


every 


in the smart louvers on the speaker grille, 
in the sleek control panels on all models 


RCA Victor's “family resemblance’ makes it 
easier for you to sell the popularly priced models 


in the line... because the prospect can see that 


= = 


' a ae 


The “MARK V1," Model GHFS, $129.95. N ew Orthophonic 
High Fidelity “Viettola” table model phonograph. One 
614" speaker for lows and mid-range, two 3)" tweeters; 
70-20,000 eps. Mahogany fin. Light rift oak fin. slightly 
hieher. Mah. fin. legs, $9.95; brass fin. legs, $12.95 
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they reflect the high quality and craftsmanship 
of the $1600 masterpiece. He can Acar that 
amazing New Orthophonic sound coming from 
all five instruments. The things he wants most 
are common to all models in the line! 


And this “family resemblance” is more than 
skin-deep. The finest features in High Fidelity 
are found in every model. Panoramic Speaker 
System, for thrilling room-wide sound disper- 
sion. Powerful, high quality amplifiers giving 
distortion-free performance throughout the 
And above all, RCA 


signifying that the 


range of audible sound 
Victor laboratory balance 
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The “MARK IV,” Model 6HF4, $169.95. New Orthophonic 
High Fidelity “Victrola” consolette. One 8" speaker 
for lows and mid-range, tweeters; 60-20,000 
cps. Mahogany fin. Light rift oak fin. slightly higher. 
Truly fine quality and performance! 


two jl 4” 
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RCA Victor: First ka 


STRIKING SIMILARITY IN BEAUTY AND PERFORMANCE 


components in every model are matched, assem- 
bled, and tested for finest possible reproduction. 


So RCA Victor’s “family resemblance” makes 
without going out- 
side the line—without telling six different sales 


it easier tor you to sell up 


stories—without bewildering the prospect so 
that he can’t decide on anything. To sell up to 
the next set in the RCA Victor line, you just 
show him what else he can have for a few dollars 
more— bigger speakers... fine AM-FM radio... 


tape recorder . . . extras that extra dollars buy! 


Here’s another unique selling aid—Registered 
High Fidelity. Each set bears a number, regis- 
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The “MARK 111,” Model GHF3, $325.00. N ew Orthophonic 
High Fidelity “Victrola” phonograph-radio console. One 
12” speaker for lows and mid-range, two 314" tweeters 


for highs; 50-20,000 cps AM-FM radio built in. 
Mahogany finish. Light rift oak finish slightly higher. 


Fine 
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TP mily of High Fidelity 


MARKS THE WHOLE LINE—SIMPLIFIES SELL-UP 


tered in the name of the owner, as with limited- 
edition books. 

Whether your prospect buys by eye, by ear or 
manufacturer's reputation—he can pay $129.95 
or $1600—you can give him what he wants 
with New Orthophonic High Fidelity “Victrola” 
Phonographs. You get what you want, too— 
faster sales and more profits from RCA Victor 

, High Fidelity! 
, RCA Victor’s master stylists have combined smart 
louvering, fine woods and grille fabrics to create 


cabinetry that is as much at home with modern as 


with traditional furnishings. The control panel is a 


model of clean, functional design 
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The “MARK II,” Model GHF2, $695. New Orrhophonic 
High Fidelity “Victrola” console with fold-back doors. 
One 12” speaker for lows and mid-range, two 314" 
tweeters for high; 40-20,000 cps. Fine AM-FM radio 


built in. Mah. finish. Light rift oak finish slightly higher. 
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The “MARK 1," Model GHF1, $1600. | win-console New ( Irthophonic High Fidelity 
“Victrola” combination phonograph-radio-tape recorder. In speaker cabinet: one 
mid-range speaker, two 31%" tweeters; 30-20,000 cps. In con- 


AM-FM radio and High Fidelity tape 


eo ee 
15” woofer, one 5 


trol cabinet: 3-speed phonograph, fine 
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recorder, pre-amplifier and equalizer. Mahogany or walnut finish 
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Turn 
the page 
10 see 
Unique 
of this 
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No High Fidelity phonograph before 
has ever had features like these! 





EXCLUSIVE PANORAMIC SPEAKER SYSTEM —IN EVERY MODEL. Here's truce wide-angle “MASTER CONTROL” PRECISION TUNING PANEL—ON EVERY MODEL. | verything at your 
distribution of both high and low frequencies. High range speakers are set in plastic mount- fingertips! Every model features continuously variable bass, treble, loudness controls, so 
ings—and are scientifically angled to cover 100 degrees, for room-hlling sound. All models you can adjust tone to your taste. Models GHF1 and 6GHF2, with AM-FM tuners, have 
have at least 3 speakers; the “MARK I” has 4. And the speaker systems in every single new “Magic Eye” tuning that lets you control sound by sight! Jewel lights on models 
model have a response extending up to 20,000 cps—matching the high fidelity performance with AM-FM Radio to indicate the function in use. $1600 “MARK I” has, in addition, 
of their amplihers! professional tape recorder controls 








HIGH QUALITY CONSTANT-RANGE AMPLIFIER—IN EVERY PRE-AMPLIFIER-EQUALIZER (IN BOTH THE “MARK I” AND HIGH FIDELITY RECORD CHANGER—IN EVERY MODEL. 


MODEL. Lorry model features a powerful amplifer that “MARK 11") has 4-position equalizer, provides com Ihree-speed changers with “45” spindle, spindle well, 
gives distortion-free performance throughout the range of plete flexibility in compensation of recording characteristics, fingertip speed control; last-record stop; stabilizer arm; 
audible sound, All instruments provide response extending assures accurate reproduction from every make and type muting switch. Cartridges differ with each model, but even 
up to 20,000 eps. Exera-sensitive AM-FM tuners in of record. Engineered with transistor for quieter, undis in lowest priced sets they compare with the best to be 
MARK I, Il, Ill torted signal boosting found in any equipment within same price range 

, er 


High Fidelity Tape 
Recorder in The 
“Mark I." Builtintothe 

MARK I” and con- 


trolled from its Pre 


HERE’S HI-FI 
TO FIT THE 
SLIMMEST 
BUDGET 

FOR POPULAR 
“45” RECORDS... It is the pe 


Model 45HY4 L _- pre-recorded tapes 
Check your distributor for availabilities. aca) 


$699 For higher Hi-Fi profits... ais 


sion Tuning Panelisa 
iperb RCA Victor 
High Fidelity Tape Re 

order, with two-speed 
operation equalizer, 
record level indicator 
and safety lock. It may 
be used to record “live 
performances and 
broadcasts, or to super 


mpose voice over radio 





it is the instrument on 











This, too, is New Orthophonic High Fidelity “Victrola” Phonograph quality ... in a i 

one-speed instrument. [t is the answer for Hi-Fi fans with limited budgets . . . makes a NEW ORTHOPHONIC HIGH FIDELITY “VICTROLA PHONOGRAPHS 
wonderful leader for Hi-Fi advertising and promotion! Manufacturer's nationally advertised list prices shown, subject to change. Slightly higher in for West and South, 
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that unions had urged their members 
not to make any time payments which 
could not be cleared up by May 31st 
(termination of old contract), several 
Detroit veterans said it was a yearly 
occurrence. The big question was 
that sales delayed by this action might 
be lost altogether. 

But sales in the Detroit area 
showed increases from 5 to 15 per 
cent during May and a higher level 
(about 5 percent) above this same 
month last year. Most reported their 
first quarter was up over last year and 
that the coming second quarter soon 
to end would be “good to fair.” 

Ranges showed some movement in 
the Motor City area, along with laun 
dry equipment and refrigeration. One 
dealer reported his refrigerator sales 
up 10 percent. 

But the electronic end of things, 
television and radio, showed some 
signs of early fall-off. TV was dead 
in many spots and radio was reported 
by one dealer “90 percent below last 
year. 

In Pittsburgh, this same slow move 
ment of TV and radio was apparent. 
“Radio sales weak,” was the terse sum 
mary of one distributor. Portables 
showed some movement, but even this 
was slow. ‘Television indicated a bet 
ter turn, with one report of high 
priced table models and consoles in 
the $270 to $400 bracket moving. 
“We don’t understand this,” was the 
comment. 

Appliance sales showed good move- 
ment in the Steeltown area, but with 
the low volume last year due to the 
department store strike, this is ex- 
pec ted. 


West Virginia-Kentucky. Kentucky 
dealers reported good business for 
May, ranging from 10 to 20 percent 
ahead of April. And business across 
the board was up the same amount 
from last year. 

The first quarter for the Kentucky 
dealers looks good, with business vary 
ing from 5 to 20 percent above that 


of the same period last year. Most 
were enthusiastic about the second 
quarter 


Automatic washers were the leaders 
in white goods (in some cases 10 per- 
cent up), with refrigeration a 
second 


close 
Refrigeration was reported 
“about the same as last year” in Lex 
ington and Ashland, with one dealer 
doing 20 percent better. 

Television was slow in the Ken 
tucky state, with some movement on 
low end table models and $250 con- 
soles in Lexington. Radio gave little 
indication of creating any real volume. 

West Virginia varied its business 
during May, with dealers both below 
and above the previous month of 
April. But the first quarter showed 
that most were even with last year or 
quite a bit above. One Charlestown 
dealer said, “above, even, or up a few 
percentage points,” while a Hunting 
ton firm commented with “large in 
crease.”” Most dealers in the state 
thought the second quarter would be 


good, 
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Utility and the Dealer. The West 
Penn Power Co. in Pennsylvania has 
opened up what it calls a “whale of 
a finance plan” for its employees to 
purchase appliances. In effect through 
June and July, West Penn will pro 
vide its employees with cash loans 
to purchase wiring and appliances. 
Loans will be at low interest rates. 

rhe utility people will be free to 
purchase whatever brands they pre 
ter from any dealer they choose. All 
transactions will be made between 
the dealer and the employee. The 
loans will be restricted to purchases 
of appliances or wiring for use in the 
employee's home only. 


The Far West 





By HOWARD M. EMERSON 
REA NNR IRREES  PESTE 


Dealer advertising far ahead 
of 1954... Less emphasis on 
discounts, more on trades and 
giveaways 


yl I'H appliance-T'V dealers’ busi 
W ness running along at a merry 
pace in most sections of the Far West 
as June opened the summer season, 
it seemed like time for the annual 
check-up on what these dealers are 
doing in the newspapers to help build 
their business. So a study of nearly 
400 advertisements from cities other 
than the five metropolitan centers was 
made on the same week-end 
Compared to the same time last 
year, dealer advertising in late May, 
early June, 1955, was running about 
50 percent ahead in volume. Several 
changes in the character of the adver 
tising also was noted. Special prices 
are still the major attention-getter for 
the dealers’ advertising—but this year 
in almost every case, the price is 
offered not as a straight discount but 
through flat trade-in offers or through 
the tie-in or gift of another product. 
Also noted as a trend, is the general 
practice of featuring the net price 
supplemented by “with your old ap 
pliance in trade” in small type. Pos- 
sibly dealers are finding that the pub- 
lic is getting more interested in the 
net outlay than in the fabulous offer 
for their old appliance. Hotpoint 
dealers in Spokane, Wash., featured 
the $299.95 washer with the $64.95 
LR-6 ironer free. Coffelt Appliances 
(Continued on page 40) 
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Outstanding Motor Repair Shop 
Is Sold On KLIXON Motor Protectors 


NEWARK, N. J.: Mr. Leo Amada, Partner of Motor and Compressor 
Repair Co., is a specialist in repairing all types of motors and 
hermetic compressors. The shop is set up to open ‘‘hermetics’’, re- 
pair the motor, and reseal the work back in the shell. He says this 


about Klixon Protectors: 


‘In my opinion the Klixon Motor Protector is the safest overload 
protector on the market today. It has prevented many burned out 


motors which would otherwise have happened."’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors, 






METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2507 FOREST ST., ATTLEBORO, MASS, 
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Join up! It's easier to sell Whirlpool than sell against it! 
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gives you exclusive, sales-clinching 


Here’s how Suds-Miser 


the patented, built-in, fully-automatic Pp bal the cost 
" and hot water 
suds saving feature women demand 


There’s nothing else like Suds-Miser, It is a Whirlpool exclusive 








and it’s patented! It’s an integral part of the Whirlpool washer . . . 
built-in and fully automatic. Suds-Miser saves over half the cost of 
soap and hot water. 


And women want and buy this washday economy. An independ- 
ent, nation-wide survey reveals that Suds-Miser is most wanted... 
and the reason for buying ... by a margin of 7 to 3 over any other 


washer feature! 


Although imitations may come and go, none equal the proven de- 
pendability, efficiency, economy and sales power of Suds-Miser by 
Whirlpool. It is truly the greatest economy feature in automatic 
washing and one of the great sales advantages enjoyed by each 
Whirlpool dealer. 


WHIRLPOOL CORPORATION «© St. Joseph, Michigan 
Clyde, Ohio e¢ LaPorte, Indiana 


IN CANADA: John Inglis Co., Limited, Toronto, Ontario 


The World's Largest Manufacturer of Washers, Dryers and lroners 
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A bil Susd 


FLAVOR with 


LESS aelaas- 


26) | BETTER 


NEW BEAUTY IN DESIGN 








the FULLY AUTOMATIC Percolator 


With The New, Fast-Acting COLD WATER PUMP 


More delicious, fuller flavored coffee—faster 
with a smaller amount of ground coffee... . 
These happy results are assured by the 
Selecto-matic adjustment and the newly 
designed Cold Water Pump in this latest model 
“EMPIRE-MATIC” Electric Percolator. Hotter 
water is poured over the coffee—faster— 
to speed perking, bringing out all the fine 
coffee flavor. “EMPIRE-MATIC” is completely 
automatic—right down to the red signal light 
that shows when coffee is ready to serve. 
And it's so smart in design—so all-round 
beautiful—it sells on sight! 






New Cold Water 


Pu 
detrieutes otter 
water taster over cot- 


fee tor speedier perk- 
ing 






- 
ste 8 Cup $11.95 With Cord 
a EMPIRE “THRIFT-O-MATIC” 
S small quantities 
t coffee can be 
FOR: athe pny 
FAMOUS metal 
BEST in a 
rye ELECTR SMALL 
* pliers TORS lator Vike this 
3 to 5 cup 
* casegas ae a tl 
No. 1951 
S$ 
qucere TOASTER $8.95" 
8 Cup No, 1052 
sere LNT $9.95" 


*Slightly Higher In West 


The METAL WARE Cozforation 


Two Rivers, Wisconsin 





PAGE 40 














THE NATIONAL APPLIANCE-RADIO-TV PICTURE 





in Albuquerque, N. Mex., offered a 
one-half side of choice beef free to 
each purchaser of a Norge appliance. 
Erwin Davis of Phoenix, Ariz., offered 
a $90 power mower free with each 
$399.95 Hotpoint refrigerator. C, C. 
Anderson's, Boise, Idaho, had the 
Norge $239.95 washer and $149.95 
dryer for $319.95 and old washer. 


Refrigerator Giveaways. May-June, 
supposedly the season for refrigerators. 
Ilow true? Reasonably true in Great 
Valls, Mont., and Spokane, with four 
dealers in each city hawking their 
wares. On this week-end, in Spokane 
a dealer listing supplemented a full 
color page on the Norge TDSC-13124 
at $399.95; there was a dealer listing 
under a quarter page mat on Philco’s 
#1257 at $369.95, with a $130 offer 
for any old box, plus a free $35 Philco 
clock radio; another dealer listing an 
International Harvester at $249.95. 
In Great Falls, Norge and I-H had 
similar dealer listings on refrigeration; 
Barber's used a half page for G-F, 
with a 10.8 cu. ft. at $269.95, a 
LH-12M at $100 off the $499.95 list, 
and the 14-ft., $549.95 freezer-below 
model at $414.95—all including old 
refrigerator. Buttrey’s department 
store and 14 outlying dealers coop 
erated on a quarter page for Admiral’s 
1956 models. West Central TV of- 
fered $125 trade in allowance for any 
refrigerator on the $529 Kelvinator 
Voodarama. Eaton’s in Edmonton, 
Alberta, plugged its 7.6 cu. ft. “Vik 
ing” refrigerator at $259 list—Barkers 
(Fresno) and Burnett’s (San Diego) 
were the only other dealers featuring 
a refrigerator at list without tie-in or 
flat trade offer. 


Laundry Ads Decline. Laundry 
equipment sales may be holding up 
the retail industry, but there were 
only 14 advertisements in the 10 sur 


veved cities, with Phoenix leading 
with 4. In Albuquerque, Griffith's 


was in the midst of a Maytag “Spring 
Party” with the $289.95 Thriftmaster 
at $239.95 plus trade, and the $339.95 
Supermatic at a “we're not permitted 
to advertise” special price. In Van 
couver, B. C., Wosk’s had the $189.50 
G-E conventional washer at $118.85 
Dorris-Heyman department store in 
Phoenix featured a $50 trade-in offer 
on "55 Hotpoint washers, and in the 
same city Gem offered Whirlpools 
“new in carton” for $139.95. In 
Honolulu, T. H., an advertisement 
for Ironrite was run by Easy (Appli 
ance Co.) and an Easy advertisement 
by Depot. 


No Radio Ads. Anyone who had 
decided to run advertising on small 
radios or portables in Edmonton, Van 
couver, Phoenix, Albuquerque, Sacra 
mento, or Boise would have had the 
market to himself. The RCA “Impac” 
portable got attention from the Cres 
cent in Spokane and by the distribu 
tor in Fresno. Kay Jewelers in San 
Diego showed four models of G-E 
portables at list with good terms. 
Kaufman’s in Great Falls celebrated 
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its 60th anniversary with a pre-father’s 
day contest offering a Zenith Trans- 
Oceanic and four Zenith #404 
portables as prizes. Wosk’s, Van 
couver, offered a $39.95 RCA clock 
radio for $29.95. Jean Carroll in Las 
Vegas featured 20 percent off on 
radios and phonographs. Hawaii 
Piano Co., Honolulu, offered a 
$169.95 Capehart Radio at $119.95, 
one to a customer 

Onc of these days—as we've said 
for three years—the Far West will 
take room air conditioners by the ca 
load, But it would be hard to show 
evidence on this week-end of adver 
tising study. Of the five cities not 
included in this study, only Los 
Angeles and Denver have any serious 
activity. Even with the temperature 
already passing 100-deg. on many days 
in California’s Central and Imperial 
Valleys and in the Southwest, there 
was not enough advertising in any 
one city to be considered an impact 
In Vresno, G-E. and Carrier were ad 
vertised. In Albuquerque, Criswell’s 
featured Universal evaporative coolers, 
as did Gordon Supply in Las Vegas. 
In Sacramento, Economy used small 
panels to announce 1954 model 
Frigidaire room coolers at $100 off; 
Horrell and Son offered a $50 trade-in 
price for old evaporative coolers to 
ward new Wright Coolers in a “pre 
heatwave sale”. In Phoenix, wherc 
advertising of air conditioning equip 
ment was at its peak a month before, 
there was a distributor advertisement 
on Palm-Aire desert coolers and an 
offering of a Rheem room air condi- 
tioner at $199.95 by Dorris-Heyman. 


TV Ahead of Season. In most of 
these market areas, television received 
above attention, al 
though many of the big name brands 
were missing. Another change from 
the advertising of a year ago is the 
absence of any pattern of obvious 
dumping. Promotion this year seemed 
all tied to low-end models. In Van 
couver, B. C., Eaton's department 
store used a full page co-op on RCA, 
showing 10 models Competitor 
Wosk’s had a half-page on Crosley 
featuring a carload of $324.50 Super 
V 2l1-in. models at $199.50. Also 
in that ‘I'V-happy market, Forst’s ad 
vertised RCA’s 21]-in. console at 
$235.88; ABC Television repeated its 
offer of $90 trade in allowance for 
any old radio against the $369.95 
price of the G-E C21C17; Belmont 
Furniture was clearing a 21-in. Mar 
coni at $199., a 17-in. Rogers Majestic 
at $199. 

In San Diego, three dealers asked 
for the end of the spring TV business 


normal seasonal 


Thearle’s with the Magnavox 
$199.50 leader; Dependable TV & 
Appliance offered a $249.95 24-in. 


Admiral for $199.95; King TV had 
a Crosley H21TOW with stand at 
$31.95 off list. Most impressive offer 
in the West came from Albuquerque 
Music Co. with $200 trade-in allow- 
ance for a 21-in. console in exchange 
for a $349.95 Westinghouse 24-in. 
console End 
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Temperature Control of 
Top Surface Cooking 
Smash Sales Hit of 99 
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Every Woman Wants It! 
Greatest Traffic-builder Ever! 


You’re way ahead in electric range selling 
with this year’s models — ahead in sales 
features that are making new sales records 
everywhere. Range manufacturers are giving 
you more to sell—more to demonstrate — 
more to ring up sales and profits! Top of 
selling “hit parade” is the new, top-element 
control that senses the temperature of cooking 
foods, controls heat to end once and for all 
the mess of burned foods, boil-overs 

and charred utensils. 


Robertshaw” ELECTRIC 
“THERMAL EYE” Top-Element Control 
Prevents Over-Cooking, Protects Utensils! 


Heart of this news-making development is the 
automatic sensing device located in the center of 
top elements. It “takes the temperature” of 
cooking foods automatically — prevents over- 
cooking, saves work — no more scorched utensils. 
Sold to range manufacturers under the name 
“Thermal Eye’, you'll find this marvelous 
“built-in brain” on many of the new electric 
ranges — designed and engineered to the 
highest standard of quality by Robertshaw- 
Fulton, leading manufacturer of 

controls for appliances. 
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Robertshaw Thermostat Division * Youngwood, Pennsylvania 


TOP -ELEMENT CONTROL Robertshaw-Fulton Controls (Canada) Lid., Toronto 
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@ Lowest prices in G-E Radio History ...most wanted 
models and features: Dynapower Speakers; new 
moulded backs; increased sensitivity. Every G-E Radio 
is priced to build traffic... make more sales... provide 
step-up opportunities never before possible. 






Model 453 





Model 475 
@ Only G.E. gives you the sales power of this Musa- 
phonic Radio... with sound no other table model can = i 6 Lu ueeee-"" 
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match. You get a new low price too...with a model as 
low as $29.95. Tie-in with national, full-color advertis- 
ing display and demonstrate it—sell it. 


Hottot Portable 


@ Imagine...a G-E Port- 


able to use for a price 

e 
leader! Quality, power 
and beauty...the perfect 7 /KS 


introduction to the out- 


* 
* 
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Model 660 





standing 1956 line of G-E @ It’s every dealer’s #1 eye-catcher and traffic builder. 
Portables. And, every A de-luxe clock-radio with sleep-switch and “wake-to- 
G-E Portable comes in a music” feature...separates to become an electric clock 
carton that becomes its and a personal battery-operated portable. Two-tone styl- 
own FREE display case. ing...choice of colors. Backed by full-color national 


advertising, dramatic demonstrator, TV commercials. 
Model 635 ’ 
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@ G.E. introduced the clock-radio... leads the industry 
in sales, features and style. And, when you see the 1956 
line, you’ll know why! From the price-leader that you'll 
sell for just $24.95 to the Musaphonic and “Pink” Models, 
it’s the greatest selection you've ever offered. 


G-E RADIOS CARRY A 90-DAY FREE WARRANTY ON | 
PARTS AND LABOR ... Includes transportation to | 
factory approved service stations. Only G.E, offers | 
this convenient, customer confidence-building fea- | 
ture to step-up radio sales. 

ll 


@ The new G-E Color Line is a “just-right” color line 

...100% saleable. No off-shades to take up valuable space 

.. but only the colors that sell; scientifically chosen by ’ 
G-E stylists to suit every taste and style need. 


New Leadership Features include Dial-Beam 
Tuning, Push-Pull on-off and Local-Distance 
Switches, iron-core antennas, Civil Defense Mark- 
ings, Audio-Magic controls for sets with Phono 
plug-in... others. 

Get full details today...then stock up for to- 
morrow’s business. Contact. your G-E Distributor 
or General Electric Co., Radio and TV Dept., 
Electronics Park, Syracuse, New York. 


Price ibject tochange without notice. Slightly higher West and South 


Progress /s Our Most Important Product 


GENERAL Q@ELECTRIC 


Model 915 
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The G-E refrigerator 


has come a long way 


since 1933 














GENERAL ELECTRIC’S famous‘monitor top” 
refrigerator delighted homemakers with its 
efficiency and good looks back in 1933. But 
finding new ways to make kitchens more beau- 
tiful, more pleasant to be in. . . new ways to 
give America’s women more and more leisure 
... has been among the basic aims of General 
Electric over the years. That’s why today’s 
General Electric refrigerator, with its new re- 
volving shelves, is a marvel of streamlined 
efficiency and compactness that the 1933 house- 
wife could not even dream of. 

And so it is with America’s leading home ap- 
pliance finish—Du Pont DULUX Enamel. 
Constant research over the years by Du Pont 
chemists has resulted in a finish with rugged 
resistance to chipping, cracking, scratching 
and staining. Now DULUX is easier to clean 
. . » keeps its glistening white beauty longer 
than ever before! That’s why the DULUX of 
today meets the most exacting requirements 
of today’s topflight appliance manufacturers. 
E. I. du Pont de Nemours & Co. (Inc.), Fin- 
ishes Division, Wilmington 98, Delaware. 


ALG. U.S. pat. OFF 


“DpULUX” ENAMEL America’s leading home appliance finish 


sevten Teves Pon server uve... mecvew camry «°° as helped sell over 36,000,000 refrigerators! 
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NESCO’S NEW FRYRYTE FRYING PAN 


Designed by famed Raymond Loewy — declared 
to be the most beautiful automatic electric fry- 
ing pan ever made! Features that are tough to 
sell against —such as the exclusive Nescontrol 
Dial... Silicone treated frying surface to prevent 
scorching and burning .. . easy to clean because 
it’s immersible in suds, right up to electric 
socket. Plus scores of other extra-value features 
that influence sales! 


KING SIZE...FULL 11-INCH SQUARE 





NEW NESCO AUTOMATIC ELECTRIC TEARYTE 
lastant Beverage Maker 













NEW FRYRYTE DEEP FRYER 
The Original — improved! 








NEW NESCO PORTABLE NEW NESCO AUTOMATIC 
COOKRYTE ELECTRIC ROASTRYTE 














moves out front with the full power of feature-packed 


















new products...sales-packed new promotions! 


NOBODY — but nobody will be able to miss the BIG dominant double-page 
NESCO ads coming soon in The Saturday Evening Post—and in other heavy 
consumer-impact national magazines. 

EVERYBODY — but everybody will hanker for the hot new NESCO creations 
that will be featured in the coming fall promotions! 

GET NEXT TO NESCO NOW! Get tosell and make plenty of money during 
the Nesco Days that are coming up — fast! 


YOU ARE ALWAYS RYTE— WITH NESCO 





NESCO’S NEW COOKRYTE ELECTRIC SAUCE PAN 


Tests by leading retailers prove that one NESCO appliance 
sells another. And here's the logical companion piece to 
the new Nesco Fryryte Frying Pan! With its Nescontrol 
Dial temperature control built right into the handle and 
its choice of two sizes — 2 quarts or 4 quarts — this new 
Nesco Cookryte Electric Sauce pan offers completely 
automatic table-top cooking for the modern housewife 
Another Raymond Loewy exclusive design for NESCO! 
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will pay off at your point-of-sale! 
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The Best Year Ever 


By the McGraw-Hill Dept. of Economics 


4 ke outlook for the last half of 
1955 is one of continued pros- 
Chere may be some tapering 
off in auto production and in the 
housing boom, but the high level of 
business activity during the first half 
of the year is expected to continue 
throughout the rest of the vear. 
lor the economy as a whole, it’s 
virtually certain that 1955 will turn 
out to be the best year ever, even 
better than 1953 which topped all 
previous years. Gross National Prod- 
uct—the measure of all goods and serv- 
ices produced—was $370 billion (sea- 
onally adjusted annual rate) in the 
first quarter of this year—the highest 
ever on record. The rate in the first 
quarter of this year was almost $13 
billion higher than the total for last 
year and $5 billion higher than 1953. 
Industrial production has been ris- 
ing too. There has been a pickup in 
new orders for industrial equipment. 
Producers of new industrial machinery 
did not do very well last year when 
business turned down and it has taken 
them longer to recover. But now even 
machinery producers are beginning to 
benefit from our high level of pros- 
perity—which means higher incomes 
and better retail sales in machinery 
producing areas like Cincinnati, Cleve- 
land and parts of New England. 


MORE CONSUMER BUYING 


(he outlook for the consumer is 
equally as promising. Consumer buy- 
ing has been high and steady and the 
prospects are for a steady increase for 
the last half of 1955. With wage in- 
fairly certain for the vast 
majority of the labor force, incomes 
will be higher and this too will stimu- 
late buying. Income after taxes, now 
at an annual rate of $260.6 billion, 
may reach $263 billion this year. In 
1954 it was $253.5 billion. 
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With consumer incomes increas 
ing during the first half of this year, 
consumer buying also increased. ‘This 
is reflected in the figures on retail 
trade. The total volume of retail trade 
reached $15.5 billion in April, 1% 
above the previous month. With the 
exception of last December when 
sales were high because of Christmas 
buying, this was the highest volume 
in any month either this year or last. 

The fact that prices have remained 
stable as incomes have risen has 
helped sales. People now feel that 
they are getting their money’s worth 
The “er price index—cost of 
living—r u at 114.3 for the first 
three months of this year. It actually 
declined to 114.2 in April. 

And consumers are still willing to 
take on more debt to keep up their 
steady buying. Total consumer credit 
outstanding was $30.7 billion in April 

an increase of 2% over March. In 
stallment credit rose from $23.0 bil 
lion in March to $23.5 billion in 
April. 


MORE APPLIANCE SALES 


Add it all up, and its a bright out- 
look for appliance sales. The prospect 
is that consumers will buy more appli 
ances in the second half of the year 
than they have so far in 1955. 

The housing boom continues to 
be one of the bright factors in the 
business situation. Housing starts this 
year have been running at a seasonally 
adjusted annual rate of around 1.4 
million units. This rate is markedly 
higher than that in any other similar 
period, and is close to the mid-1950 
record. The number of newly com 


con 


pleted houses coming on the market 
this spring and summer will probably 
be larger than in any previous similar 
period 


New houses will provide a 
(Continued on page 52) 
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nothing but porcelain 


wipes new...always! 


Won't scratch because it can’t 
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is actually glass fused right into the 


metal. You can scrub it, write on it 
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pens. Look for it, and get it, on 
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Tie your selling to 






this powerful story 


reaching millions 


inthe POST 


Porcelain enamel has 
natural advantages on such 
products as washers, clothes dryers, 
a host of other home appliances. Smart 

| dealers will remember this in their selling, and build 


bigger sales—both today ... and tomorrow! 





FERRO CORPORATION 


CLEVELAND 5, OHIO 





See page 148 for more news about Porcelain enamel! 
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By the McGraw-Hill Dept. of Economics 


"TH outlook for the last half of 
1955 is one of continued pros- 
perity. There may be some tapering 
off in auto production and in the 
housing boom, but the high level of 
business activity during the first half 
of the year is expected to continue 
throughout the rest of the year. 
lor the economy as a whole, it’s 
virtually certain that 1955 will turn 
out to be the best vear ever, even 
better than 1953 which topped all 
previous years. Gross National Prod- 
uct—the measure of all goods and serv- 
ices produced—was $370 billion (sea- 
sonally adjusted annual rate) in the 
first quarter of this year—the highest 
ever on record. The rate in the first 
quarter of this year was almost $13 
billion higher than the total for last 
year and $5 billion higher than 1953. 
Industrial production has been ris- 
ing too. There has been a pickup in 
new orders for industrial equipment. 
Producers of new industrial machinery 
did not do very well last year when 
business turned down and it has taken 
them longer to recover. But now even 
machinery producers are beginning to 
benefit from our high level of pros 
perity—which means higher incomes 
and better retail sales in machinery 
producing areas like Cincinnati, Cleve- 
land and parts of New England 


MORE CONSUMER BUYING 


I'he outlook for the consumer is 
equally as promising. Consumer buy- 
ing has been high and steady and the 
prospects are for a steady increase for 
the last half of 1955. With wage in- 
fairly certain for the vast 
majority of the labor force, incomes 
will be higher and this too will stimu- 
late buying. Income after taxes, now 
at an annual rate of $260.6 billion, 
may reach $263 billion this year. In 
1954 it was $253.5 billion. 
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With consumer incomes increas 
ing during the first half of this year, 
consumer buying also increased. This 
is reflected in the figures on retail 
trade. The total volume of retail trade 
reached $15.5 billion in April, 1% 
above the previous month. With the 
exception of last December when 
sales were high because of Christmas 
buying, this was the highest volume 
in any month either this year or last. 

The fact that prices have remained 
stable as incomes have risen has 
helped sales. People now feel that 
they are getting their money's worth. 
lhe con ~er price index—cost of 
living—ré wu at 114.3 for the first 
three months of this year. It actually 
declined to 114.2 in April 

And consumers are still willing to 
take on more debt to keep up their 
steady buying. Total consumer credit 
outstanding was $30.7 billion in April 

an increase of 2% over March. In 
stallment credit rose from $23.0 bil 
lion in March to $23.5 billion in 
April. 


MORE APPLIANCE SALES 


Add it all up, and its a bright out 
look for appliance sales. The prospect 
is that consumers will buy more appli 
ances in the second half of the year 
than they have so far in 1955. 

The housing boom continues to 
be one of the bright factors in the 
business situation. Housing starts this 
year have been running at a seasonally 
adjusted annual rate of around 1.4 
million units. This rate is markedly 
higher than that in any other similar 
period, and is close to the mid-1950 
record. The number of newly com 
pleted houses coming on the market 
this spring and summer will probably 
be larger than in any previous similar 
period. New houses will provide a 
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a host of other home appliances, Smart 
dealers will remember this in their selling, and build 
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FREE! 


New *10°° Roto-Dolly with 
each Roto-Matic Cleaner 


for 
SPECIAL 


SUMMER PROMOTIONS 


It’s terrific! So useful! Adds new beauty and amazing new 
appearance to the famous Eureka Roto-Matic. Finished in 
jewel-like “Roto-Matic Red” with gray vinyl bumper and 
made to roll on 4 rubber, swivel, ball-bearing wheels, this 
new Eureka “Roto-Dolly” is really something. 


As a special FREE Introductory Offer to be featured in 
dealer Summer Promotions, a beautiful new $10.00 roll- 
easy Roto-Dolly will be included with each Eureka Roto- 
Matic cleaner for a limited time only. 


Two new series of surefire summer promotion ad mats 
15”, 33” and 57” featuring the Free $10.00 Roto-Dolly 
Offer are now available to dealers. Order Roto-Matic 
cleaners with Free Roto-Dollys and get your Summer Pro- 
motions going at once! 


GIVE BEAUTIFUL NEW 
$19.95 STORAGE-CHEST- 
TV BENCH 

As Trade-in Exchange! 

As Big Free Premium! 

In addition to a FREE $10.00 
ROTO-DOLLY, smart dealers will offer 
a beautiful $19.95 Eureka Roto-Matic 
storage chest-TV bench in 
exchange for a trade-in cleaner 
or give as an additional FREE 
$19.95 PREMIUM OFFER. 









‘EUREKA WILLIAMS COMPANY 
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In Canada: Onward 


NO CARRY! 


When mounted on new 
Roto-Dolly the Roto- Matic 
rolls easily place to place. 
Won't mar polished floors. 








NEW EUREKA 

ROTO-DOLLY cS» To 
WON'T TIP! ATTACH! 

Wide spread swivel wheels Merely set any Roto-Matic cleaner on 
and low dolly rim prevent Roto-Dolly so that spring clamps 

tipping. lock securely to 2 clips on lower 
side of cleaner. Can be released 
in a jiffy. 





for use with 


SUPER Roto -Matic 


with ZIP-CLIP Swivel-Top! 


With Q =5 


F R E E Complete 


with 


Roto-Dolly Deluxe 


Tools 


Sly, 


Division of Henney Motor Company, Inc., Bloomington, Illinois 
Manufacturing Company, Ltd., Kitchener, Ontario 
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EASY | ACTION SWIVEL-TOP 
Cleans | all over from 1 position 


ZIP CLIP 


opens instantly! 


SUPER 
POWER 
7/8 HP Motor! 


Exclusive 
ATTACH-O-MATIC 
Clip-on Tools 


New ROTO-DOLLY adds 
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Open-Vision 
Store Fronts 
build 
customer goodwill 


rywue principle of open-vision design can 

be successfully applied to virtually 
every type of retail business. If public 
goodwill is an important element in your 
business, you'll do well to investigate the 


advantage itt th Open-Visi 
idvantages of Pittsburgh pen-Vision In the Ark of Sweets, Lima, Ohio, the Pittsburgh Polished 


e J 7 "y wo ; t t ; c 
Store Fronts. For more information, and Plate Glass show window at right gives good display for the 


a copy of our free store front booklet, just appetizing candies, while the Plate Glass open-vision front 


send in the convenient coupon. 


affords a clean, inviting view of the interior. 





A package-laden customer at Bill Martin's Mainland Liquor 
Store, Pleasantville, N. J., just steps on the mat and the 


Leonards Camera Shop, St. Joseph, Mo., is an excellent ex- 


ample of good modernization for a small store. Its open-vision 
Herculite® Door with Pittcomatic® control swings open, “Our front and clear, uncluttered appearance attracts the passer-by 
new front helps us create that desired first impression which is and draws him right inside 
so necessary in this competitive business 


world,” says Edith B. Martin, Co-Owner, 


Pittsburgh Plate Glass Company 
Room 5243, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy of your 


Store lronts 
and Interiors 


by Pittsburgh 


modernization booklet, ‘How To Give Your Store The Look That Sells.” 


Nome 


Address 


City State 
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PAINTS 





GLASS + CHEMICALS BRUSHES PLASTICS 





FIBER GLASS 

















PITTSBURGH mee E i ee COMPANY 








IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Economic Currents 





“a continuing desire for better 
housing, for suburban living 
and for home ownership.” 





ready market for many appliance deal- 
ers. Builders have had little trouble 
in selling houses, and activity in mar- 
kets for both new and existing prop 
erties has been exceptionally great 
And terms on mortgage loans ar 
much easier than they were a year ago. 
[he indications are that mortgage 
terms will continue to be easy and 
that mortgage funds will continue 
to be available 

Ihe recent record levels of build 
ing have given rise to some specula 
tion about how long these levels can 
be maintained. ‘To some observers, a 
decline seems apparent. Others fore 
see a continuation for a long time. 

Those who expect the boom to 
continue base their conclusions on 
the fact that an appreciable part of 
the existing housing stock is still of 
inferior quality. They foresee a con 
tinuing desire for better housing, for 
suburban living and for home owner- 
ship. ‘They expect a continuation of 
high incomes and availability of mort 


SOB Owns eer i IO 


Too many electrical appliance deal- 
ers put a shiny new model of an 
appliance in the window display—and 
then forget to wash the window. 


OBB BBD DP PDP PPP PDP PDB DD 


gage funds. Low levels of vacancies, 
of foreclosures, and of mortgage de 
linquencies, as well as the ready sale 
of both new and old houses at gen 
erally stable prices, also suggest a con 
tinued strong market for some time 
to come. The almost universal amor- 
tization of debt, which tends to keep 
the burden of new debt reasonable in 
relation to incomes, is also an element 
of strength. 

The recent decline in household 
formation is a force on the negative 
side in the housing picture. Other 
elements expected to lead toward 
lower levels are the high and rising 
level of mortgage debt, the tendency 
of house purchasers to buy on terms 
comparable to rent and the prospect 
of a greater number of vacancies in 
existing housing. If the costs of rent- 
ing a home come down—and there’s 
some sign that this may happen—then 
tenancy may become more attractive 
than ownership to many families. In 
the process, real estate prices may de 
cline and debt based on these prices 

particularly the large proportion of 
debt that is relatively new—may be 
come more burdensome. 

But, whoever is right about the 
long run, the current picture in hous 
ing is very good. New houses are sell 
ing extremely well in most parts of 
the country. And with consumers 
prosperous—and getting more pros- 
perous—there’s every reason to expect 
homebuilding to stay high for the rest 
of this year and well into 1956. End 
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New TOASTMASTER Universal Gas 
Model with Robertshaw-Grayson 
Unitrol 200 Gas Controls 


To meet requirements of the expandin 
q . . 

2. gas water heater market and to simplify 

your warehouse problems, Toastmaster 


= Automatic Gas Water Heaters are now 
equipped with Universal controls, pilot 

and burner, suitable for high-efficiency 
4 use with any type of gas. These new 


features offer many advantages: greater 
simplicity, positive operation, exacting 
i temperature control, non-aerated Mini- 
Pilot which offers assurance against 
i linting failures, constant stability. 
i Interchangeable orifices furnished with 
each unit, make possible gas changeover 
in a matter of seconds! In addition, many 
other fine Toastmaster features make 
Toastmaster your best choice for ex- 
panding your gas water heater market! 











Glass-Lined Models Added to 
TOASTMASTER Water Heater Lines 


Both electric and gas-fired Toast- 

, master Automatic Water Heater 
PD. lines have been extended to include 

glass-lined models. In the electric 
= “s field, 40-, 50- and 82-gallon models 
are available with the newly intro- 
duced lonodic Glass Tank Protec- 
tion system, which includes tank 
lining of ‘““lonodoglas” among other 
‘ protective measures, In gas water 
heaters, 30- and 45-gallon models 
are glass lined. If your trading area 





e contains “hot spots’ of corrosive 
water, the lonodic Glass System 
ee | e offers a permanent solution to 





“ - e the problem! 


McGRAW ELECTRIC CO. Clark Division 
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BIG NEWS STORIES 


for TOASTMASTER Water Heater 
Distributors and Dealers / 





TOASTMASTER Tabletop Water Heater 
Now Available in 50-Gallon Model 


One of the leaders in the trend f 
toward larger capacities in auto- 
matic electric tabletop water heat- 
ers, the new Toastmaster Tabletop 
model is now available in a 50-gal- 
lon size, This new tabletop, in addi- 
tion to its larger capacity, offers 
the fine, permanent Toastmaster- 
engineered advantages which have 
made Toastmaster products superior 
for nearly four decades , . . the 
longer-lasting, trouble-free Life- 
Belt element; the extra-heavy-duty- 
tank; factory-set and tested tem- 
perature control; moisture- and 
fire-proof Fiberglas insulation, In 
territories where tabletop sales are 
prevalent, this new Toastmaster 
50-gallon water heater will be 
welcome news. 


vienna 








nS 
ens OF CLARK EATEN. 


ores 
whee oor 


Clark Water Heater 
specification sheet from 
1935, showing earlier high- 


wattage water heaters, 


TOASTMASTER Water Heaters Offered 


in Higher Wattages ... AGAIN 


Toastmaster* Automatic Electric Water Heaters, to accommodate 
the present trend in many areas, are once again built to include 
high-wattage Life-Belt Elements — a return to procedures of 
twenty years ago. For example, in 1935, 50-gallon Model No. 
5ORH2, equipped with 4400-watt elements, was popular in many 
parts of the country. In addition, a 15-gallon model was offered 
with a 4000-watt element, Today, Model No, 40RE2, a 40-gallon 
Toastmaster Water Heater, is once more available equipped with 
4500-watt Life-Belt elements, with increased wattages on other 
models as well, The trend toward higher wattages assures faster 
recovery and all-round better performance for electric water 
heaters, See your Toastmaster Water Heater representative for 
detailed information, 


5201 W. 65th St., Chicago 38, Ill. 


*’'Toastmaster” ‘‘Life-Belt’ “lonodic”’ and “lonodoglas” are trade 
marks of McGraw Electric Co., Chicago, makers of “Toastmaster” 
Water Heaters, Toastmaster” toasters, and other “Toastmaster” 


AUTOMATIC WATER HEATERS 





Products. Copyright, 1955, McGraw Electric Co 
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@ Show the Shelvador “100” along 
side your Duo-Shelvador and your 
Crosley Custom models as a spring 
board to bigger ticket merchandise 
@ Make the Shelvador “100” the 
center of your “Summer Special” 
display. 
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USE THIS NEWS! 


Let the Traffic-Stopping SHELVADOR 100” 
Sell Your Entire Crosley Line! 





e Use the Shelvador “100” to sell 
freezers, too! Feature the new Cros 
ley “Polar Pair”... . the Shelvador 
‘100” with its matching Shelvador 


Freezer ... perfectly matched in de 


sign and function. Double the sales 


appeal! 












100% refrigerator . . 


| SHELVADOR 
100° 


Custom-engineered to hold an 
extra bushel of food 


because we took the freezer chest out. 


A CUSTOM REFRIGERATOR... 
LOADED WITH EXTRAS! 


e Extra Food Capacity 


..- an 11 cu. ft. refrigerator 
with the fresh food capacity of 
a giant “15”. 

e Completely Automatic 
Defrost... even the ice cube 
chest defrosts automatically, 


unlike many other brands 
that require scraping. 


° Giant Ice Capacity 


.. 10 Ibs. of ice cubes at a time. 


e Controlled Humidity 
. . that keeps foods fresh. 


® Famous Crosley 
Deep Door ... with the 
deepest door shelves on the 
market . . . even holds 2 gallon 
milk bottles. 




































JULY, 1955—ELECTRICAL MERCHANDISING 








For millions of families with freezers 
(and the millions more who plan to get one) 


Families with freezers in their homes have no need for an extra 
freezer chest in their refrigerator. What they need (and want!) 
is more food storage space. And they get it... an enormous 


30% more .. . in the Crosley Shelvador “100”. 


Here is the refrigerator you need to take advantage of a 


big profitable market that’s getting bigger every day! 


HERE’S THE PROMOTION... 


* Four-Color Pages—National Magazines »° CBS Network TV! 


DOUGLAS EDWARDS 
and the News 








TREMENDOUS PROGRAM OF DEALER HELPS 


© Full-Color Displays that fit ® Local TV and Radio Commercials! 
right on the product! _—* Full range of co-operative ad mats! 


* Four-Color full-size newspaper broadsides! —* Special Direct Mail Program to 
Freezer owners! 


Write, Phone or Wire your Crosley Distributor for the entire package 
CROSLEY... BENDIX 
4OME APPLIANCES DIvIBIONS (7) 1'() \ CINCINNAT! 26,0110 
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advertised 


EVERY WEEK in the 


SATURDAY EVENING POST 


April 30 to Christmas! 








first choice 
for giving ..or 
getting .. the new 


ha 


plate, engraved sides 


@ Silent automatic 
thermostat control 


e Full year guarantee 
e AC-DC 


@ Double silver, non- 


Made by Son-Chief, 
one of the world’s 


automatic toasters... 
with over 40 years of 
know-how. 





@ Gleaming triple chrome 


@ Removable crumb door 


corroding contact points 


largest manufacturers of 





AUTOMATIC POP- 
som-cuier & 


Winsted, Conn. f 
Makers of “Magic Mei 








20 INSERTIONS 


14 INSERTIONS 


34 
INSERTIONS 








ro 


AUTOMATIC POP-UP TOASTER 


i Conn. 
CHIEF Electrics, Inc., Winsted, 
ee of “Magic Maid” Appliances 








155 MILLION IMPRESSIONS! 


AUTOMATIC POP-UP TOASTER 


SON-CHIEFP Electrics, Tuc. 


Makers of “Magic Maid” Appliances 


PAGE 56 





* Winsted, Conn. + Toronto, Canada 


THE LOUDSPEAKER 








“Central Service Is Better” 


An Answer to Mort Ferr 


To the Editor: 


I have just read Mort Fart’s arti- 
cle, “Service Is a Weapon” (EM, 
April, p. 11). Since a two edged 
sword is a weapon, it follows (both 
logically and in practice) that service 
is a two edged sword. Improperly 
used, both are a menace to all con- 
cerned—the manufacturer, the dis- 
tributor, the dealer, and above all, 
to the man who pays their wages, 
Mr. Customer. 

I agree with Mort that good service 
can be a terrific influence for sales. 
However, unless service is good, it 
isn’t really service. It becomes, rather, 
dis-service. I believe that good cen- 
tral service can perform the function 
of service better, and cheaper, than 
can a dealer, Admittedly, there are ex- 
ceptions to this premise, just as there 
are exceptions to almost every known 
rule. 

Further, Mort’s comment that 
“Central service has made it possible 
for the discount house and office in 
the hat operator to thrive” is mani 
festly unfair. Service has been blamed 
for many things. But to attempt to 
blame central service for the growth 
of the discount house is a new one. 
By and large, any central or contract 
service agency functions under the 
direct or indirect jurisdiction of the 
sales department. Now, let’s match 
the first step with the foot that takes 
it. If the distributor's sales depart- 
ment wants to sell the discount house, 
they will sell them. Service has no 
voice in the matter. Without the 
first sale to such outlets, service 
would neither be required nor ren- 
dered. Although it depends on the 
definition of “discount house”, and 
the area in which it is located, many 
of these operations perform their 
own service. In fact, the biggest na- 
tional “‘sell for less’’ organization ad- 
vertises that they “service what they 
sell”. On the other hand, many of 
the biggest “‘sell for list” groups, the 
utilities, are turning to central service 
for their major appliances. And, why 
have the other groups turned to cen 
tral service? One of the big reasons 
is cost. Dealer service cannot com 
pete cost-wise. Your article “How 
G and G Appliance Cut Their Cost 
Ratio to 17%” (EM, April, p. 102) 
lists farming out their service to spe 
cialists as their number two means 
to achieve their economies. Their 
savings of $20,000, over their former 
service costs on a gross volume of 
close to $750,000 is a nice addition 
to anyone’s profit sheet. 


THE DEALER CAN’T 
COMPETE 


Some large appliance outlets still 
do their own service and yet investi 
gation will show that many of these 
are run on a contract basis. Such 
stores’ service costs are thus prede 
termined. However, some of the mid 
dle sized department stores do their 
own service as a matter of prestige 
They give good service, but many will 
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admit that it costs them money to 
do it. They continue to pay their 
loss in many cases only because their 
volume in major appliances is not a 
big factor in their gross business. 

There are reasons other than costs 
which favor central service. The time 
of the appliance store’s handy man 
is fast disappearing even in the rural 
areas. There are very few men capa- 
ble of doing an all around job on 
washers, dryers, refrigerators, air con 
ditioners, radio, television, etc. Where 
you find one, he is generally running 
his own appliance repair shop. Even 
a good conscientious mechanic who 
only works on a given make of appli- 
ance once in a while cannot compete 
with a man who works on it all day 
long week in and week out. Further, in 
urban areas the servicing dealer is 
often subject to union problems. The 
pipe fitters, plumbers, electricians, 
and other unions have beer watching 
the phenomenal growth of the in- 
stallation and service business. Each 
feels that certain appliances fall within 
his jurisdiction. Few dealers are big 
enough to have full time men in each 
of the crafts represented by the ap. 
pliances he sells. Fewer still want to 
buck the unions or even to have to 
bargain with them. 


AN AGE OF SPECIALISTS 


Adequate parts stock is a must it 
good service is to be rendered. To 
stock all the parts requieed for the 
various models of the different brands 
in the various lines means a sizeable 
investment in floor space in addition 
to a very healthy outlay of operating 
capital. Add to that the capital ex 
penditure for proper tools and testing 
equipment. Now subtract from the 
owner's working day the supervisory 
time necessary to direct the service 
department, and the time used in 
trying to explain to his own customer 
why the store’s very own service man 
couldn't take the imaginary squeak 
out of her washer and when does 
the poor owner have time to do his 
sales planning and selling? 

There can be no doubt that we are 
in an age of specialists. Equipment 
is more complex. Training must be 
more intense. More frequent changes 
in design by the factory requires greater 
parts inventory. The creation and 
growth of central service is a result of 
demand. Its aid to the manufacturer 
as a consolidated source of field prod 
uct information has been an acknowl 
edged help in the correction of design 
error. In these days of mass produc 
tion the importance of this feature 
of central service to the dealer and 
customer has never been fully realized 
nor appreciated 


THE POOR CUSTOMER 


And now, lets look at central service 
from the customer’s point of view. He 
buys a washer from John Doe’s Appli 
ance Store. If the appliance works 


(Continued on page 58 
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New “Brud New. WOW... 
STYLED 


7) ane? STROMBERG-CARLSON 


LOOR! 








PPE IC EDD 
TO MAKE THEM 
mur! 





Ask your Stromberg-Carlson 
distributor for the 

price and discount structure 
on these new models. 


It will open your eyes— 





and convince you that there 
is money to be made in 

selling something different 
and exclusive, with a great 


reputation behind it. 





THE MILANO $K21.22HC 


Decorator-styled lowboy in bleached mahogany, Honduras mahogany or platinum 
walnut veneers. Exclusive Marlite burn-proof and liquid-proof top optional. New 
vertical ‘‘Power-K'’ chassis with 273 square inch aluminized 21" picture tube; 
tinted removable safety glass; two wide range speakers; 20 tubes for VHF, 21 
for VHF-UHF; heavy duty power transformer; new high-gain turret type cascode 
tuner; illuminated channel selector, stand-up tuning 


THE CREMONA K21.22H 


Same ‘‘Power-K'’ chassis features in a more compact lowboy in genuine 
bleached or Honduras mahogany veneers, exclusive Marlite burn-proof and 
liquid-proof top optional 













| 
l 
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profit on this path of The Loudspeaker 


————CONTINUED FROM PAGE 56——— 


<7” OK, he is happy regardless of who i 
aTClC 1 ] } <u — to service it. If it breaks down, hov 
> ever, the customer wants it fixed a 
soon as possible and wants the job 
done efficiently. Who is in a better 
position to satisfy him—central service 
which blankets the area with men 
trained on that particular washer 
each carrying a wide range of part 
worth $600 to $800 in his car, or the 
dealer service man who hasn’t worked 
on that particular model for weeks’ 
If the dealer’s man does not handk ? : 
the call properly for any reason what 
soever, the customer gets mad at thé 
dealer and takes his business els 
where. The dealer cannot get around 
him bv shifting the blame. He has ni 
buffer, no donkey to pin the tail on 
If central service blows the call, how 
ever, he can agree with the customer 
cuss out the distributor’s service, in 
tercede for him, and be a hero 
Although distributorships change 
from time to time, the factory se« 
to it that service is rendered through 
out the change period. If central 
service is involved, the factory se 


OBB PPP PP PP PPP PP PDD A DD 


“It takes more brains to repair a 
television set than to take out an ap- 
pendix—and it’s a lot cleaner job . . .” 

Edward A. Stanley, President 
Centronics, Owensboro, Ki 


SLOPES ISS 


that service is continued. No factor 
however, can revive a self servicing 
dealer who closes his doors. And what 
of the out-of-warranty service for the 
customer who has to depend upon 
her dealer for service? If he decides to 
quit handling that brand for one 





reason or another, she has to turn to 
some other dealer who has no interé 
n the machine because he didn’t sell 
it to her 

Did Mort sav central service elim 
inates the personal dealer touch? It 
does only if the dealer so wills it 
If he follows up only through his own 


Model 240-Y 


oil control valve assures maximum 








space heater efficiency - regardless service department, it means he doe 
Trouble-Free Positive-seating, self- of oil temperature variations so only in time of trouble. But when 
aligning needle valve assures a_ perfect a customer knows his service is being 
seal, Built-in strainer traps dirt. Vinyl- handled by factory trained personnel 
plastic finish inside and out, ends corro- and that the dealer is not responsibl 
sion problems a for the proper function of the machin 
RECISION oil flow is an absolute “must” for 


think how much farther the dealer en 
hances his position when he calls bac! 
on a follow-up just to find out if th 


maintaining maximum space heater effi- 


Quick Conversion to ciency. That’s why the A-P Model 240 con- 


Thermostatic Control 


stant-level oil valve is standard on the major- family is happy with their purchase and 
from manual control with : : : f 
ity of the finest appliances using gravity-type if there is anything else he can do fo 
out any change in the valve eg ‘ eae | 
itself, Complete, low-cost vaporizing oil burners. them 


The basic function of the dealer i 
to sell appliances and to mak 
profit from so doing. If he has certain 


kits for ‘set and forget” 
convenience of automatic 
comfort. Mechanical and 


You can see at a glance how this precision 
instrument operates to provide the correct oil 









electric types, Customer or flow regardless of varying oil temperatures. known and fixed costs. he knows what 
dealer installed Besides assuring top heater performance, this he has to charge to make his profit 
means fewer profitless service call-backs for Ihe use of central service remoy 
, le 
fat iter © Sis © Gass ® Robtaween you one of the variables in establishing 


those costs As Mort SaVs, *“Servict 


' has become big bus ” Let 
DEPENDABLE Controls Be sure to specify A-P control valves on the craig: Rae Bagge ee 


space heaters you sell —there’s a wide range of member the axiom, \ i, 00d Big 
models available. Write: Man is better than a Good Littk 
Man.” There is nothing that dealer 


service can do that central service 
poem can't do better—and cheaper 
Walter H. Graham, President, 


2400 N. 32nd Street, MILWAUKEE 45, Wisconsin Automatic Appliance Service In 
COOKSVILLE, Ontario NIJMEGEN, Holland 2730 North Central Avenue, 
For Export: 13 £. 40th Street, New York, N. Y., U.S.A. Chicago 39, Ill 
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np Sy, 


Bahan ey 


WIN YOUR “PASSPORT TO PARADISE’! 


la 
* 12 GRAND PRIZES for 12 dealers and their wives. Cy HA 
12 DAY CARIBBEAN CRUISE. ante! ose 


ABSOLUTELY FREE! rents tang 


12 lucky G-E Blanket dealers and their wives will enjoy 
12 days of “‘paradise’’—cruising over bright blue waters, 
visiting the world’s most famous Caribbean beauty 
spots. And you can be among them! 





You'll sail from New York City on April 10, aboard 
the S.S. Mauretania, luxury liner renowned for its fabu- 
lous food and excellent service. You'll visit Nassau, 
Trinidad, La Guaira, Havana! 


While you’re in port, the ship will be your hotel. 
You'll have first-class accommodations in a spacious 
outside room with private bath. And—all this luxury 
won't cost you a cent! 





+ 


All expenses paid from wherever you live in the U.S.A. 


@ 60 SECOND PRIZES for 60 men only 


MILLIONAIRE’S WEEKEND, 
ABSOLUTELY FREE! 


Three carefree days of “for men only” kind of fun, at a 
fabulous Southern inn. Days of golf and sports of all s . 
kinds—evenings gay with parties and entertainment! 3 . -* 





i All expenses paid from wherever you live in the U.S.A. 






j 
Ask your distributor for your 
official contest entry blank 


Hurry, Hurry, Hurry! No red tape. Just ask your G-E 
distributor today to get you your “Passport to Paradise’’ 
entry blank, Automatic Blanket and Fan Department, 
Small Appliance Division, General Electric Company, 
Bridgeport 2, Connecticut. 


Progress /s Our Most Important Product 
~ GENERAL @@ ELECTRIC 
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“,.-extremely pleasant 
and profitable relations” 


says MR. EDWIN SCHIELE, Vice-President of Artophone Corporation, 
appliance distributor serving eastern Missouri and southern Illinois with 
headquarters at St. Louis. 


ee OMMERCIAL CREDIT is an 
ft important cog in our organization. 
Their factory-to-consumer plan lets us 
finance our own purchases when desir- 
able. It lets our dealers carry large stocks 
80 they can close more sales. The 
close cooperation between Phileo and 
CommerciaL Crepit is valuable to our 
dealers as is automatic insurance of 
floor stocks. The fact that COMMERCIAL 
Crepir has many offices with service 
available in any county or town where 
we operate is important to us. Over the 
years, our relations with COMMERCIAL 
Crepit have been extremely pleasant 


and profitable.” 


COMMERCIAL CREDIT DEALERS 
ARE Successful pearers 


A letter or call to your nearest COMMER- 
cial Crepit PLAN office will get you 
speedy and expert help with your 


financing problems. Why not call today? 








COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore... 
Capital and Surplus over $175,000,000 
.. . offices in principal cities of the United 
States and Canada. 














ee | 
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Electrical 


Vol. 87 








No. 7 





Dollar Volume 
New Radio & TV. 


Dollar Volume, 
New TV 














$7,000. 








$5,000. 


=| $3,000. 


4 
| 
' $2000 


Dollar Volume, 
New Radio 








Dealer Elmer Ross... 


GET BACK INTO 


Radios front and center, TV to its proper place, and 


renewed attention to proven merchandising tech- 


niques have brought radio sales back up to a profit- 


able level for this small San Mateo, Calif., dealer 


By HOWARD J. EMERSON 


WENTY thousand dollars a 
year volume at full profit from 
sales of small radios is the evi- 
dence Elmer Ross of San Mateo, 
Calif., offers to prove that table mod- 
els and portables can be profitable for 
the smal! retailer who pays attention 
to display, sale manship, promotion 
ind service, 

Such attention to the full-scale met 
chandising of radio is a practice that 
passed into oblivion for most dealers 
when television hit their areas. Much 
of the good volume that has continued 
nationally in radio has been due more 
to the public’s insistence on buying 
radio from dealers concentrating on 
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I'V and laundry equipment. Certainly 
that situation was true at the store of 
Elmer Ross prior to 1952 

Display, salesmanship, 
and service for small radios received 
little if any attention from Ross in 
1950, the vear that his radio volume 
amounted to $6,000. ‘Then, 
radio was allocated wall space at the 
far rear of a narrow and deep store. 
A prospect really had to want radio 
to make his way back through major 
appliances and television displays to 
the radio section. A few portables 
might be spotted up front in early 
summer, but that was about the ex- 
tent of the promotion 


promotion 


about 


1955 


March 





April May June July Aug. 


Sept. Oct. Nov Dec. — 1954 


... proves that it is profitable to 


Radio came back into its own at 
Ross’ store following a trip by Mr 
and Mrs. Ross to the East in 1951. 
rhey visited many places there, in 
cluding Manhasset, L. I. In that 
community, not unlike San Mateo in 
its market structure and relationship 
to a metropolitan city, Ross learned 
from local dealers that radio was sell- 
ing well—that with television at a high 
saturation point, the public had a 
renewed interest in radio for the places 
and purposes it was best suited. He 
learned that the dealers there who had 
begun to merchandising tech- 
niques on table radios and portables 
were experiencing a steady increase in 
sales. 

Back in San Mateo, Ross figured 
that television had reached a similar 
point in saturation. In 1952, his store 
had a completely different appearance, 
and while most television dealers were 
noting a declining dollar volume as 
the market tightened and profits were 
squeezed out, Ross found that radio 
could be made to fill in the dollar 
volume gap. 

Half of the Ross stock of television 
was moved to the rear of the store, 
to the isolated back corner that had 
been radio’s location. All radios and 


use 


RADIO SELLING 


phonographs were moved up front 
Ross increased his radio stock to an 
average of more than 100 models on 
display and an equal back up stock. At 
least one of his two windows, more 
often both, became showplaces for 
radios and phonographs with weekly 
changes. 

Radio now accounts for one-sixth 
of Ross’ sales volume. And television 
has not suffered. Placing half of the 
I'V stock, mostly the more expensive 
models, in the rear of the store has re 
sulted in easier closing because of the 
privacy provided for viewing and for 
the relationship between the salesman 
and the customers. Increasing radio 
sales until they now bring 500 cus 
tomers into the store, plus approxi 
mately 7,800 radio service visits yearly 
provides a valuable exposure of Ross 
as a television dealer. His service de 
partment alone, including labor and 
parts, now averages $3,500 a month 

Once he had radio up front, Ross 
made it more than a traffic item, Deal 
ers who are interested in how radio 
volume can be developed in the small 
dealership can listen to Elmer Ross 
in the following Evecrrica Mer 
CHANDISING talking picture story 


MORE wh 


PAGE 61 





















Dealer Ross Claims: 


Attention to DISPLAY 
Helps Build 
Radio Business. 








2 a 
a Bho gs 
My! >. Si, ; i 





“Regular changes of window displays are necessary, and increase with the amount of street traffic a dealer 
has and the number of people who come in for service. We change once a week, always have one window in 
radios,’ says Ross 


GET BACK INTO RADIO SELLING (cont. 


ge elements of display that helped build giant radio set volume 

before World War II are but a memory to “old timers”. Much of 
the large radio volume that continued after the war in spite of tele 
vision has been that sought out by prospects from dealers, plus that 
sold by credit jewelers and department stores. For several years radio 
was a traffic item for too many appliance-radio ‘I'V dealers. But indi 
cations around the country show that the cycle has been changing 
Dealers are recognizing both the market size and the profit potential 
in radios and phonographs. With this recognition is coming a realiza 
tion of the need for merchandising displays. Elmer Ross is one of 
these dealers—let him point out how he is using displays to develop 


radio prospects for his small dealership in San Mateo, Calif 


"This is the beginning of a new display problem for 
all radio dealers how best to show packaged hi-fi 
| know it will be one of our biggest volume producers 
One thing we know, keep them displayed low co that 





prospects can look into them.” 


“We decided on groups of displays for radio, rather 
than one large display. It keeps from overwhelming 
and confusing a prospect, and enables more than one 
customer to be served without crowding or without 
having a conflict in sales story.” 
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Individual displays are put together with a purpose—by price range, special “But in almost every display there is a ‘ringer’, one set thot looks better than 
features, sometimes by brand. It enables us to qualify prospects and then the others, and is priced higher. If it gets the prospect's attention we hove a 
confine them to a few sets, make them decide between models, not on price.”’ ‘handle’ to use in pulling the prospect to a higher priced grouping.” 








Special windows bring us extra radio business. Here we have placed a few “We find it profitable to have special displays of clock radios and portables, 
feminine styled radios in front of an electric housewares display arranged and and to mix them with other displays, because many prospects ceme into the 
promoted to bring spring bride gift business. It has produced numerous sales.’ store with special radios in mind and these displays help quick closing 





“We'd sell quite a few more portables if we could put them out where pros “If we had more counter space we'd use more of the manufacturers’ display 
pects could handle them, get that ‘feel of ownership’. But the loss through material——they are porticularly good in calling attention to new models 
theft would more than eat up the profits, so we keep them behind glass.”’ We like displays that move, or which suggest the customer try it.”’ 


MORE rsp 
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GET BACK INTO RADIO SELLING (continued) 


Dealer Ross says: 


“SELLING 
Brings the Profit 
into Radio 





Tyee post-war years when many dealers let 

their radio stock lead a lonely, unattended 
life in some remote corner, no selling techniques 
were required, Radios moved when a prospect 
came in and asked for a set—if the dealer hap 
pened to have it, the prospect made himself a 
customer, Salesmanship would have done little 
to sell or sell-up a nation of ‘T'V-conscious 
people. But when ‘I'V became an accepted 
commodity, and the clock-radio turned the 
public's attention back to pictureless sound, 
the need for giving radio a “selling treatment” 
became obvious to the alert dealer 


Ross is One of the dealers who has recognized 
that fundamental selling brought up to date 
and applied to the individual market can sell 
more radios, and sell radios at more profit. He 
tells about some of the selling methods he is 
using 





"Selling up on almost every sale is necessary if the 
dealer wants a decent profit. Manufacturers’ advertis 
ing interests prospects featuring low-priced leaders 

it is our job to sell them up.” 
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TA: 


Everyone on the staff should know how to sell radios if the dealer wants more than traffic business, and we find 
that impromptu meetings like this where we sell each other helps, particularly on new lines and new models,’’ 
ays Ross 


] : 





A good closing technique on tough customers, we've found, is to switch salesmen 
Some personalities are bound not to register, while another person will click. Also, a 
here, we bring in the service manager if it will help close.”’ 





“Selling up to higher priced, better profit models can Manufacturers’ literature can help close a hesitant 
be tough work, but we’ve found at times that it can prospect if it is used properly——we find it valuable as 
be done this way. Take the backs off both sets, @ means of convincing the prospect that what we've 
explain dual purpose tubes, the better speaker.” been telling him is correct 
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GET BACK INTO RADIO SELLING (continued) 
WMI fine?) “orate : oye wai 








“We try to make the most of peoples’ seasonal needs “Components, like lamp bulbs and particularly radio “We use ‘special buys’ to promote traffic and to keep 
for small radio, We have the beach bag promotion batteries are worth their weight in gold as traffic us competitive, but every set we sell at ‘special price’ 
now to get attention. We used this football idea for builders. We sell more than $300 worth of batteries was purchased from the distributor at an equally 
oa ‘take a radio to the football game’ promotion last a month—a profit in itself, but think of the portable special price. We want full mark-up on everything 
fall, inflatable toys for summer 


radio people who make us a habit.”’ w ei! 


Dealer Ross Says: PROMOTION Means Much to Radio Sales” 


ere rsinc and promotion are coming back 
#2 as builders of prospects for the radio dealer 
Colored sets, special sizes and styles, transistor: 
durable cabinets, extra controls, CD marking 
and many other features of present lines enable 
the dealer to get the attention of a public that 
has been too long content with an old radio if 
it “played well”. Dealer Ross explains some of 


the techniques he is using 











Daily use of classified advertising has been a steady 
producer of business for us for years. We've found 
it is important to change classified copy regularly.’ 


For our store, this small record department with all its inventory and other headaches, would be worthwhile if 
only for the traffic it brings—more than 500 customers a week—-who are interested in radios and phonographs 
and can be sold because they are exposed to the merchandise.’ 
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Dealer Ross Maintains: ~ SERVICE is the Key to Steady Volume 


R ADIO 1s unique in the contribution a dealer's 
service department makes to his selling 
effort 


to the number of radios any home can use, the 


Because there is only a theoretical limit 


radio service customer may be an A-] prospect 





for a new set sale right when he is picking up 
a set that has been repaired satisfactorily. Since 
he returned his interest to radio selling, Elmer 
Ross has increased his radio service department 


to five men. He tells of its importance, 





“J 


“This is our most valuable asset in getting radio sales 


OI 


no matter how good we feel we are in display, promotion 


ind selling, we know that it is our service department which has done the most to help build our reputation as 


‘sadio headquarter: 





All radios for repair are taken and delivered at the 
sales counter near our displays by the sales people, 
establishing contact for future sales. We then send 
sets to and from service on this dumbwaiter.”’ 
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“At least 10 people a day bring in radios for repair, 
and the number goes to 25 on Saturdays—and then 
each has to return to pick it up. They're all radio 


listeners and their visits expose them to new sets 


1955 





”“ 














‘Good will builder for our service department, and for 
ourselves is the practice of telephoning a service cus 
tomer right away when his radio is fixed.” 





"The initials ‘NWF’ on many job tickets has helped 
our service reputation. It means ‘not worth fixing’ 
and we tell the customer so. Even if they don't buy a 
one of ten will-——they respect frankness.”’ 


End 


new set 
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GOOD SELLING in the well-designed showroom of the Lynn Lyon Co., Findlay, Ohio, helps to account for an overall volume of $360,000 a year. 


280 Refrigerators a Year at a Profit 





Because They Control 
4 Their Trades 


Trade-in sales account for over 8% of the 
Lynn Lyon Co.’s $360,000 gross—and pro- 
vide a good share of its profit—because the 


company controls every item of cost 


| baie By N. BLEECKER GREEN 
SMART TRADING and controls—including careful appraisal—help Lyon's to profit. 
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A WORK ORDER is kept up to date for every refrig 
erator taken in trade. Each unit gets a test run 


Needed parts and labor time are noted on work order 





ilesman 


CONTROL SYSTEM begins to operate when : 
fil r ale order (right describe trade-in on used 


j ipper left nd used product tag 


apf 





SPECIAL TAG affixed to each reconditioned appliance 


has a code number on back which tel 


how much wa pent on repair 


ntributed more than 


SED appliance sal 

$29.000 to the gro lume of the Lynn 

Lyon operation last year. The profit of the 
firm was wrapped up in every trade-in accepted 


l 

lo keep this volume and to get every possibl 
| r of profit, the handling of used appliance 
Nothing is left to chance 


ind ““put it down on papel a 


i 
1as been systematized 
i by word 

In 1954, Lyon moved 280 refrigerators from 


the limited di play space in his Kindlay, Ohio, 
tore And he grossed $360,000 for his overall 
ylume in a business which asks that list price be 


the rule, not the exception 
How does he do it? Lyon work 
key points that are in his favor 
@kxclusive Fngidau franchise for Hancock 
county (Ohio 
@ Ability to accept and refinish used appliance 
plus resale market 
e Constant checks on ii ind profits with 
mechanized bookkeeping 


with certain 


* 





alesman just 
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involved in trade-ins are accurately recorded, and can 


REPLACEMENT PARTS needed to put a trade in good 


condition are checked by parts man to see if any are 


till under warranty and can be obtained without cost 


We have only two things to sell today.”’ com 
ments Lyon. “Quality and service.” By stressing 
this quality and backing it up with a complet 
service organization, Lyon is holding his own 
Kivery used appliance is booked and_ tagged 
iccepted by the (They do 
their own appraising.) Using standard Frigidai 


forms and those of his own design, Lyon assigns a 


when it i lesman 


serial number to each unit as it comes in. The 
number is preceded by a letter, designating th 
vear accepted (A for 1954, B for 1955, and so 
forth Ihe serial number follows 
hanical check 


ind repainting ind then into one of the thre 


the appliance 


through its m through refinishing 


special used appliance ilesrooms. ‘The erial 


number also helps for a quick check from the 
ile wh round on any unit can be found 
A tight watch is kept on parts, labor and any 
other cost 1 in reconditioning the unit 
When the ipphiance is read for resale Lyon 
knows exactly how much money he ha put into 


c 
v) 









Pe a, eee! 
Cait a. , ae 
» > 
PA ro 


ACCOUNTING MACHINE is the key device in Lyon’s control system. With it all of the numerous cost items 


be referred to so that Lyon knows 


where he stands 


nny 


| 





| 





USED APPLIANCES ore displayed according to quality 
in three rooms. With code numbers on tags salesmen 


can tell how far they can go in bargaining 


it. ‘This figure is coded on the back of the 
price tags and shows the salesman just how much 


pe ( ial 


room he has for bargaining 


Lyon has divided his servicemen into spe 
cialized brackets. ‘They work exclusively on (1) 
ranges and commercial jobs, (2) refrigeration 


residential and commercial, (3) dryers and general 


installations, (4) washers, gas ranges and small 
ippliances. Each of the men concentrates 
assignment, but can also jump to other 


on his 
pecifi 
jobs if the pressure or slack demands. “You have 
to be flexibl vs Lyon It 


We have to ke p fourteen people bus 


a costly business 
In prewar years, Lyon did some 67 percent of 
business in Findlay. ‘Today the 
cat town has a population ot 26,000 and 
outlet for every 
(i:xclusive appliance stores num 


the ippliance 
count 
can almost boast one ipphance 


thousand pe opl 


ber about 41x ( mipetition 1s tighter in the 
rowing market, but Lyon both lives and prospes 
because We know exactly whe ve stand lend 
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Operating in a highly competitive market, Day- 
ton dealer Emmert Royer not only keeps tabs on 


his competition but also manages to keep 


HE ads pinned on the wall in 

the picture above tell only part 

of the story of how dealer Km 
mert Royer remains competitive in a 
promotion-minded market, 

rhe ads do give you an idea of how 
much money Royer budgets for pro 
motion. (His advertising for an aver 
age week often runs to $3000), But 
what the picture doesn’t show is how 
quickly Royer can put a good promo 
tional idea to work for his Better 
Home Appliance stores 
For example, when he heard about a 

parakeet singing a store commercial 
recently, he applied the idea to his 
own situation, And now, long after his 
contest is over, birds throughout the 
Ohio area are still chirping “BHA 
means Better Home Appliances.” Like 
the song, the “melody” of his commer 
cial lingers on. For BHA has pushed 
inl squeezed its commercials to the 
utmost 


How BHA Grew 


, | yr Roye 
Rover's understanding of promo publicity for Royer by 


tions and the consumer's buying hab 
its is based on no mere snap judgment 
lor Royer came up the hard way, sell 
ing vacuum cleaners door to door, Find 
ing that he could make more money 
operating his own sales organization 
than selling for someone else, he set 
up his own business shortly after the 
war, Then expansion moved him from 
cleaners into television. At the present 
time about sixty-five percent of his 
business is in TV, but white goods are 
continually taking a larger share of the 
gross volume. 

Royer now has two stores in the 
Davton area (one downtown; the other 
on the west side) from which he real 
izes a gross volume of over $1 million 
a year 


learning to 
Owner had to repeat song ‘‘several 


the parakeet learned 


Sixty-hve percent of BHA’s adver 
tising dollars are spent in newspapers 
But the remaining thirty-five percent, 
channeled to radio and some TV. is 
really the Over 100 
spots a week are used 


stopper radio 


Puts Parakeets to Work 


he parakeet promotion started on a 
tip from one of his distributor promo 
tion men. Royer set it up as a contest 
for any person in Dayton who could 
teach their parakeet to say “BHA.” 

His ad copy for the parakeet promo 
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CLEVER PARAKEET earned $100 for its owner and valuable 
ing BHA’s commercial 


hundred times’ 


entitling 
while badges back 


fountain 


This is for the birds 
I'wenty-five dollars in cash to the first 
five parakeets in and around Dayton 
‘BHA.’ Money talks 
tring vour bird to either store. Open 
) to 9. Bird 
ind see if your parakeet can be taught 
to say ‘BHA.’ ‘There are no 
no purchases necessary 
One contestant received $100 when 
her parakeet sang the complete line, 
and Rover promptly recorded thy 
bird’s chirping for his radio commer 
cial. Luckily the parakeet whistled 


tion said, 


who can say 
join in the fun 


lovers, 


gimmicks 


JULY, 


YOUNGSTERS who could sing store's 
them to free movies 
BHA redeemed them for free 
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6 ee 


commercial got badge 
at next door theater. To get 


coke t nearby 


vera] which 
on the air) and then 
BHA means Better Home 


Ihe bird could not pro 


times im starting oft 


ounded 


realist 
went mto 
\ppliances 
nounce the “L,” 
like a voung child. 

The promotion was quite cffectiy 


saving 
aying 


“ al , 
app! mces 


ind it received editorial coverage in 
the local n¢ wspapers. The story in the 
Dayton Herald-Journal quoted the win 
ner as taking four days to teach he: 
‘1 didn’t have 
to repeat it ‘more than a couple of 
Continued on page 54) 


parakeet to say the line 
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AST year, dollar profits for appli 
dealers dropped sharply 
while the net profit ratio to net 
sales began a slow climb upward after 
hitting an all time 1953 
Ihat’s the story according to the 
ninth annual Cost of Doing Business 
Survey conducted by the National Ap 
ind Radio-I'V Dealers Assn 
I'he net profit ratio inched up a trifle 
from the discouraging 2.3 percent r 
1953 to 2.6 percent for 
1954. (See ‘Table 1). However, dollar 
profits nose-dived 21.6 percent, indi 
cating that the average of dealers sam 
pled in the survey ended the year with 
less coin in their jeans than they had 
last VCal 
Although the gain from 2.3 to 2.6 
percent (a 13 percent increase) in 
net profit ratio is not apt to make a 
millionaire of anyone in the business, 
it is encouraging. It’s taken 


ance 


low in 


pliance 


ported in 


aS a pos 


sible bellwether of better times by 
Richard EF, Snyder, consulting econo 
mist, who prepares the survey for 


NARDA and is an authority in trade 
Said he, 
Who can say with assurance that the 
slight betterment in 1954 not 
represent the long-awaited turn of the 
tide?” 

His not apt to be 
shared by dealers faced 
with a drop of more than 20 percent 
in dollar profits have little interest in 
much more in hard cash. But 
the apparent paradox of an increased 
net profit ratio and a sharply decreased 
dollar profit is explained by Snyder a 
“a statistical quirk that has come up 
before and no doubt will again.” 

\ctually, this is what happened 
Dollar profits, which declined 22.8 
percent in 1953 according to last year’s 


wide business analyses 


does 


optimism 1S 


most who, 


ratios, 





ELECTRICAL MERCHANDISING—JULY, 











report, took another 
brought on, chiefly, by a slight de 
crease in sales (0.7 percent for 
NARDA members against a 5.1 per 
cent nationally) and a 
high of 31.4 percent in total operating 


costs 


dip in 1954 


decrease new 


The net profit ratio rise is mainh 
attributed to the second highest gross 
margin on record. ‘The gross margin 
on merchandise only was 31.2 percent 
and on merchandis¢ 
gether, 34 percent. 

Snyder is quick to warn against tak 
ing the survey’s findings too literally 
IIe savs there are so many factors 
affecting individual dealers that the 
survey must be used as a guide and 
interpreted in terms of each dealer's 
problems. ‘To demonstrate he offers 
the following hypothetical case 

Net 


and services to 


1953 1954 Change 
Dollar Sales $100,000 $80,000 —20% 
Dollar Profits $10,000 $9,500 5% 


In this example, although dollar 
profits went down in 1954, the net 
profit ratio to sales was 10 percent in 
1953 and 11.9 percent in 1954. 


Shifting Sands 


Only two factors in the operating 
ratio structure held steady—otfice sal 
aries and advertising expense—all the 
others went up or down, 

In net sales, merchandise only 
accounted for 86.8 percent of the to 
tal while service revenue mounted to 
13.2 percent. This put service at a 
record high, surpassing last year’s peak 
of 11.7 percent and indicative, says 
the survey, of the steadily growing de 
mand for refurbished used appliances 
for re-sale and the “increased technical 
character” of appliance products 

The cost-of-goods-sold ratio (‘Table 
|) hit a new low, At 66 percent of net 
sales, compared to 67,1 percent in 
1953, the ratio was the lowest ever 


recorded in a NARDA survey. This 


HERE'S WHAT THE STUDY SHOWS 





Net profit was 2.6%, up from 53’s low of 2.3% 


Cost of goods sold was the lowest ever—66% of net sales 


Gross margin hit a new high—34% 


Operating costs were highest in history—31.4% 


TV, radio and phonos accounted for the most sales—35.6% of total 


Refrigerators accounted for 17.99% of sales, a gain from last year 


Merchandise accounted for 86.8% of total sales, service for 13.2% 


Dollar profits dropped 21.6% 


More than half the dealers expect a 15% sales increase this year 


1955 





Dollar profits down 21.6 percent and the net profit ratio up 13 percent—that’s 
the paradox reported in the ninth annual NARDA Cost of Doing Business study 


6%NET: 


A Turning Point? 


figure includes service parts and sup 
plies which, alone, accounted for 9,5 
percent of total cost-of-goods-sold, up 
from the 7.5 percent reported in 1955 

Ihe total gross margin in 1954 was 
34 percent of net sales, highest on 
record and due to a new low for cost 
of goods sold, Gross margin on merch 
andise only (‘Table la) 
percent of net sales from 29.8 per cent 
and thus tied the se 
highest merchandise gross 
1949—on record 

‘Total operating Gosts set a 
high for the second consecutive year 
In 1954, they reached 31.4 
on net sales, up 0.8 points from 1953 
(Except for a decline in 1950, total 
operating costs have risen each year 
since 1946.) If it were not for a drop 
in the cost of goods sold, this result 
would have forced the net operating 
profit to a new low 


719 
rose to 33,2 
in 1953 ond 
margin 


new 


perce nt 


Salaries Up 


Owners and managers salaries which 
went down in 1953 rose last year 
(Table 2), At 3.8 percent of net sale: 
this expense was up 0 + points from 
1953 and, except for 1951, was th 
highest on record, Proprietor’s 
drawals from profits are not covered 
by this ratio, Salesmen’s pay went up 


with 


too. They drew 6.0 percent of net 
sales in 1954, up 0.4 points from 
1953. ‘The 5.7 percent ratio for the 


expense in 1952 was the previous high 


Office salaries remained unchanged 
from 1953 at 2.2 percent of net sale 
the highest recorded for this expense 
Servicemen '§ md expense: 
declined to 5.5 percent of net sales in 
1954 from 6.0 percent in 1953. P 
culiarly, this has alternate) 
moved up and down each year since 


MORE * 
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wages 


{ x pe mse 








2.6% NET (continued) 


1950. Vehicle expense which include 
wages, delivery equipment mainte 
nance and depres iation, moved to a 


new high of 2.9 percent of net sale 
im 1954 from 2.4 percent in 1953 
Miscellaneous administrative expense 
rose to 1.9 percent from 1.6 percent 

Occupancy expenses increased to 
2.9 percent of net sales last year, the 
first such gain since 1951 when thi 
expense hit 2.5 percent of net sales 


Bad Debts Drop 


While the ratio for bad debts dou 
bled in 1953 from the previous year, 
these losses in 1954 dropped to 0,3 
percent from the record high of 0.4 
percent. All other expenses (including 
taxes except real estate, insurance on 
stock and fixtures, interest paid and 
any other expenses not specified in the 
survey s¢ hedule) dropped to 3.4 per 
cent of net sales from the record high 
of 4.0 percent in 1953. ‘Taxes in 1954 
amounted to 10.3 percent of this ex 
pense group's dollar total compared 
to 13.5 percent in 1953 


“Above Average” Again 


With the exception of 1953 
NARDA survey has shown its mem 
bers to have an “above average’’ status 
when total sales were related to na 
tional totals. Last year, Department 
of Commerce retail sales 
showed a national sales increase among 
appliance dealers of 8.7 percent over 
the previous year and the NARDA 
survey took a back seat with only 2.7 
percent increase over 1952, ‘This year 
returns to the traditional pattern 
While sales, nationally, dropped off 
5.1 percent in 1954, NARDA dealers 
suffered of only 0.7 
percent from the previous year 

I'he superior sales performance is 
credited mainly to a reduction of in 
ventories and an accompanying high 
inventory turnover. But it might be 
expressed another way: “I hurt some, 
but you hurt more,” 

Whatever the case, NARDA deal 
ers have much the same gripes and 
roblems as dealers everywhere. The 
usiness atmosphere, they report, was 
little changed ioe that of any other 
year since 1951 when discounting, 
price cutting or off-list selling—choose 
your own term—became a paramount 
issue, 

Price takes first place as the major 
problem faced by dealers last year 
And excessive trade-in allowances, first 
cousin to discounting, was second in 
order of frequency of mention, Hard 
on the heels of trade-ins came the 
problem of “backdoor” selling and 
some respondents to the survey in 
cluded manufacturers’ direct selling to 
building contractors. Most of the 
blame for the situation, however, was 
placed on distributors, named as worst 
offenders in by-passing the normal re 
tail channels. 

Next in order of importance was 


cvVcr\ 


report 


a sales decline 
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National Operating Cost and Profit Ratios, 1954-46 























Line Item 1954 1953 1952 1951 1950 1949 1948 1947 1946 
i cccon ss 65s seen beehewt 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
ee  ” * eal PTC re 66.0 67.1 68.0 688 69.2 67.2 687 67.0 66.1 
te oN es ote Mew eels 34.0 32.9 32.0 31.2 30.8 32.8 31.2 33.0 33.9 

(Line 1 minus line 2) 

4. Total Operating Costs.............. 31.4 30.6 28.8 28.3 24.8 27.6 267 26.2 25.4 

(A through E) 

PDs kay ccéesere ; 233 21242 Ws 2A OS 19.1. 166 1832 WO 
(1) Owners and/or Mgrs. Salaries. . 3.8 3.4 3.6 4.1 3.6 35 3.5 NS NS 
rrr errs 2.2 2.2 2.1 1.6 12 2.0 1.8 NS NS 
(3) Salesmen’s Pay ............-. 6.0 5.6 5.7 5.6 4.8 5.5 5.3 4.8 4.8 
(4) Servicemen's Wages & Expenses 5.5 6.0 5.1 5.7 4.5 4.7 4.7 4.1 3.3 
(5) Vehicle Expense ........ x 2.9 2.4 2.4 1.8 1.4 1.7 1.7 NS NS 
(6) Other Administrative Expense... 1.9 1.6 1.7 1.6 1.1 1.7 1.4 NS NS 

B. Occupancy Expense ........ =. 2.9 2.5 y a ye 2.6 2.6 2.8 3.0 3.7 

C. Advertising Expense .......... 2.5 2.5 2.6 2.7 pe 2.5 2.6 2.1 1.9 

NT FPF ES FP ree 0.3 0.4 0.2 0.1 0.3 0.2 0.2 0.2/ 1.8 

GOT IOS 6 oo bocce econ ves 3.4 4.0 2.9 2.6 2.8 3.2 a9 2.7 \ : 

5. Net Operating Profit 

AED 8c o bee pene es 2.6 2.3 3.2 2.9 6.0 3.2 4.6 6.8 8.5 

* — Includes revenue from service 

** — Includes cost of service parts and supplies 

NS — Not segregated in 1947 and 1946 survey schedules. 

Gross Margin After Exclusion of Service Elements 
Item 1954 1953 1952 1951 1950 1949 1948 1947 
Net Sales (Mdse. Only)...... 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
Cost of Goods Sold (Mdse. Only) 68.8 70.2 69.8 70.3 69.7 68.8 70.2 67.8 
Gross Margin on Mdse. Only 31.2 29.8 30.2 29.7 30.3 31.2 29.8 32.2 
Ratios to % of Total 
Special Analysis of Expense Detail Net Sales Expense 

1954 1953 1954 1953 
Total Personnel, Operating Exp, & Losses... ........00 eee eeees 31.4 30.6 100.0 100.0 
ee ee a 2a he bei ee ee 00 ON eRe Ree o' 19.2 18.4 61.1 60.2 
Owners and/or Mgrs. Salaries... 0.6... ee eee 3.8 3.4 10.8 11.0 
ER Ge ee ee eee ee 1.8 19 6.0 6.3 
ES oo MS Ries Wiethy ves ab ve cote sees 6.0 5.6 19.6 18.4 
Servicomen’s Wenes & Expeness. ... 0. eee cc cen cccvces 5.5 6.0 17.9 19.5 
Deliverymen's & Warehouse Men's Wages................ 1.7 1.2 5.6 4.0 
Employer's Share Social Security & Unemployment Compensation 0.4 0.3 1.2 1.0 
nc fea Tae eee ORS CU OND Pee ee RNS e 10.2 9.4 32.7 30.7 
RE EE rae ap eee eee 0.5 0.4 1.6 1.4 
So Ra ee sway a kee 0.2 0.2 0.4 0.5 
Re a eS Ares Oe ae oe ee 1.8 a 4.9 4.4 
es ee, OO. re OE TS... 0.0.02 edeweeernene wees 0.5 0.5 1.5 12 
a a od te ww) abe PRES REDO OD 0.8 0.8 2.7 2.7 
tee. eR Cet Soe Baise we so rae OE O Ed 6 6% 4 2.5 a5 7.9 8.1 
EE OIE SER SIE Oe OG ne EE 0.3 0.3 1.1 1.1 
Credit & Trade Information. 0.05 0.04 0.2 0.1 
ES RE SU Ee Peg 0.05 0.06 0.2 0.2 
Miscellaneous Administrative Expense Bye 8 Ee 1.5 * 4.6 3.7 
ES ee eee ee Cee ee 0.6 0.5 2.1 1.8 
ESSE LIES POE PEREGO CR re 1.7 1.6 5.5 Le 
a ae BE a VE A, OR an Se eee eae 2.0 2.8 6.2 9.1 
Building Depreciatio RAs eRe bk sae ERATE eo 0.2 0.1 0.5 0.5 
REE ER ee a ee ae 0.4 0.4 1.1 1.2 
ee SCTE. ow ccecestesecdhanss te0¢ 0.2 0.2 0.5 0.7 
a il Rie RE EE Ya ee A ema” Teer eee 0.5 1.3 1.8 4.4 
EEN RI I ie Pee 0.3 0.4 1.0 1.2 
Interest 0.4 0.4 1.3 1.2 
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Appliance Sales Breakdown by Product Type 


Percent of Total Sales 




















Appliance 1954 1953 1952 1951 1950 1949 1948 1947 1946 
WE 862s & 6 adver dex 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
TV, Radios & 

‘ greater or lesser degrees of intensity 
se Players ...... 35.6 39.2 le 7 : = Jigs iy this year as they worried over last 
Lo oka ace ee m. ee Ae yo - oa 170 170 year, Once again discounting looms 
Refrigerators ........ 17.9 167 19.0 179 283 278 286 240 #190 of a m8 bd ae 
piacanigg ‘ * ; ee ee — vs ey 18.6 14.1 16.9 18.0 16.0 some dealers are concerned about 

“aed wee reese 4.9 49 : ; 12.4 10.0 12.2 13.0 12.0 declining antenna sales. 

aca pr reteneeee 3.4 34 “es eee On the brighter side, most dealers 
Ai a ditic ee Ans 3.7 25 15 07 ee. report planned action to help better 
Fre re eee 3.6 28 31 25 pepe Aap one oo” ee their position now and in the future 
-eaacyy it Pit ia pe 3.3 29 20 27 47 3.1 2.5 eee ee In answer to a new set of questions 
Kachen Equipment aed 26 43 22 ; eee incorporated in the 1954 survey deal 

eS : , ; _ “— ae “ +94 ees ers say they will put special selling 
ee hy 2 Mo a os 7 1.4 3.0 3.0 effort behind air conditioning and 
Other prea et lt 4.8 3.8(x) : ‘ : , 6.8 kitchen equipment (tied for first 
* Television reported as single product group prior to 1953 a ns _ pasa oe —_ 
**Radios reported as single product group prior to 1953 ; r : . ae pte ‘ Sa rhe 2 
(x) Not comparable with previous years’ data television, disposers, Vacuum Cleaners, 
: built-in appliances, laundry equip- 
ment, refrigerators, hi-fi, automatic 

garage door openers and furniture, 
Respondents were about split evenly 
on the question of hiring more sales- 
people, Of those who plan to increase 
their sales staffs, the numbers ranged 

from one to five additional people. 
Trade-in Percent to Unit Sale of Five Key Items Nearly all dealers said they would 
Percent of Sales Accompanied by Trade-ins = yr hth rps of ag yo me 
; offer additional services, Leading the 
Appliance 1954 1953 1952 1951 1950 1949 1948 1947 1946 list ic Gecaiiaee Maat’ & lanuls ouae 
Refrigerators ....... 66 68 69 56 42 35 18 1 3 chandise, including records, and 
Eg od cee eos 68 65 62 52 49 4) 27 19 4 among the other products named are 
en 58 60 50 40 36 26 16 9 2 lawnmowers, freezer food plans, fix- 
Vacuum Cleaners .... 35 32 31 28 36 31 22 26 10 tures and wiring, automatic garage 
Television ....00.0- 29 27 17 15 13 o- es door openers, floor coverings, com- 
mercial air conditioning service polli- 
cies, television service, washer service, 
rental of T'V and appliances, kitchens 
and built-ins, contractor and builder 

items and, yes, Geiger counters 

Asked about. operating economies, 
most answers concerned advertising 
low margins, especially on ‘I'V, and Refrigerators were in second place ratios dropped two percent which It’s not so much a matter of reducing 


then came misleading advertising by 
Over-franchising followed 
and manufacturers were criticized for 
introducing too many new models. 

Other complaints: Different prices 
to dealers buying the same volume, 
shortage of dealer capital, dumping of 
excess goods, difficulty in disposing of 
used appliances, consumer resistance 
ind credit problems and the nearly 
iturated ‘T'V market. 

One problem that got lots of at 
tention in past fell into the 
shadows in 1954. Few dealers surveyed 
complained of a shortage of good 
However, enough mentions 
were made of the high turnover in 
sales personnel and sales training prob 
lems to suggest that there’s been no 
olution to the question 


retailer 


ycars 


sale smecn 


general 
Top Sellers 


Despite the resigned attitude by 
many that the radio-lT'V 
market is saturated, these items, com- 
bined with record players, lead the 
list for the fourth consecutive year. 
However, the percentage for this group 
dropped to 35.6 from 39.2 
1953 the first vear 
lines combined in 
See 3 


dealers 


in 1953 
these three 
the r ports. 


was 
wert 


lable 
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again (having lost this position only 
once to washers in 1951) with 17.9 
percent of the total. This was an in 
crease from 16.7 percent in 1953, 
Washers slipped slightly for the third 
year but held third place with 13.6 
percent against 14.8 percent in 1953. 
Ranges held onto fourth place with 
the same market share of 8.3 percent. 

First changed position went to air 
conditioners. Their sales took over 
fifth place with 3.7 percent and dis 
placed kitchen equipment which fell 
to eighth place with 2.6 percent com 
pared to 4.3 percent in 1953. Freezers 
rose to sixth with 3.3 percent and 
dryers dropped into the number seven 
siot. Both of these, however, had 
larger shares of the total market than 
in 1953. Vacuum cleaners remained 
unchanged at 1.1 percent while “All 
Small Appliances” jumped to 5.5 per- 
cent from 3.6 percent in 1953. ‘This 
placed them ahead of “Other Major 
Appliances” whose 1954 share was 4.8 
percent compared to 3.8 percent in 
1953. 


Trade-Ins Up and Down 


Of the five key items reported, two, 
refrigerators and ranges, showed fewer 
trade-ins related to sales. Both trade-in 


1955 


may signify a stabilization of this group 
after sharp rises in 1951-52-53. The 
other three items showed gains of two 
to three percent (See ‘Table 4). 
Year-end inventories dropped and 
turnover rose again. NARDA dealers 
reported that the dollar value of their 
inventeries at the end of 1954 was 
six percent below the comparable 
starting figure for the year. This is in 
striking contrast to the 1953 year-end 
report that was 8.4 percent higher 
than the beginning of the year figure. 


Turnover Rises 


While inventories were held down, 
turnover rose from 4.8 in 1953 (a new 
high) to 5.4 last vear. This is the 
highest turnover rate ever recorded by 
a NARDA survey, 

Sales per square foot of selling space 
is another factor that showed a pro 
nounced drop. Last year, this expens« 
amounted to $85. In 1953 it was $101 
and in 1952, $104. ‘This expense is 
somewhat affected by changes in the 
composition of the reporting group 
and in selling effort but the 1954 fig 
ure was much more in line with 195] 
($82) and previous years. 

Well, NARDA dealers expect to 
face about the 


same problems in 


the actual budget, apparently, although 
some hope to do that to, but more an 
effort to plan ad campaigns better. 
Some expect to cut out “gratis” ad- 
vertising such as programs, 
union papers and church books 


school 


Sales Expectations 


A hefty 60 percent of dealers 
answering the survey auestions expect 
to sce sales increase in 1955, Their 
estimates average 15 percent, Only 
14 percent believe that sales will de 
cline (20 percent on the average) and 
26 percent expect to see no change 

On profits, the breskdown of 
answers was interestingly close to the 
answers to the sales increas question 
A majority of 55 percent forecast a 
rise in profits, 25 percent expect to 
have less net return and 30 percent 
look for no change at all 

Asked their opinion of the best sell 
ing product lines in 1955, dealers over 
whelmingly named 
single product line. However, a com 
bination of various laundry equipment 


television as a 


puts this group first. Refrigerators 
came next followed by ranges, air con 
ditioning, kitchen equipment, freez 


ind 


End 


eT phonographs, dishwasher: 


radios 
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ARE THE FOOD PLANS COMING BACK? 





/ FOOD PLANS IN TH 


SOOD Plan, the prodigal son of 

kk the Far West appliance industry, 
is expected ‘home 

However, there is no fatted calf on 
the festive board awaiting this Ari 
zona Los Angeles born 
Var West reared merchandising geniu 
who was last seen here in early 1954 
dodging bankruptcy courts and Better 
Business Bureaus as he spent his last 
fast-buck for a suede-shoe brush before 
he headed Kast 

food Plan's publicity 
shows the prodigal a repentant and r 
formed merchandiser, ready 
to the Var West 


volume of 


conceived, 


advance 


to bring 
a steadily 
freezer sales 
honest and sound selling 

Food plans are starting a comeback 
in the cleven western states. So far 
the activity is a quiet whisper com 
pared to the tumult and the shouting 
that accompanied the boom period of 
July 1951 through January 1953. But 
there is good reason to believe that by 
September, 1955, the food plan will 
again be a well publicized, industry 
wide merchandising activity, Behind 
this observation are major in 
fluences 

@ Oddly enough, here in the Far 
West, where more than a thousand 
food plans flourished in 1952, the big 
gest influence for the next six month 
will be the reports of food plan suk 
cesses in the mid-West and eastern 
states Distributors and manufac 
turers’ representatives returning from 
the Chicago Markets and from factory 
sales meetings bring a succession of 
SUCCESS stones of dealers Cxp nencing 
astronomic volume and profits from 
food plan sales, One manufacture: 
representative is telling his har West 
dealers about the 1500 
Kansas City 


increasing 
based on 


some 


freezers of 


dered by a dealer, and 


the 3500 units taken by an Ohio 
dealer 
While this enthusiasm for food 


plans might be taken with the usual 
grain of salt by dealers, particularly 
the majority who had either a per 
sonal part in the 1952 boom or who 
saw other thei 
shirts stronger influ 
Out of the East come prophet: 
of boom 


dealers part with 
it represents a 
ence 


ilmost every im imnufac turer 
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Concluding Electrical Merchandising’s two-part round up 


Repentant and Reformed 


has im action or preparation a_ pach 


aged food plan promotion, And the 
har West distributors or factory 
branches are expected to “do then 
hare This represents a much dif 


ferent picture than in 1951-53 
dealers 


then 
went into the food plan busi 
ness on their own, struggling to get 
distributors and manufacturers to co 
operate, and finally struggling to get 


the thousands of freezers that were 
repossessed a year later Ihe new 
move stems from the top. Insisted 
upon by manufacturers, forced into 
action by distributors, taken relu 
tantly by dealers—the new era food 


plans surprisingly have a much better 
chance of survival and success than 
the activity in the late but littk 
lamented boom-bust period, Behind 
this conclusion is the character of the 
few plans which are pioneering the 
return of freezer selling through tie-in 
with a food package. 

@ Second influence on the return 
of the food plans to the Far West are 
the merchandising methods being 
used by the concerns reopening the 
market—as well as the type of con 
cerns taking this step 

So far, in the big cities of the Far 
West, the new food plans are being 
presented to the public by department 
which cannot afford to los« 
their reputations on one merchandis 
ing effort. The few big appliance 
dealers getting back into the pictur 
are showing extreme caution in their 
merchandising. When the full lin 
appliance manufacturers get their 
food into action during the 
summer months, department stores 
are already designated as their first 
objective and their franchised dealers 
is secondary outlets. Only in the 
plans of two Far West representatives 
were specialty food-freezer concerns 
mentioned to Fiecrricat, MERCHAN 
DISING as a basic part of their mer 
chandising plans 

With department stores and repu 
table full-line appliance dealers taking 
the lead in re-establishing food plan 
merchandising in the Far West, there 
is little if any chance of building up 
to the chaotic market condition such 
is that which brought industry-wide 


stores 


plans 





this early 1953 

Until the beginning of 1955, food 
plans had no chance of revival in most 
sections of the Far West. No local 
inspiration, no pressure from the East 
could have made any widespread met 
chandising of a food plan successful 
while the market was glutted with 
repossessed freezers. Fortunately, this 
situation is ended—at least enough to 
allow reestablishing a price structure 
it which either a straight freezer sale 
or a food plan sale can be made 

lor more than a year, in every ma- 
jor city of the Far West, there were 
more repossessed freezers for sale than 
the combined stock of new freezers in 
distributors and dealers hands. In Los 
Angeles, for example, more than 
5,000 reposs¢ ssed freezers were re-sold 
between January 1953 and July 1954. 
What that situation could do to the 
price structure of the market is evi- 
dent—the standard re-sale price of an 
18-foot freezer in the Los Angeles 
market was $150; the average price 
for such a freezer new is close to $600. 
In the San Francisco-Oakland Bay 
Area, one financial institution had in 
its possession more repossessed freez 
ers than there new freezers in 
distributor and dealer stocks 

Showing up against these bright if 
not shining prospects for re-birth of 
food plan selling in the Far West are 
several handicaps that must be con 
sic red 


panic to arca mm 


wer 


over-extended 
is the 


Credit is presently 
and is getting wors¢ 
auto sales 


intensified 


new campaigns set new 
records. One distributor feels that by 


the time he gets his dealers into a 
tion on a food plan by mid-summer 
time sales in general will be slowed 
scriously and the food plan with 
monthly payments of $50 to $80 will 
not be possible for many families. He 
is predicating this situation on the at- 
titude of lending institutions which 
he believes will not sce eve to eve with 
the food plan salesman and the po- 
tential buyer that the payments for 
the food plan will come out of the 
family’s present food budget 


Hindering rapid re-development of 
the food plans in the Far West, many 


believe, is the availability of frozen 
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food which 
ire offered every day in the week as loss 


lea lc )\ 


it wholsale prices or less 


Combined 
with declining prices for beef and pork, 
this availability of cheap frozen foods 
makes it difficult to sell the public on 
taking a bank loan or other credit to 
buy a large food order. It takes away 
the initial cash savings pitch of the 
food plan merchandiser. It is a mixed 
feeling, however, because some of the 
newly operating food plans are using a 
reverse of this story to make sales, and 
others are selling freezers alone to 
food plan prospects whose objections 
to the plan is based on this availability 
of cheap foods. 


supermiurkets, 


Los Angeles: Slow, Uncertain 


If food plans can make a comeback 
in Los Angeles and vicinity, they are 
certain to be a shouting success again 
elsewhere in the Far West. Only 
those who actively experienced the 
1953-54 freezer market in this area 
can realize how severely the market 
had been shaken by the boom-bust of 
1951-52. It is reported that more 
than 5,000 freezers were re-sold dur 
ing an 18 month period. Food plans 
in the area synonomous 
with “fraud,” and for good reason as 
the Better Business Bureau’s records 
and cases with the District Attorney’s 
office will testify. Any comeback for 
food plans in the Los Angeles area 
must be made in the face of a public 
which is not just disinterested, but is 
outright antagonistic 

But the food plans are coming back 
in this area, many believe. The start 
couldn’t be better, if it is considered 
that public confidence must be estab 
lished. In this city and its many en 
virons, where more than 400 food 
plans operated in 1952, only six con 


became 


cerns are now actively merchandising 
freezers with an initial food order 

three department stores and three 
specialty food plans. Of the depart 
ment stores, Sears is considered to be 
the largest volume operator by far. 
The other two department stores 
Barker Brothers and The May Co., 
are the center of interest and hold the 

(Continued on page 86 
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THE FIRST big store to 
use its name and prestige 
to bring respectability 
back to food plans in 
the Los Angeles area was 
Barker Brothers, which 
put this display and sales 
headquarters next to its 
appliance department 


Two Department Stores 
Buck a Bitter Public 


On the foundation of their good names Barker Brothers and the May Co. 


are building sales with a food plan that leans over backward to be honest 


OW dead did they die? 
sl Was the sudden and violent 
death of the food plans in Los 
Angeles in the winter of °53 a real 
death or a dormancy? For nearly two 
years the industry has wondered, with 
the odds on the finality of death 
Now the question may be answered 
Whether food plans « in ever again b 
come a dominant method of merchan 
freezers in the Los An 
market 


dising home 


gel metropolitan 
considerably on the success of two 
latter-day pioneers—the Barker Bro 
ind the May Co. department stor 
In the nation’s second largest market 
area, thes stores ar¢ 


d p nad 


two Staging a 


comeback for food plans. 


A Hostile Public 


In the face of a hostile public, 
Barker Bros. (in August, 1954) and 
the Mav Co. (in February, 1955) em 


batked on food plans worked out in 


conjunction with the Los Angelk 
Amana freezer distributor. This big 
tep by two of the nation’s largest 
torcs followed executive decision that 
1 food plan could sell home freezers if 
the plan were managed carefully and 
id h tly. And each store’s man 
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agement felt with the distributor 
(1) That the public’s antipathy to the 
idea of a food plan could be overcome 
through use of the store's unimpeach 
That 
lected, trained and controlled salesmen 
‘That fol 
low-up of the customer would insure 
of the sale, the 
er, and produce profit 


ible names; (2 carefully — sé 


could close prospects; (3 


the permanence sati 
faction of the u 
ible referral 
Neither cal it 
However, in the local trade it 
lieved that neither store has yet gon 
over 50 units a month, More impor 
tant to the industry during these early 
months is the way in which these 
tores have set themselves up to oper 


store will rev Tee 


is be 


ate a merchandising program and how 
they are hedging against becoming in 
volved in any of the evils that even 


tually killed the food plans in Lo 
Angeles in 1953 

Essentially, both Barker's and the 
May Co, are operating the Amana 


plan”’—a program attributed clsewher 
in the country to various authors, the 
Gourfain-Cobb Carson, 
Pirie, Scott store in and 
others. Anyone who lived through the 
rise and fall of food plans in the Far 


agency, the 
Chicago 


1955 


West three years ago would consider 
there is nothing new in the present 
plans except integration of the selling 
a department store operation, 
What characterizes and gives impor 
tance to the Barker Bros, and May Co 
food plans and their counterparts 1s 
and refine 
ment in all customer dealings, 


mto 


the insistence on honesty 


The Basic Plan 


At both food plan depart 
ments have been set up under a super 
visor who is paid in part by the freezer 
distributor and partly by the store 
hese supervisors—Irwin KE, Stange at 
Barker's and Fred Stevenson at the 
May Co.—are responsible to the stores’ 
major appliance managers, Howard 
Mason at Barker's and Edward Glancy 
of the May Co. There is no relation 
ship between the food plan and major 
appliances, The supervisors are 1 
sponsible for hiring, training and man 
ging a group of specialty salesmen 
who leads produced by 
women on telephone solicitation, or 


stores 


work on 


from the response to newspaper, radio 
and ‘I'V advertising, Prospects are of 
fered a food plan “tailored to the fam 
ily” with an Amana freezer on 10 per 





cent down payment and 24-mos, to 
pay, plus a food order on a four 
months contract handled by the stores 
with no down payment. Each store 
delivers and services the freezer, Food 
is delivered by the purveyor, Golden 
Gate Food Co., which will finance re 
orders when the time Hlome 
economists of the local distributor 
follow up cach purchase, as do the 
salesmen 


Comes 


Such entry into food plan selling with 
a highly organized merchandising plan is 
a far cry from that day late in January 
1950 when John Rich of Los Angeles 
sold the first food plan involving a food 
package for the home freezer with bank 
financing. ‘The success of bank financing 
of food for locker plant renters in Ari- 
yona had made many freezer industry 
people feel that such a plan would over 
come the basic problem of people not 
buying foods properly for the home 
freezers. Jack Powell, operating with 
his brother until recently as Amana 
distributors, was successful in getting the 
Bank of America to approve the food 
package financing. It was done at first 
on a “professional note’, the same loan 
one uses to pay accumulated medical 
bills. In fact, the first food orders were 


written on a contract form which listed 
(Continued on following page) 















TWO DEPARTMENT STORES 


(continued) 


THEIR GOOD NAMES are the most important single weapons which the May Co. and Barker Brothers have to 


wercome the local public's 
do their selling outside 





- 


Mitac Amana 
FREEZER FOOD PLAN 


? . © 





naturally ingrained suspicion of food plans. Both firms have in-store displays, but both 


May Co.-Barker Brothers Tactics 


* 
ors 


en 


y Me 
a ; 
ie 














CAREFUL SELECTION insures employment of salesmen 
with integrity on staff. The May Co.'s supervisor Fred 


Stevenson (right) accepts only one of 20 applicants. 








CONVENIENCE and nutrition, not ivings, is the A STRAIGHT STORY, unembellished by wild claims PERMANENCE of the plan is assured by careful 
important sales story and salesmen learn it from a tape r wilder promise is drilled into salesmen by both followup to see that customer is genuinely satisfied. 
recorded presentation and rehearse it with a flip tore The emphasis is on “‘better living with a Home economist Mona Schafer (left) visits each new 
chart until they are letter perfect When selling home freezer Here Barker Irwin E. Stange con customer, answers their questions and shows them 
they get no commission on food juct ) training session how to use freezer and prepare foods 
the food pac kage buyer as “patient ntry into the field with a pa tatin count customers, both stores must ilesman’s personal signature Ile an 
For one and a half years the food Barker's has searched the country for take the success of their venture, for nounces that he will be in the neigh 


plan was a slumbering giant, But it was 
seething with potential, Many of the 
first customers of the food plans r 
turned to ask if they would be allowed 
to sell the idea to their neighbors, Until 
eatly spring, 1951, the food plan was 
merchandised by only five dealers. Busi 
ness came strictly from referrals. During 
that year and a half, the Bank of Amer 
ica experienced a lower delinquency rate 
on freezers bought through a food plan 
than it did on any other major appli 
ance, The dealers were small, the con 
tacts were personal, the story was sound 
and honestly presented. 


Promoting for Leads 


Both Barker Bros. and the May Co 
used full page advertisements to an 
nounce their food plans, using cou 


pons for leads. Barker's announced it 
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i freezer and a food plan that would 


do what we want it to do for ul 
The May Co. announced its food 
plan with the headline, “knjoy won 


wonderful 1m 
tated 
ibout this sen 


derful food, plus a 
freezer ind save money It 
that “We're all excited 
itional new food plan down at May 
Co. IHlere’s a fabulous 
living and eating that free 
drudgery and = actually 
money \ coupon wa 
Because both 
the integrity of 


way of 
from 


you 


new 


savVeCS 
included 
stores are relying on 
break 
down the deeply-instilled distaste tor 
the food plan general among the Los 
Angeles public, their best 
ource the customer 
trade with them regularly. On thes 
families, particularly the 


their names to 


oby iously 


of leads are who 


char ( i 


iles to the public can come in profit 
ible quantity only when referrals de 


clop from satished customers. 
Telephone Contacts 


Girls telephone to arrange appoint 
ments for the specialty salesmen. If 
the girl is unable to procure a definite 
ippointment for a salesman to call 
when husband and wife will be home, 
she tries to get the prospect to agree 
to receiving some literature on the 
food plan If the literature offer is ac 
cepted, a salesman brings it out to the 
prospect's home 

Both developing direct 
mail campaigns. First attempt by 
Barker's involves letters to 100 of the 
*s customers, spaced three house 


stores are 


store 


ipart in one neé ighborhood, under a 
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borhood on a certam day discussing 
the store’s new food plan with that 
store's customers and would appreciate 


talking with her. Barker Bros. has a 


blind letter under a salesman’s signa 
ture saturating individual neighbor 
hoods through use of a criss-cross di 
rectory The letter states that the 
store is adding another service to the 
many that it has built up over the 


years, and the undersigned would like 


to discuss this service with the cus 
tomer. The food plan is not men 
tioned. Each store has an opportunity 


to push solicitations for time 
the May Co., alone, has 500,000 active 
wccounts on its book 
And thes must push 
for they hay that th 
Continued on page 97 
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anchor tor oe We're 


DEALER... after DEALER...affer DEALER reports SSS 


LEWYT SALES 
AT ALL-TIME 


Every day new reports pour in! In Manitowoc, Wis., a dealer sells 
7 Lewyts in 1 day...in Northampton, Mass. a dealer sells 27 
Lewyts in 6 days ... in Brooklyn, N. Y. a dealer sells 17 Lewyts in 
1 day! Backed by Lewyt’s 16 exclusive features and big $2,000,000 
ad drive, stores everywhere are making vacuum cleaner sales- 
history! Get YOUR share—display and promote the LEWYT on BIG 












wheels NOW! 
DO IT win LEWYT 
LEWYT CORPORATION, Dept. M-7, 84 Broadway, Brooklyn 1, N. Y. =_— ont Also sold through leading Canadian Distributors 
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About 90 percent of the toasters a repairman will handle fall into one of four general types. All can be serviced by the small shop. 


Successful Small Appliance Service 


Here, in the third article of our series, are funda- 
mental testing and servicing procedures for the four 
most frequently seen types of toasters 


3. REPAIRING TOASTERS 


By P. T. BROCKWELL, JR. 


UCH of the mystery which is 

M usually associated with servic 

ing automatic toasters can be 

swept aside if we get down to some 

of the fundamental principles of oper 
ation, 

The ability to determine when an 
adjustment is needed and to know what 
that adjustment is supposed to accom 
plish enables one to work with inf 
nitely more confidence and skill partic 
ularly when the service manual doesn't 
seem to mention precisely the trouble 
in hand 

Let us begin with a description of 
some of the simpler mechanisms and 
work up gradually to the more com 
plex models 
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Clock-Timed. Almost everyone—in 
and out of the trade—is familiar with 
this early design of the automatic 
pop-up which employed a 
spring-motored clock to time the toast 
ing cycle. ‘To start this type, the user 
by pushing down the starting lever(s 
wound the clock, lowered the carriage 
and latched it, and closed the switch 
At the end of the time cycle the clock 
tripped the carriage latch and the ele 
vating spring lifted the carriage with 
the toasted bread. A color control 
(light to dark) enabled the user to vary 
the time cycle by altering the speed of 
the clock. To get uniform toast from 
both hot and cold starts without 
changing the color control on this 


toaster 


model, it was necessary to preheat the 
toaster for the first slice of bread. 
Although thousands of these clock 
timed toasters rendered excellent serv 
ice over long periods of tim 
having been in use for more than 20 
years—the manufacturers of this type, 
prompted by the urge to make every 
thing easier for the American house 
wife, modified this model by adding a 
thermostatic compensator. 
Clock-Timed with Compensator. 
(See Figure 1). The compensator 
comprises two parts: (1) a bimetallic 
blade which bends proportionately as 
the temperature increases inside the 
toaster, and (2) a spring-loaded regu 
lating lever on the clock which is ac 
tuated by the bimetallic blade. (This 
regulating lever is independent of the 
color control and, of course, does not 
change its position.) As the toaster 
temperature rises, the bimetallic blade 
moves toward the clock regulating 
lever, later striking it, and still later 
moving the lever to increase the speed 
of the clock. Thus the time cycle is 
varied automatically to suit the start 
ing temperature of the toaster. ‘The 
color control is the same as that used 
on the preceding model, but with this 
later design it is possible to get uni 
form toast whether started hot or cold 


many 
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without changing the color control or 
preheating. 

Shock Absorber. Before moving 
picture producers had too much fun 
depicting breakfast scenes in which an 
automatic toaster ejects the toast high 
into the air, most toaster manufactur- 
ers added a checking device—similar to 
a screen door check—to retard the 
speed of the rising carriage as it neared 
the top of the slot. 

Singlestage Thermostatically 
Timed. (See Figure 2). This method, 
in which the bimetallic blade is in 
direct contact with the bread, utilizes 
the principle that time is required for 
the blade to respond to heat. Con- 
veniently, still more time is added to 
the toasting cycle if fresh, moist bread 
is used, for heat—as we all know—is 
carried away as moisture evaporators. 
On the other hand, if dry bread is 
used heat accumulates more rapidly 
inside the toaster and the thermo 
stat blade begins its movement toward 
the switch proportionately sooner. 
Thus, this type of timing adjusts it 
self automatically to accumulated heat 
and to almost any texture of bread. 

Early applications of this principle 
included not only oven type models, 
but also flip-over toasters. When one 
of these models shuts off at the end 
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| Set the color control at dark. Plug in the toaster ? 
to the series tester and depress the carriage lever 


to turn the appliance on 


_ 


If the test lamp has not lit at all attach a short 5 
circuiting jumper to the toaster terminals 


burns steadily the cord set is sound 
y 


If lamp 
1,000 watt heater coil 


Test a Toaster Like This 





If the toaster has an automatic carriage turn it 
on by depressing the carriage movement with the 
eraser end ot an ordinary lead pencil 


With a good cord set and if lamp is lighted, close 6 
the switch which connects lamp in parallel, with 
Lamp should go dim. 


Stress test the cord throughout its length 
lamp goes out or flickers there is a loose connec- 
tion or open circuit in the cord 


If test lamp still has 
lever down below the latching point 
does not light, shake the toaster 





If test 





not lit press the carriage 
If lamp still 





Shaking may have obtained contact in a faulty 
switch long enough to take a ground test with o 
lead wire from the ground indicating lamp 


of the time cycle, a signal bell in 
forms the user that it is time to flip 
the toast or to trip the carriage latch, 
is the The signal bell is 


actuated by a low electro 


case may be 
resistance 
magnet 

I'he color control enables the 
to vary the distance the bimetallic 
blade must travel to open the switch 

Further development of the preced 
ing models includes the pop-up feature 
to replace the signal bell. 

The hot wire principle (see Figure 

is employed in this type to draw 
the carriage latch A slender 
loop of special wire shaped like a hair 
pin with long legs has its upper por 
tion—the loop pulled tautly over the 
insulated end of a lever. The ends of 
the two legs are fastened to terminals 
which serve not only to anchor the 


uscr 


re ke ast 
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elements heat 


ends of the hot wire, but also to con 
nect it in series with the heating ele 
ments. Now when the user closes 
the main switch by depressing the car 
riage, the current flows through the 
hot wire thereby heating and expand 
ing it. This small movement, which 
its transmitted to the lever at the point 
where the loop passes over, is multi 
plied at the other end of the lever by 
the position of the fulcrum. As the 
lever moves with this gradual expan 
sion, it gathers a grip on the carriage 
latch release. At the end of the tim 
cycle the thermostat shuts off the 
current, the hot wire cools, contracts, 
and draws the carriage latch release 

In addition to the color control, 
some of these models featured a 
Crisper or Melba selector. This de 
vice serves to interrupt the heating 


1955 


8 Turn on the toaster long enough to see that all 


Note that cord is plugged in to 
power outlet equipped with indicating pilot lamp 


during one cycle an increasing number 
of times depending upon how far 
the control is advanced toward crisp 
These interruptions, of course, result 
in slower toasting and therefore ¢ risper 
toast. 

Ihe Crisper comprises an adjust 
able escapement combined with the 
carriage latch release.-If this control 
is set at a point which would cause 
for example, three interruptions, the 
thermostat would shut off the current 
thrice before the carriage pops up, for 

while with each shut-off the hot 
wire will cool and contract—instead of 
tripping the carriage latch the first 
three times, it will draw three incre 
ments on the escapement, On the 
fourth thermostatic shut-off, however, 
the escapement is spent and locked so 
that the movement caused by the con 


g For a final test, toast several slices of bread suc 
cessively with control set at medium. Be sure to 
leave ground indicating test lead connected 


traction of the hot wire is transmitted 
through the locked escapement to 
draw the carriage latch release 

Single-stage Thermostatically Timed 
with Auxiliary Heater. This principl 
is similar to other single-stage ther 
mostatic timing except that it employs 
a small auxiliary heating element situ 
ated directly adjacent to a somewhat 
heavier thermostat blade than those 
used in other types of timers, which 
snaps with sufficient force to trip the 
carriage latch and open the switch 
Karlier models of this design did not 
have the pop-up feature, but were au 
tomatic in every other particular. A 
pilot lamp informed the user when the 
toast was done, then the carriage had 
to be raised manually 

Automatic Carriage Movement. In 
this type the carriage descends almost 


MORE * 
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CLOCK TIMERS—The sketch on the left shows a clock timer with a thermostatic 
When the winder arm (2) 
is depressed, the clock is wound, the carriage is lowered and latched, and the 
switch is closed. As the toaster accumulates heat the bimetallic blade (6) begins 
to curl toward the spring-loaded regulating lever (3). If heat continues to build 
up in the toaster, the blade will move the lever proportionately, increasing the 
speed of the clock to suit the temperature of the toaster; as the temperature falls, 
the bimetallic blade returns toward its original position. Note that the movement 
of the blade does not alter the position of the color control cam. As the clock 
runs down, the winder arm moves upward striking the carriage latch tripping 
lever (not shown) at the end of the cycle 
On the right is a simple clock timer without the compensator 


compensator which is linked to the starting lever— 


TWO-STAGE THERMOSTATIC TIMING WITH AUXILIARY HEATER. This sketch 
shows a part of the mechanism at the beginning of a cycle with the carriage (7) 
already latched down. The bimetallic blade (1) in this type of timer is pivoted as 
As the auxiliary element heats the bimetallic blade, it bends on both 
sides of the pivot toward the left until the free movement of the lower part of the 
blade is hindered by the color control cam (2); this causes the upper end of the 
blade to exert pressure against and to close the auxiliary switch (3), short circuiting 
the auxiliary heater. (An over-center spring is shown as part #4 which gives the 
ouxiliary switch a snap action.) 
of timing 


shown 


The bimetallic blade now begins its second stage 
cooling. It can be seen that before the blade had reached its left 
extreme, the trip link (11) dropped slightly and into the path of the returning 
birnetallic blade. As the blade nears the starting point, it will strike the link (11) 
moving the tripping arm (10) toward the right, thereby tripping the latch (8). 
Then the rising carriage on reaching the top will lift the reset lever (5) transmit 
ting an upward motion to the trace (6) which is turn lifts the link (11) above the 
blade and reopens the auxiliary switch to prepare the mechanism for the next 


cycle 
cold position regulating stop 


magically after the bread is dropped 
into the slot and a minute or so later 
the finished toast rises quietly. No 
levers are necessary—the only control 
in sight is the color selector button 

This is the operating principle of 
one make which single-stage 
thermostatic timing: The weight of a 
slice of bread when dropped into the 
slot dé presses 


uses 


a lever which, through 
i linking mechanism, trips the switch 
to the on position where it remains 
until it is tripped off by the thermo 
stat. With the current on, the hot 
wire expands allowing the carriage to 
At the end of the time cyck 
the thermostat trips the switch to th 
off position, whereupon the hot wire 
cools and contracts thereby lifting the 


des c nd 


carnage to its upper position 
toast is lifted from the slot the start 
ing lever in the carriage returns to its 
upper position and the toaster is pre 
pared for the next cycl 

In another make 


featuring the auto 





Editor's Note: The fourth in this 
series of articles on small appliance 
service will cover the testing and re 
pair of mixers and will appear in the 
August issue, 
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As the 


A centering spring for the tripping arm (10) is shown as #9; #12 is the 


matic carriage movement, an electric 
motor is employed to pull down the 
carriage, but in this brand two-stage 
thermostatic timing is used, 

Two-stage Thermostatically Timed 
with Auxiliary Heater. (See Figure 4) 
Chis method is termed two-stage be 
cause the thermostatic timing cycle is 
in two parts: heating and cooling. A 
small auxiliary heating element is 
wrapped around the bimetallic blade 
and is connected in series with the 
main heating elements. There are two 
switches in this mechanism, a main 
witch and a short-circuiting switch for 
the auxiliary heater 

When the carriage is depressed, the 
iain switch is closed, but the short 
circuiting switch for the auxiliary i 
open, which allows the auxiliary to 
heat along with the main elements 
As the auxiliary heats, the bimetallic 
blade begins its movement toward a 
regulating stop. When the blade 
strikes the the short-circuiting 
switch is closed, thereby by-passing the 
iuxiliary heating element, although the 
main clements continue heating. The 
blade now begins 
its second stage of timing—its return 
toward the starting point. As the blade 
reaches the 


stop 


cooling bimetallic 


end of this return move 


SINGLE-STAGE THERMOSTATIC TIM- 
ING—The bimetallic blade (1), which is 


in direct contact with the bread, curls 
toward the right as the temperature rises 
until the end of the time cycle when it 
strikes the switch insulator (2), opening 
the thermostatic switch (3). The switch 
regulating arm (5) is held against the 
by a spring (4 


color control cam (6 





ment, it trips the carriage latch, the 
carriage rises, and the toaster is ready 
for another cycle. 

Keeps-Warm Control. ‘lhis simple 
mechanical adjunct with a selector 
knob indicating keeps warm in one 
position and pops-up in the other, is 
incorporated into several makes. If 
this control is set at keeps warm, the 
current will shut off as usual at the 
end of the cycle, but the carriage will 
not rise until the user trips the latch. 

Of the seven most commonly used 
mechanisms just described, about 90 
percent of the toasters you will be 
called upon to service will fall into one 
of the following four types 

1. Clock with Compensator 

.. Single-stage Thermostatic 

3. Automatic Carriage Movement 

4. Two-stage ‘Thermostatic with 
Auxiliary Heater 

Obviously, it you have a thorough 
understanding of these four basic 
principles of operation, it will be easy 
to grasp any slight variation in design 


Testing 


The same series tester as that sug- 
gested for irons is to be used for test- 
ing toasters. This procedure also begin: 
with the 5 


series test through a 25 
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HOT WIRE CARRIAGE LATCH RELEASE 
—The hot wire (1) is shown at the left, 
fastened at the bottom to two terminals 
with its upper end possed through the 
insulator (2) on one end of the lever (3) 
whose fulcrum is at A. A spring keeps a 
downward pressure on the right hand 
end of the lever (3). When the user de- 
presses the carriage (9), it is held down 
by the spring-loaded latch (8). As the 
toaster heats, the hot wire (1), being in 
series with the elements, heats and ex- 
pands allowing the lever (3) to go down 
slightly on the right hand end. This down- 
ward motion is transmitted to the pawl 
lever (5) which slips easily over the rachet 
edge of the sector (6). A soft spring (4) 
holds the pawl gently against the sector. 
Now when the thermostat shuts off the 
hot wire cools and contracts resulting in 
a slight upward motion on the right hand 
end of the lever (3) which is transmitted 
through the pawl lever (5) to the sector 
(6), tripping the latch (8). As the car- 
riage rises, it strikes the offset in the pawl 
lever (5), disengaging it from the sector 
(6) so that the centering spring (7) may 
return the sector to its proper position for 
the next cycle 


watt lamp. With the toaster right side 
up and this is important, for in some 
makes the switch is held closed only 
by its own weight—and fully assem- 
bled, including the crumb tray, pro- 
ceed in this manner: 

1. Move the color control all the 
way to the dark extreme and try to get 
the toaster in the on position by low- 
ering the carriage. If the model under 
test has an automatic carriage move- 
ment, use the eraser-end of a pencil to 
depress once and immediately release 
the switch tripping lever in the car- 
riage slot marked one slice. Plug the 
toaster cord set into the series test re 
ceptacle. If the cord set is not usable, 
attach a quick-connecting test cord 
and omit steps #2 and #3. 

2. Stress-test the cord throughout 
its entire length and at the terminals. 
If the test lamp flickers or goes out 
during this test, a loose connection or 
open circuit is indicated and you must 
attach a test cord and omit step #3 
If the series lamp lights without flick 
ering, also omit step #3. If the lamp 
does not light, continue as follows: 

3. Attach a short-circuiting jumper 
to the toaster terminals to create a 
closed circuit at that end of the cord, 

(Continued on page 106 
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Hotpoint... lin 


RANGES © REFRIGERATORS © DISHWASHERS © DISPOSALLS® © WATER HEATERS © FOOD FREEZERS ©@ AUTOM 











BIG IDEAL-HUMIDITY REFRIGERATOR 


e Frost-Away Automatic Defrosting «© Dairy- 
Stor * Meat Tray ¢ 2 Hi-Humidity Vegetable 
Crispers ¢ Illuminated Cold Control ¢ Stor- 
More Shelf ¢ Extra Deep Aluminum Door Shelves 
© Refrigerator Door Safety Stop. 


GIANT 123-LB. TRUE FOOD FREEZER 


¢ Insulated Latch-Type Freezer Door with 25-lb. 
Pressure Leak-Proof Seal! « Easy Loading Glide- 
Out Freezer Storage Basket «© Freezer Door 
Shelves ¢ 3-Row CubeTrays © Separate High- 
Powered Cooling System. 














A 


A touch of the toe—and it's ready to roll! The 
new Hotpoint EYE-HI rolls out for easier 
kitchen cleaning, decorating, and for retrieving 
fallen articles. The handy toe lever also locks 
the rollers so the cabinet rests securely and 


evenly in place on the floor. 


This exclusive feature, plus a refrigerator at 
eye height and a giant freezer below, make the 
Hotpoint EYE-HI the world’s most convenient 


combination. 


The Hotpoint EYE-HI will create plenty of 
excitement when it rolls into the market with 
hard-hitting national magazine and television 
advertising. Cash in on the demand and sales 
it will build for the entire Hotpoint line. See 


your Hotpoint Distributor today! 





_ WOTPOINT CO. (A Division of Generel Electric Company) 5600 West Toyler Street, Chicago 44, iMinels 
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Another HOTPOINT Evlia 
Another HOTPOINT Fiat 





ATIC WASHERS © CLOTHES DRYERS © AIR CONDITIONERS 
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We’ve been talking to ’em and they’ve been 
telling us! “Sure, I’ve been a price promoter,” 
said one big retailer—‘‘but I’ve had it. Tell the 
boys in the back room that from now on we sell 
QUALITY at a PROFIT or we’ll hang up our 
TV uniform.” 





Every now and then you have to lock your 
office door, sit down in front of a mirror—and 
talk to yourself. What’re you in business for? 
Medals? Trips to Bermuda? Six-foot gold-brass- 
plated statues? Or is it healthy sales at good 
profits on sound merchandise that performs for 


the customer and makes better customers for you? 


. Guality always makes 
food profits and steady customers 






Ask about Sentinel 
Color TV... it's great! 
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really make some dough! 


Sentinel in presenting its new TV and Radio 
lines for 1955-56 has nailed its program to the 
stoutest oak in the woods—QUALITY! Su- 
perb QUALITY. PERFORMANCE —the most 
DEPENDABLE T'YV Chassis ever built. 


But let’s face facts! If national and dealer 
advertising shout “discount . . . low price’’— 
you're either not going to make a profit or you’ll 


have to sell an inferior product. 


Sentinel takes you off the merry-go-round! 
We’re going to tell your customers to “PAY A 
LITTLE MORE FOR A LOT MORE QUAL- 
ITY!” And we’re going to blast this story home 


the Superb 


in our new national advertising program. 


With a Sentinel you can look ’em in the eye 
and say—‘‘Mister . . . here’s a great quality set 
.. . it costs a little more, but it’s well worth it!” 


If you’re ‘‘sick and tired of giving TV away” 
here’s the line that will bring a good price and a 
good profit with satisfactory volume. 


Your Sentinel distributor will show you figures 
on suggested list prices and discount schedules 
that will restore your faith in the TV business. 


It’s a good business and there’s lots of money to 
be made in it. SEE . 


Sentinel Py: oue 


HI-FIDELITY - 





RADIO «+ PHONOGRAPHS 


* PORTABLES + TELEVISION 


Sentinel Radio Corp., Evanston, iilinois 


’ 


ire 
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Tecumseh HERMETICS 2 original equipment on.. 


31% OF ALL 
HOUSEHOLD REFRICERATORS* 


Medel P91, 4 H. P. 
single cylinder compressor. 














73% OF ALL 
ROOM AIR CONDITIONERS* 


Model $7816, 3/, H. P. 
single cylinder compressor. 


70% OF ALL FREEZERS* 


Model $4814L, \( H. P. 
single cylinder condensing unit. 


*As reported by 
ELECTRICAL MERCHANDISING 


The Tecumseh compressor is an important sales feature that should 
not be overlooked when you are selling refrigeration equipment. 


Study these Tecumseh advantages and turn them into sales: 


LOW INITIAL COST—Large production, based on constant demand, 
keeps costs amazingly low. 


SMOOTHER OPERATIONCompressor is hermetically sealed in oil 


. » » internal spring mounting eliminates vibration for quiet opera- 
tion. 


COMPACT DESIGN—Allows more space for food storage,or smaller 
overall dimensions for room conditioners. 


FREEDOM FROM SERVICE—Etficient overall operation has resulted in 
less than 1% field returns under warranty. 


Check with your distributor or manufacturer to see that your refrig- 
eration equipment has Tecumseh hermetic compressors. 


71,000,000 TECUMSEH COMPRESSORS IN USE TODAY 














World's Largest 


TECUMSEH PRODUCTS — .“Fowwerst” 
TECUMSEH MICH. Refrigeration Industry 








EXPORT DEPT.: 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich, 
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One Step Ahead of Competition 





hundred times before he was saying 
it,” she said. 


A Pigeon Wins 


But Royer almost got caught with 
his “for the birds” promotion, Shortly 
after the parakeet version, a man drove 
up to the store and asked if the offer 
applied to pigeons. “Well,” said 
Royer, “perhaps for $20.” The man 
promptly led in his young daughter. 
who sang the commercial. 

“My name is Pigeon, and this is my 
daughter Sharon,” he said. Caught in 
the middle, Royer paid off and then 
put the youngster on his radio spot 
commercial, He used the turnabout 
as a joke and surprise, saying, “Even 
a a can do it.”” And he ended up 
selling Mr. Pigeon a 24-inch television 
set. Customers coming in the store 
still kid him about it. 


Using the Kids 


BHA’s west side store is located 
right next to a movie theatre. To capi- 
talize on this, Royer bought out an 
entire performance for a Saturday 
morning show. He obtained special 
children’s shows and then had his 
favorite disk jockey (Howard Mal 
colm, who handles many of his radio 
spots) judge the children singing his 
“BHA” commercial. Warbled to the 
tune of the “Old Grey Mare,” each 
child who sang it correctly was given a 
badge for a free movie next door. 

As an additional twist (and a way 
to get back the badges), each young- 
ster who wore the badge for one week 
at school received a free coke at a 
nearby soda fountain when he turned 
in the badge 


Guessing Contest 


Not all Royer’s promotional ideas 
are songs or commercials. When he 
wanted to push his Admiral T'V line 
recently, he placed a young model in 
the window of his downtown store. He 
called her Miss Admiral-TV. During 
the two week -period, people were 
asked to guess her weight within ten 
pounds. BHA gave away prizes and 
gift certificates to anyone who came 
close. When two Dayton housewives 
compared notes and found their prize 
winning answers varied more than the 
ten pound limit, they were pacified 
when told one had guessed without 
considering the model’s clothes. 


Ice Cream Giveaway 


Another idea, one which dealer 
Royer terms his “most successful,” was 
the offer of free Bing Crosby ice 
cream, a brand distributed in Dayton. 
The basic idea was that any person 
who drove to either store with an even 
thousand mileage showing on his car 


CONTINUED FROM PAGE 70 








speedometer was given a free half-gal 
lon of ice cream. BHA gave away 
several thousand containers of cream 
before closing down the offer. 


“Thoughts” Pay Off 


Recently Royer has turned to less 
jocular notes for his promotions. He 
is now Offering one dollar to anybody 
who send in a “Thought for the Day” 
which can be used for his radio spots. 
The response has been good and some 
excellent ideas have been received. If 
the “Thoughts” are not used, the 
sender receives a letter thanking him 
for sending it. 

Since BHA is currently receiving 
some thirty-five “Thoughts” a day, 
and only one is used, Royer’s letter 
tells the sender that the “Thought” 
will be kept on file and in the event it 
should be used at a later date, notifica- 
tion will be sent two days in advance. 
A plastic letter opener is sent as a gift 
for participating. If the contributor 
makes a purchase at a later date and 
can produce the letter, the salesman 
will give him five dollars. 


Serious Business 


But all is not hoopla and gimmicks 
with the Dayton dealer. His $1 mil- 
lion operation is run with a deft hand 
that shows sharp business and man 
agement sense. Royer does no selling 
himself, lets his two store managers 
do all the buying. “I run the adver- 
tising and promotions,” he says. 

Each of the two store managers and 
their three salesmen work on an in- 
centive basis. But they receive no 
direct commission for individual sales. 
It is a share-the-profit operation. Every 
month the net is split up on a per 
centage basis, with fifty percent to the 
salesmen and store managers and fifty 
percent to the store. This is net, after 
all overhead, advertising, and basic 
salaries have been paid. Royer has a 
weekly check of his books by a CPA 
and knows exactly where he stands at 
all times. 

A maximum of $225 per week is set 
for salesmen, $275 for the store man- 
agers. This is averaged out on a 
monthly basis and can go up or down 
depending upon the immediate situa- 
tion. Since the basic salary is just 
over $100 a week, the added incen- 
tive to do a top flight sales job is fore- 
most in the minds of all the men buy 
ing or selling. They are careful on 
trade-ins and work hard for the best 
price they can get. And the incentive 
setup has helped keep the men on the 
job, avoiding the drift to “a better 
job” somewhere else. Each man works 
for both his own and the other man’s 
sales, since he has a stake in the total 
business. End 





NEW TWIST IN TRENDS 


A new department, Trends—Region by 


Region, will make its first appearance in the August EM as an addition to 
the regular national Trends section, ‘The old National Appliance and Radio 


I'V Picture has been updated to give you regional columns both on what 


has happened in the preceding month and what's likely to happen in the 


months ahead. Watch for Trends—Region by Region in the August issuc 
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only 


$|Q25 


Manufacturer's recommended retail or Fair Trade price. 


High-price features 
AT LOW COST! 


@ Brews 3 to 9 cups. Every cup is 
delicious. 


@ Completely automatic—coffee brews, 
stays hot until served. 


@ Brew Control—set it for mild, medium, 
strong or any strength between. 


@ Handsome modern design. Light in 
weight. 


@ Safety-grip handle protects fingers. 
Drip-proof spout. 


@ Wide top opening for easy cleaning. 


General Electric Company, Small Appliance 
Division, Bridgeport 2, Connecticut. 
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MODEL P31 


Place your order with your 
G-E Housewares distributor today! 


Progress ls Our Most Important Product 


GENERAL @ ELECTRIC 
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Dearborn Cool Safety 


Cabinet gas area heaters 


put more dollars in dealers’ 


pockets—because 
Dearborn is No. 1 in 


dollar volume of gas heater 


sales and has been for 


years. It is No. 1, too, 


in units sold for use with 


L P gas. 


you can depend on 





BORN STOVE 


Commerce St 


COMPANY 


Tenxes 


Food Plans in the West 





key to the success of any return of 
the food plans in volume. 

Working closely with the local 
Amana distributor these two nation- 
ally known stores have set out to build 
a profitable freezer volume in this 
badly-shattered market. How thei 
food plans are organized, and how 
they are operating, is told along with 
the fabulous history of the Los An- 
geles 1951-53 food plan boom, in an 
article on page 75 of this issue. 

By the middle of June another of 
the Los Angeles department stores is 
expected to have a food plan in opera- 
tion—using the freezer of a full-line 
manufacturer. Another department 
store is negotiating with an outside 
concern for a leased food plan opera- 
tion using a private brand freezer. 
lhe most active specialty food plan in 
the city is reported to be moving 
about 80 freezers a month, with an 
exceptionally large commission ar- 
rangement for its salesmen. Another, 
Robert Condie of ‘Temple City, con 
tinues successful with a_ specialty 
operation that holds the world’s rec 
ord—he sold the first food plan, an 
Amana freezer filled with food fi 
nanced by the Bank of America, and 
was in part instrumental in getting 
the bank to finance food that would 
go into the home 

Practically every appliance dealer in 
the Los Angeles area can steer a 
freezer prospect to a food purveyor 
for the initial order of food, and can 
get bank financing for good credit 
risks, but none are merchandising a 
food plan. No freezer distributor 
could report to Execrrica, Mer 
CHANDISING a single full-line appliance 
dealer who is merchandising a food 
plan in metropolitan Los Angeles. 

In this Los Angeles market area, 
the saturation of home freezers has 
been dropping steadily since January 
1953. During the peak of the food 
plan boom, saturation reached about 
17 percent. Since that time, in addi 
tion to the number of new families 
formed within the city, more than 
2,200 new families a month have 
been moving into the city from else- 
where in the country. At no time 
since January 1953 has the monthly 
sales of new freezers equaled 17 per 
cent of the number of new families 
being established 

\ committee on home freezers, 
with much of its interest in redevelop 
ment of food plans, has been formed 
by the Flectric League of Los An 
geles. The city-owned utility’s De 
partment of Water and Power has 
continued providing its home econo 
any dealer who could form 
1 group interested in the story of “bet 
ter living with a freezer,” and recently 
has been putting on these freezer liv 
ing demonstrations in conjunction 
with food plan merchandising—at 
Sears and at one of the specialty food 
plan concerns. 

In the adjacent market area of San 


mists for 


Diego, similar re-development of the 


food plans is seen in the entry of three 
large department stores. The Amana 
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plan is being merchandised at Whit- 
ney’s, the first of the stores to get 
back into food plan selling. Walker- 
Scott has leased to the Greenhut or- 
ganization for its l’rostaire plan, and 
good reports come from the operation 
of a food plan put in by the Allied 
department store, Jordan Marsh. 


San Francisco—Oakland: Limited Start 


The Bay Area of northern Cali- 
fornia is getting off to a definite if 
limited start in rejuvenation of food 
plan selling, with three department 
stores leading the way. San Fran- 
cisco’s biggest department store, The 
Emporium, and its Oakland affiliate, 
Capwell’s, started into the field 
through a leased department. At 
these two stores, EK. Greenhut, a New 
York concern specializing in food 
plans through department stores, 1s 
merchandising a food plan using freez- 
ers with the Frostaire label by Deep- 
freeze. Selling is strictly a specialty 
operation, with telephone leads and 
other direct promotion, and little if 
any display or activity in the stores 
themselves. 

In early March, a major step was 
taken by Jackson's, a large, quality 
home furnishings concern with six 
stores in the East Bay. Headquartering 
at the main store in downtown Oak- 
land, Jackson’s took over the complete 
operation of the Better Living Plan, 
one of the only two specialty food 
plans with state-wide operation that 
had continued in business after the 
collapse of the 1952 boom, Continu- 
ing with the Revco brand of freezers, 
and most of the Better Living Plan’s 
organization, Jackson’s is operating 
now in Oakland but expects to have 
specialty forces working out of each 
of its six stores soon. Emphasis on 
convenience, nutrition, time savings, 
etc., instead of savings from quantity 
food orders characterizes the Jackson 
sales story much in the manner of 
other department stores which are 
trying to avoid the pitfalls of the pre- 
vious period of food plan merchandis 
ing. Commissions to Jackson’s sales- 
men average a little above the 
percentage paid regular white goods 
salesmen, and when applied to a na 
tional list price freezer do not allow 
inv financial arrangement 
salesmen and buver in 
down payment 


between 
making the 


Seattle: Leading the Return 


The northwest section of the na 
tion long has been one of the best 
home freezer markets. Records for 
freezer sales were being made by deal- 
ers in this area long before food plan: 
were thought of. When the food plan 
bonanza started to spread from Los 
Angeles there were many who felt 
that it would not succeed in such 
cities as Seattle—yet before long there 
were nearly 60 food plan operators in 
that city. When the food plan boom 
burst, Seattle and vicinity was hurt 

(Continued on page 88 
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New! €> Automatic Speed Kettle 


Boils water as fast 

as you Can use it... 

2 cups in 1% minutes! 
ONLY 


Manufacturer's 
recommended 
retail or Fair 


Trade price. 























High-price features 


AT LOW COST! 


@ Big 2'% quart capacity 






@ Whistles when ready 





@ Shuts off automatically if water boils 
away 







@ Striking design—combines copper and 
stainless steel 






@ Use it anywhere. Safe on the finest 
surface 













@ Pushbutton in handle locks lid open or 
closed 


@ Ideal for summer camps and motels, as 
well as every day at home 





MODEL K20 








Big color ads in Look and American Home will announce it in October. Your G-E 
Housewares distributor will receive his soon. See him about delivery dates. 
General Electric Company, Small Appliance Division, Bridgeport 2, Connecticut. 
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SELL 


what this customer needs 
















































st it 


THs lady has a mess on her hands 

..and you can cash in on her prob- 
lem when you sell Paragon's practi- 
cal “de-frost-it’. Over 2,000,000 
satisfied users prove this “wife- 
saver’ makes any electric refrigera- 
tor self-defrosting ... actually adds 
years to its life. So simple to attach, 
too. Simply plug it in, set it and 
forget it. 

What's more, the “de-frost-it’” is 
dressed-to-sell faster than ever in a 
new “sales-maker" carton. Cash in 
now. Tie your sales to Paragon 


“de-frost-it’ and.. 
$95 poroit 


él de-frost-it 
4 . 
Cordless Model $895 


sell automatic defrosting 


for more PROFITS! 


Smartest gf! ilem tn years J 


Sell ELEC-trivet by Paragon. It's the orig- 
inal electric trivet. Exclusive features in- 
clude ong -last” heating element that 
keeps food at 180 oy or more hours 
“heat engineering” jo pravees linens 

and many more. Gift on ed in gold foil box 


PARAGON 


ELECTRIC COMPANY 
TWO RIVERS © WISCONSIN 























$295... 


$3.95 with appliance cord. 





© 1638 TWELFTH STREET 
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but not as 
cities 


badly as the California 

Today nine food plans are operat- 
ing in Seattle, and the whisper of a 
boom is in the air. Allied’s large de- 
partment store, The Bon Marche, is 
operating its version of the Amana 
Plan and is pleased with present re- 
sults. This store, however, may be 
considered more than a master at 
food-freezer merchandising—as far 
back as 1948, the “Bon” was promot- 
ing a plan whereby it rented home 
freezers and sold frozen foods to go in 


these freezers. The two other large 
department stores in Seattle, Fred 
erick & Nelson, and Rhodes, do not 


have food plans at the time of this 
writing. A suburban 
MacKinnon’s, was one of th 
first concerns in the area to go back 
into food plan merchandising. ‘Th 
story of its operation was told in the 
December, 1953, issue of ELecrricat 
MERCHANDISING. 

Sales of nearly 20 freezers a month 
through a food plan are reported from 
one of Seattle’s leading full-line appli 
ance dealers, Burns & Carmichael 
The store has set up a separate de 
partment with a telephone solicitor to 
arrange appointments, and specialty 


department 
store, 


salesmen who concentrate on food 
plan selling. Other food plans in 
Seattle are being offered by Food-of 


the-Month, 
Modernway 


Co-op Agency, Inc., and 
Volume Food Service. 
One large locker plant is promoting a 
food plan that is reported to be mov 
ing 50 freezers a month. 


Denver: Department Stores Start 


Once about 90 different food plans 
were active in the mile high city. The 
crash of these plans could be heard far 
up into the mountains to the west 
and out over the plains to the east. 
Less than a half-dozen survived, and 
mostly these wer 
sold food. 

Since January Ist, three department 
stores in Denver have put food plans 
into operation, each offering the food 
package on a four months contract 
with a $100 minimum and $300 maxi 
mum. All three stores, The Mav Co., 
Daniels & Fisher, and Joslin’s, have 
had too little time to show spectacular 
records, and none backed up 
their plans with intensive promotions, 
but all report satisfaction and inten 
tion of fully developing the market. 

Most Denver appliance dealers have 
not seen fit to return to food plan 
merchandising. One dealer, who had 
1 food plan during the boom, states 
that he is not making a special effort 
to sell freezers “ 
ind want one, we 
want 


concerns that also 


have 


if people come in 
have it. If they 
a food plan, we have a food 
for them—but we aren't push 

\ suburban appliance dealer 
says * . we are skeptical about food 
plans we sell our freezers by cut 
ting our margin and offering them at 
a very attractive price. And we have 
an arrangement with a nearby super 
market to give the freezer buyer a 


source 


ing it,” 
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quantity price on frozen foods. 
selling quite a few freezers 

One appliance dealer in that city is 
starting what may be a small trend. 
He is offering a food plan that uses 
a Deepfreeze Duplex _ refrigerator- 
freezer, and is understood to have sold 
150 in one month. The food plan 
buyer finances a four-month food or- 
der, takes only one month’s supply at 
a time. He feels that his big pitch is 
the ability to take refrigerators in 
trade on his food plan. 


We're 


Phoenix: Old ‘Timer Rejuvenated 


Down in the desert country that 
shares credit for originating the food 
plan years ago—Phoenix, Ariz., banks 
were the first to finance food orders, 
although it was then only for locker 
plant renters—four major food plans 
are being merchandised. Practically 
every established appliance dealer has 
a food freezer customers 
who seck such a food supply, and the 
locker plants (which enjoy consider- 
able popularity in this area) all have 
a line of freezers for food buyers who 
are interested. Following the nation 
wide trend, the Dorris-Heyman de 
partment store is a newcomer to food 
plan merchandising, with specialty 
salesmen following from heavy 
advertising and from promotion to the 


source for 


ke ads 


store’s charge customers. The Ari 
zona Hardware Co. is specialty sell 
ing a food plan through both its 


Phoenix and ‘Tucson stores with con 
siderable Food Vault, 
one of the original two locker plant 
operators that started the food plan 
idea, has never been out of the busi 
ness in spite of the crash that cleaned 
out scores of other food plans from 
the area in 1953. Credited with many 
of the basic features of all food plans, 
the Food Vault reports a renewed in 
terest in the food plan among the 
people of Phoenix and vicinity, with 
smaller freezers and four months food 
orders getting acceptance. Some lo 
cal problem with distress merchandise 
will have to be corrected before the 
area is stabilized as a market 

At Sears, the food plan promotion 
center and freezer display has a choice 
spot at the junction of clevator and 
stairway. Food plan sales are reported 
as very good. ‘The store is considered 
to be far and awav ahead of all other 
concerns in home freezer sales in cen 
tral Arizona 


success. ‘The 


Sacramento: Competition for Sears 


Here in the capital city of both th 
state and the famous Central Valley, 
two major food plans are being met 
chandised and another is on the way 
at time of writing. If only to “get a 
chunk of the Sears pie’’ some plans 
were bound to try a comeback. Sears 
not only has a food plan here, but it 
encourages every new freezer buver to 
participate in a financed food order 
Management here believes that start 
ing with a well-stocked freezer is the 

(Continued on page 92 
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New! Bi 











@ ALL-PURPOSE MIXER 


le 


Manufacturer’s recommended retail or Fair Trade price. 








High-price features 
AT LOW COST! 


@ 12 mixing speeds with fingertip selector 


knob 

@ Easy-to-read chart gives 24 suggested 
settings 

@ Newly designed beaters . . . easier 
to clean 





@ Revolving bow! pan eliminates hand 
turning 


@ 3-qt. Pyrex bowl . . . large enough for 
big mixing jobs 


@ Heavy-duty motor maintains desired 


speed . . . never needs oiling 
@ Lightweight . . . only 3 pounds, 2 ounces 
as a portable 


@ Hangs on wall for easy storage 


®@ Heel rest lets mixer stand when used as 
portable 


@ White, grease-resistant case . . 
clean 





. easy to 








os eo 
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MODEL M15 














Better get your order in to your G-E distributor right away! 
General Electric Company, Small Appliance Division, Bridgeport 2, Connecticut. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 


PAGE 













NOW! watch 


warin-up To 









DOZENS OF USES 
FOR HOME AND BUSINESS 








i 
ble Electric | a Deluxe 
ther moe 4 Thermosta 


ne por’ ¢ sellin 


Mrs by Mf 
: - 








Bathrooms Electresteem is really turning on the heat with smashing ads month- 
after-month in these national magazines. Order now . . . start cashing in! 


MILLIONS OF PRESOLD PROSPECTS! 
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old customers 





-Glectresteem 


PORTABLE ELECTRIC STEAM RADIATORS 

























Electresteem Heat Can’‘t be Beat! 
Electresteem sends gentle, uniform, 
steam heat to every corner of the 
room. No hot blasts over “spot” 
areas. No dry heat. Operates 200 
hours without refilling. 


Safe as a Light Bulb! No fumes. No 
flames. No exposed elements. U.L. 
approved, it’s the safest heater you 
can sell. Quietest, too. 


Thrifty? Hoot Mon! Costs less than 
2¢ per hour to operate in most arcas. 
Durable all-steel construction, heats 
four times faster than old-fashioned 
cast iron. 


Portable! Good Looking, too! Con- 
venient handle makes it easy to car- 
ry. Finished in oven-baked enamel 
— handsome Ivory or Walnut. Two 
models, 8 and 10-sections. 














SAFE 
STEAM HEAT 


Nh PS 


4 















; 8-SECTION MODEL %,, 
10-section, $44.95 


Deluxe Thermostat Control, optional, $9.95 


Dealere — Dietributors 


For the complete story on profitable Electresteem 
Radiators and Thermostats, send in coupon today. 


a | Taco ee | 
WALL PLUG nTuCK 


This accurate, low-cost Thermostat 
Control saves electricity, regulates 
room temperature, pays for itself, 
No special wiring. Just plug 
in, set, forget. Order plenty 
and make extra profits on 
every Electresteem sale. 





ONE ELECTRIC AVENUE, PARIS, KENTUCKY 


Gentlemen: Please send complete information on the en- 
tire line of Electresteem products. 








NAME 


ADDRESS 


ELECTRIC STEAM RADIATOR CORPORATION 


PARIS, KENTUCKY * Subsidiary of Landers, Frary & Clark 





city ZONE STATE 
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Food Plans 








CONTINUED FROM PAGE 88———— 


| “ey first step toward becoming satisfied | 
EA [2 C A\ F with the appliance and the only op 
. portunity to start learning to use it 


i 
J . satisfactorily. As everywhere, Sears 
handles the paper on the freezer the 


There’s still time to aa plenty’ Sh in ato 


is through the bank. 
One other food plan actively being 
promoted is a relatively new one by 
For terrace, porch, lawn and many indoor uses— White 
metal frame, green canvas seat and back. Durable; color- 
fast. Weighs only 11 lbs. Stores anywhere. 


the local store of the department store 
chain of Hale’s. Following the basi 

* with any 10 units—heaters, Lectric 

. | ONE CHAIR FREE Cooks, Cooks-Alls, or mixed—for 

a f ry 4  . delivery before September 1. 

TWO CHAIRS FRE with any 20 units as above. Limit 
two chairs per dealer. Arvin prepays 
freight from factory to dealer within continental U.S. 


has a special department concen 
trating on the food plan, utilizing a 
section of the appliance department 
for its headquarters. Unlike most of 
the department stores working a ver 
sion of the Amana plan, Hale’s offers 
the food on a six months instead of 
four months contract. Unlike most 
food plans, Hale’s will, if desired, 





pattern of the “Amana plan,” Hale’s 
~ Free lighted display—od mats—folders! draw up the food plan so that it in- 


Pius the greatest national ad campaign ever run on heaters! cludes staples like coffee, sugar, flour, 
etc., for the period of the food con 
tract. 


The Sacramento unit of the Jack 

sons’s home furnishings chain, is ex 

xX new rvin Automatic Heaters pected to come into Sacramento with 

the food plan it took over from the 

Better Living Plan in Oakland. An 

other large home furnishings-appli 

ance store, with area wide reputation, 

is considering re-establishing a food 

plan, although there is dissension in 

store management by those execu 

tives who feel that the way to com 

pete with Sears’ $268.88 freezer is 

to have one to sell at that price—not 

at $319.95 which is the store com 
petitive price at the moment 


¥v¥YVY 


MODEL 5514— Priced lower than many non-automatic 
heaters! Thermostat control turns heat on and off. Quiet 
induction motor —no interference. 1320 watts, fan-forced. 
Easy-carry handhold in back. Brown enamel; chrome 
grille; ivory trim. A wonderful price leader at $14.95 


Also Model 5516 — Same styling in Williamsburg blue, 
pius carrying handle and Safeguard Safety Switch—cuts 
current automatically if heater is upset. $16.95 


Spokane: Thinking About It 


IHlome freezers are selling in the 
Inland Empire at the rate of about 
200 units a month, and many in the 
industry there feel this rate will dou 


5534—Arvin's fi ble before long. Yet, food plans have 





Model $518--1650 watts fan- Automatic! Two heate—1650 little to do with the increase as thi: 

a thermostat controlled and 1320 watts. New, larger is written 
feguard Safety Switch. signal t. Fan-forced and ra- ko food lans ; getting active 
aie ys enamel finish with dint heat with new “airflow” somata or Breg gene Jo ‘it 
chrome grille...... $19.95 aed Ganon self, and two of them are relative new 
Also Model $524, 1650 watts, chrome grille...... $34.95 comers that indicate the trend is 
pow epee Fo are Bees. underway here. Sears has had a food 
palal Gatihoth boon aatetin — ee ee plan for years. The Rich Plan with 
grille $24.95 1650 watts only.... $29.95 Carrier freezers is still a factor, hav 


ing weathered the disaster that hit 
Spokane along with other West Coast 
PLUS two new Arvin Fan-Forced Heaters and the Cool-R-Hot! cities. Newcomers are department 
store Bon Marche-Palace and Food 
of the Month, operated here by Great 
Western Fuel. 
Almost every dealer interviewed in 
leading Spokane admitted thinking about 
's \eadiils getting back into a food plan, but 
The world most seem to consider thet they 
needed it as a gimmick. There was 


heater line from 


less interest in redeveloping specialty 





ieaeteleccAl) wow, tor et PE me the world $ large ; ro org 9 aged ept Boise. Good 
Seber ue-toesthorvase te SOR OCREER ©) to manutacture' Empice Electrical League ond- Weal 
duction meter. Guard rsil. Peart sodlies neurite Gna ne ate iaien Water Power have kept - ) 
Saharan 7  maae Sone Seen Batok tones the public’s interest in home aie 

OEP lag Tt LY hy oe Wie tenor ditonset 90 ony ‘nam 


reinstatement of food plans in Spo 
Electric Housewares Division, Arvin INDUSTRIES, INC., Columbus, Indiana. kane and vicinity until success stories 


from other cities take effect End 
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One simple way 
“close” a 


gas range sale 


is to sell her... 





Better Baking Results 


with a Penn gas oven thermostat 


For a powerful sales plus on your gas ranges, sell Only Penn has all these features . . . that’s why it 
the better baking results homemakers get with a is such a big sales plus on your gas ranges. If the 
Penn gas oven thermostat! This thermostat al- range you're offering doesn’t enjoy the advan- 
ways gives faster response to oven temperature tages of a Penn oven thermostat, ask your manu- 
changes... greater sensitivity, with temperature facturer — he can get it for you! Penn Controls, 
true to dial setting . . . better baking every time. Inc., Goshen, Indiana. 


automatic CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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in the RED-HOT 


Coleman oil and gas 


“Peak-Season’” 


SPACE HEATER SALE 


You'll get MORE SALES and get them early! 
Your customers get the MOST for their money! 


Unbelievable but true! Your customers can save $20 on 
a Coleman Directionair Blower during this big Coleman 
promotion! It’s the “big deal” that will pull real traffic 
to your store—then you can close sales fast by selling 
all the EXTRA Coleman features. New fuel savings. 
New console styling to please the ladies. New and 
beautiful Golden Glow and shadowed mahogany fin- 
ishes. Get set—get details from your distributor sales- 
man or mail coupon today! 








Coleman Oil Heaters 


can give buyers 
“WEEK’S FREE HEAT each month!” 


Most powerful selling story for any oil heater! The 
secret is Coleman’s automatic Oil Saver that balances 
air-fuel mixture at every setting. Simple to demon- 
strate...show customers exactly how Coleman saves 
one gallon of oil out of four. 









Gas Heaters with 


Coleman exclusive “Blue-Ribbon” 


Burner and Safe-Cool Cabinet 


The touch test proves it: Coleman’s super - circulation 
moves freshly-warmed air through heat chamber so 
fast that cabinet stays comfortable to touch. Buyers 
get all the heat inside their homes—not wasted in the 
cabinet or up chimney. And Blue-Ribbon Burner is 
guaranteed for life! 
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Bs en 
° a, -~ - 
’ 


F’ reg. $24.95 DIRECTIONAIR BLOWER "3m 


G. GOS with purchase of 


Coleman Oil Heater... 
or 


reg. $27.95 DIRECTIONAIR BLOWER 


—GDS with Coleman 


ce! O mmm Gas Heater 


cS 


Feo - - 
‘Saee iad > 


~via Or 


Gives‘‘Central Heating” Comfort 


a Tt 


Coleman 
PROVE IT with this Demonstrator: 


ETT; helps you sell with 
special promotion materials 


BANNERS! BROADSIDES! 
FREE Ad Mats! RADIO! 





: EASY TO SELL 

| PLENTY of rust-free HOT WATER on tap... 
COLEMAN VIT-ROCK Gas Water Heaters. 

: Can't rust because “patented” rock wall separates 

water from metal. Backed by 10-year warranty 

and exclusive $500 Bond. 


The Coleman Company, Inc. 


Wichita, Kansas 





1 eget 


since 1900—makers of the famous Coleman lamps, 
lanterns, camp stoves, home heating and air conditioning 
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DISTRIBUTORS 


ALABAMA 

Alabama Appliance Co., 
Inc., First Ave. N. at 
13th St., Birmingham 
ARKANSAS 

Gunn Distr. Co., Inc. 
600 E. Markham St. 
Little Rock 

Branch: Fort Smith 


CALIFORNIA 
The Coleman Co., Inc. 
6506 S. Stanford Ave. 
Los Angeles 


The Coleman Co., Inc. 
250 Sylvester 

South San Francisco 
COLORADO 

B. K. Sweeney Co. 
1601 23rd St., Denver 
CONNECTICUT 

Roskin Distr., Inc., 275 
Park Ave., E. Hartford 
D. Cc. 

Mid-Atlantic Appl., Inc. 
2859 V St., N. E. 
Washington 

FLORIDA 

Pearce & Johnson, Inc. 
1735 Industrial Bivd. 
Jacksonville 

J. D. Johnson Co. 

16 W. Gregory St 
Pensacola 

1, W. Phillips & Co. 
Morgan & Bell St 
Tampa 

GEORGIA 

Appliances, Inc. 

501 Stewart Ave., S.W. 
Atlanta 

IDAHO 
Strevell-Paterson Hard 
ware Co., 408 So. 9th 
St., Boise 


ILLINOIS 

Triangle Industries Corp 
600 W. Adams St 
Chicago 

Hardware Products Co. 
Sterling 

INDIANA 

Tri-State Heating Sup 
ply, Inc., 236 Murray 


St., Fort Wayne 
Central Supply Co 

210 S. Capitol Ave 
Indianapolis 

Great Northern Distr., 
Inc., 112 W. Mishawaka 
Ave., Mishawaka 

OWA 
Midwest-Timmermann 
Co., 114-116 Western 
Ave., Davenport 

Sidies Co., 8 Seventh 
St., Des Moines 
KANSAS 

Coleman Heating & Air 
Cond. Co., 1815 E. Cen 
tral, Wichita 
KENTUCKY 

Valley Distr. Co., 912 
Baxter Ave., Louisville 
LOUISIANA 

Walther Bros. Co., Inc. 
1722 Poydras at Willow 
St., New Orleans 


MAINE 

Neison & Small, Inc 
68-78 Union St 
Portland 


MASSACHUSETTS 
Bigelow & Dowse Co. 
Corner 2nd Ave. & A St. 
Needham Heights 


MICHIGAN 

Semmier Wholesale Sup- 
ply Co., 5100 St. Jean, 
Detroit 

Branch: Saginaw 

Buhi Sons Co., 246 
Grandville Ave., S.W., 
Grand Rapids 


MINNESOTA 
Marshall-Wells Co. 
Lake Ave., So,—Duluth 


Marshall-Wells Co., 640 
N. Prior Ave., St. Paul 


MISSOURI 

Coleman Heating & Air 
Cond. Co., 1219 Union 
Ave., Kansas City 
Hollander & Co., Inc, 
3900 W. Pine Bivd. 

St. Louis 

General Wesco Distr. Co. 
403-11 N. Sherman 
Springfield 

Branch: Joplin 


MONTANA 
Marshall-Wells Co 
1300 E. 6th St., Billings 


NEBRASKA 
Sidles Co., 7302 Pacific 
St., Omaha 


NEW HAMPSHIRE 
Nelson & Small, Inc, 
252 Willow St., 
Manchester 


NEW MEXICO 
Albuquerque Lumber Co 
501 N. lst St 
Albuquerque 

Charles Iifeld Co 

210 1st St., N. W 
Albuquerque 


NEW YORK 

Roskin Brothers, Inc 
1827 Broadway, Albany 
Lee Distr. Co 

845 Washington St 
Buffalo 

Roskin Bros. Inc., 115 
Wisner Ave., Middletown 
Jericho Distr., Inc, 
Route 25 

150 W. Jericho Turnpike 
South Huntington, L. I 

0’ Donnell! Heating & Air 
Cond. Co., Inc., 348-382 
W. Fayette, Syracuse 


NORTH CAROLINA 
Southern Appl., Inc. 
1000 W. Morehead St. 
Charlotte 


oHnIO 
Hughes-Peters, Inc. 
1128 Sycamore 
Cincinnati 


Shuler Distr., Inc. 

2114 Woodland Ave 
Cleveland 
Hughes-Peters, Inc 
111-17 E. Long St 
Columbus 

York Supply Co 

531 E. 3rd St., Dayton 
Jos. B. Smith Co., 1945 
Franklin Ave., Toledo 


OKLAHOMA 
Dulaney’s 

100 N.W. 44th St 
Oklahoma City 
OREGON 
Marshall-Wells Co 
1420 N.W. Lovejoy 
Portiand 


PENNSYLVANIA 

The Coleman Co., Inc 
133-43 W. Hunting Park 
Ave., Philadelphia 
RHODE ISLAND 
Lenz-Knight Co., Inc 
80 W. Exchange St 
Providence 

SOUTH DAKOTA 
Power City Radio Co 
209 S. lst Ave 
Sioux Falls 
TENNESSEE 

Indoor Comfort Distr 
520 Van St., N.W 


Knoxville 
Forsyth-Williams, Inc. 
34 N. Lauderdale, 
Memphis 

TEXAS 


Amarillo Hardware Co. 
600-22 Grant St 
Amarillo 

Radio City Distr. Co, 
720 S. Austin St., Dallas 
W. G. Walz Co, 

500 San Francisco St. 
E| Paso 

Edwin Fiato Co., 305 
Velasco St., Houston 
Straus-Frank Co. 

162 Coliseum St 

San Antonio 

UTAH 

Strevell-Paterson Hard- 
ware Co,, 126 S. W. 
Temple, Salt Lake City 
VERMONT 

W. C. Landon & Co, 

21 Evelyn St., Rutland 
VIRGINIA 

R. F. Trant Distr. Corp. 
924 W. 21st St., Norfolk 
WASHINGTON 
Marshal!l-Wells Co 
1258 ist Ave, S., Seattle 
Marshal!-Wells Co., 131 
E. Main St., Spokane 


WEST VIRGINIA 
Van Zandt Supply Co, 
1123 4th Ave 
Huntington 
WISCONSIN 

Wisc, Heating Distr. 
1518 E. North Ave. 
Milwaukee 














The Coleman Company, Dept. EM-352 

2nd & St. Francis Street 

Wichita, Kansas 

Yes, | would like to know more about your $20 
PREMIUM promotion for space heaters. Please have 
your distributor's salesman call. 

NAME 

FIRM NAME 

ADDRESS. 

TOWN 


LONG... STATE... 


SI cha cate tania enki anecko siberian teint uae came cam cls nm cons cheb eI 
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Slim (Micro) Tube says: 


They’ve got 
to be slim 
to be fast 


on the heat-up 


You know your customers want speed 

. ond a slim tube gets hot faster 
than a thick tube. So you have a 
definite sales advantage when you 
sell ranges equipped with slim... 


CHROMALOX 


(ichoW mp 


Surface 
Units 


You'll find Microtubes on more lead- 
ing makes of electric ranges than 
any other unit. And here's why . 





FASTER HEAT-UP . . . slim tube is hot 
In seconds. 


QUICKER RESPONSE . . . thin, sturdy 
tube has only s the mass to heat 
up or cool down, in response to any 
change in switch position. 


MORE HEATING SURFACE . . . flat- 
top, close spaced coils provide max- 
imum contact with cooking utensils, 
in uniform allover heat pattern. 


Ask for Microtube-equipped ranges. 
They give you the extra selling edge 
on competition. And that means 
quicker turnover, more profits. 


For complete information on 
Chromalox Microtube Surface Units 
write us direct. 


Edwin L. Wiegand Company 


7525 Thomas Boulevard 
Pittsburgh 8, Pa. 






The trend |s toward 


— CHROMALOX 
Ny, gy Cha b; ” ’ 
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4 Adaptors plus 2 Microtubes 


service 98% of all range openings. 
Order from a Chromalox Distributor. If 
you don't know a Chromalox Distributor, 
contact one of these... 


CHROMALOX 


DIRECT FACTORY REPRESENTATIVES 

ATLANTA 6, GEORGIA 
C. B. Rogers and Associates 
1000 Peachtree Street, N.£.—Elgin 1733 

BALA-CYNWYD, PENNSYLVANIA 
J. V. Cathoun ompeny. 349 Montgomery Avenue 
Greenwood 3-4477-78-79-80 (Philadelphia Exchange) 

BALTIMORE 18, MARYLAND 
Paul V. Renoff Mae a 
333 East 25th Street—Hopkins 7-3280 - 7-3281 

BLOOMFIELD, NEW JERSEY 
M. B. Rosevear Company, Inc. 

) Two Broad Street—Bloomfield 2-8600-8604 
New York City: Worth 4-4258, 4-4278 

BOSTON 11, MASSACHUSETTS 
Leo C. Pelkus and Company 
683 Atlantic Avenue—Liberty 2-1970 and 2-1946 

BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue—Summer 4000 

CHATTANOOGA 2, TENNESSEE 
Harold Miles and Associates 
424 Georgia Avenue—Phone 5-3862 

CHARLOTTE 2, NORTH CAROLINA 
Ranson, Wallace & Co., 116% East Fourth Street 
Edison 4-4244—Franklin 5-1044 

CHICAGO 6, ILLINOIS 
Fred |. Tourtelot Co., 407 South Dearborn Street 
Harrison 7-5507, 7-5508, 7-5509 

CINCINNATI 8, OHIO 
William F. Smysor Company 
1046 Delta Avenue—Trinity 0605 

CLEVELAND 13, OHIO 
Anderson-Bolds, Inc. 

2012 West 25th Street—Prospect 1-7112 

DALLAS TEXA’ 

L. R. Ward Company 
3009-11 Canton Street—Riverside 6279 

DENVER 11, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 

DES MOINES 14, 10WA 
Midwest Equipment Company of lowa 
842 Fifth Avenue—Des Moines 3-1203 

DETROIT 38, MICHIGAN 
Carman Adams, Inc. 

15760 James Couzens Highway—University 3-9100 

HOUSTON 3, TEXAS 
L. R. Ward éompany 
1814 Texas Avenue—Blackstone 0356 

INDIANAPOLIS 4, INDIANA 

chman-Conant, Inc. 
627-631 Architects & Builders Bidg. — Melrose 5-5313 

KANSAS CITY 6, MISSOURI 
F. D. Moore Company 
106 East 14th Street—Victor 3306 

LOS ANGELES 11, CALIFORNIA 
Montgomery Brothers 
2113 South San Pedro Street — Richmond 7-9401 

MIDDLETOWN, CONNECTICUT 
Dittman and Greer, inc 
33 Pleasant Street—Diamond 6-9606 

MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue— Broadway 1-3021 

MINNEAPOLIS 4, MINNESOTA 
Volco Company 

- 831 South Sixth Street—Geneva 3373 

NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 

OMAHA 2, NEBRASKA 
Midwest Equipment Company of Omaha 
1614 Izard Street—Atlantic 7600-7601 

PHILADELPHIA, PENNSYLVANIA 
See Bala-Cynwyd, Pennsylvania 
(Suburb of Philadelphia) 

PITTSBURGH 6, PENNSYLVANIA 
Woessner-Mc Knight Co., 1310 Highland Building 
115 South Highland Avenue—Emerson 1-2900 

PORTLAND 9, OREGON 
Montgomery Brothers 
1815 Northwest Northrup Street —Beacon 4197 

ROCHESTER 4, NEW YORK 
Niagara Electric Sales Company 
133 South Clinton Avenue—Hamilton 5166 


C. B. Fall Company 

317 North 11th Street—Chestnut 1-2433 
SAN FRANCISCO 3, CALIFORNIA 

Montgomery Brothers 

1122 Howard Street—Underhill 1-3527 
SEATTLE 4, WASHINGTON 

Montgomery Brothers 

911 Western Avenue—Seneca 3270 
SYRACUSE 6, NEW YORK 

Rob-Smith pany 

2507 James Street—Syracuse 73-2748 
WICHITA, KANSAS 

F. D. Moore Company, Room 211 Derby Building 

352 North Broadway Amherst 2-5647 
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Two Department Stores Buck a Bitter Public 





plan will not work right now in Los 
Angeles without qualified leads, Only 
leads that have agreed to see the sales- 
man, and on appointments which have 
been made when husband and wife 
can be seen together, prove profitable. 
Working that way, Barker's and the 
May Co. are considered to be closing 
more than 60 percent of such qualified 
leads. The ideal pattern for handling 
food plans sales out of such a depart- 
ment store sponsored operation, says 
Stange of Barker's, is through units 
of 11 men—a crew chief directing 10 
salesmen. Each salesman needs five 
qualified leads a week. Closing 3 of 
these 5 leads will give the salesman 
an income between $200 and $300 a 
week. Supplementing the five quali 
fied appointments, of course, will be 
the necessary call-backs, follow-ups on 
customers for service and_ referrals, 
etc., that fill out his schedule. 

Both radio spots, TV spots, and 
store promotions were being prepared 
by both stores at the time of this 
writing. The Amana _ distributor's 
home economist, Mona V. Schafer, 
was presenting freezer-food demonstra- 
tions at two of the May Co. stores. 
Inquiries from all these media will be 
processed by ‘phone, qualified into 
definite leads with scheduled appoint- 
ments before being turned over to the 
salesmen. 


Use of advertising media and telephone 
solicitation to bring the food plan 
story to the general public was the 
fuse that set off the food plan boom 
in July 1951. The first food plan to 
to be organized with several outlets 
through the city, The Rich Plan, went 
onto television and started telephone 
solicitation to provide more leads for 
its rapidly increasing staffs of specialty 
salesmen. ‘The response was so spec- 
tacular that the word spread and every- 
one not only tried, but did get into the 
act. 

About that time, a hassle over the 
selling of water softeners on FHA title 
I, plus Better Business Bureau pressure 
and scrutiny by the District Attorney's 
office, threw a large number of specialty 
salesmen into the field. Most found 
the food plan a natural, They were 
joined shortly by specialty men who 
deserted the roofing-siding racket, en- 
cyclopedia peddling, etc. Soon many 
found that it was not necessary to work 
for a food plan; here was a business 
that required no capital, no inventory; 
just a desk, a telephone, and a pair of 
suede shoes. The freezer could be 
bought from the distributor after the 
sale was made, and the banks would 
provide whatever credit was needed. 

Within six months there were more 
than 400 individual food plans operat- 
ing in Los Angeles and vicinity. And 
each was making money — fabulous 
profits in scores of cases. Although 
sales by the food plans were draining 
the stock of freezers elsewhere in the 
country, there were still not enough. 
During late 1952 eight new manufac- 
turers of home freezers started up in 
Los Angeles. Many brands of very poor 
quality came onto the market, and none 
had a fixed retail price. To fill these, 
every possible food source was taken 
into contract, and butchers had their 
biggest season in years. 

The winter of 1952 was “the good 
old days” of the food plan in Los An- 
geles. Everyone connected with it 
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made money, Even appliance dealers. 
Some normally one-man stores were op- 
erating crews of 15 to 18 specialty 
salesmen. The boom was on, and no 
one could see an end until 100 per- 
cent saturation of freezers would be 
reached. 


Developing Specialty Crews 


Both Barker's and the May Co. 
have faced a serious problem since the 
inception of their operations. Each 
store must have enough top-notch 
specialty salesmen—yet neither can af 
ford to gamble on men_ without 
proven character and — The 
problem is to get “good closers with 
shiny shoes.” Newspaper advertising 
is bringing plenty of prospective sales 
men, but screening by Stange, Steven- 
son and others is eliminating nearly 
all. Stange automatically eliminates 
the applicant who walks in with the 
question “What's the deal?” At the 
May Co. about one of every 20 appli 
cants is accepted for the food 4 wf 
sales staff. Men who had experience 
selling food plans in 1952 are pur- 
posely avoided, unless there are good 
reasons for an exception. 

Salesmen selected for the food plan 
force at Barker's and the May Co, get 
two full days of training before going 
out on their first calls. The men are 
first made missionaries for ‘freezer 
living” through a detailed education 
in the advantages of using frozen foods 
in the home, basic nutrition principles, 
just how the freezer effects the home 
maker's life in regard to food buying 
habits, food prices and savings, etc. 
To completely sell the men on their 
own sales story, Barker's, for example, 
offers food plan salesmen an Amana 
freezer at a special employe’s price, no 
down payment, 24-mos, to pay, and 
the food on the regular basis. Should 
the salesman later leave, Barker's will 
take back the freezer and cancel the 
contract. 


Plenty of Training 


Supervisors Stange and Stevenson, 
both with years of successful experi- 
ence in sales crew training and man 
agement, are giving their men inten 
sive training in how to arrange 
husband-wife appointments, how to 
handle the prospects during the pre- 
sentation of the food plan story. In- 
struction and practice in making the 
food plan presentation, using the 
standard Amana easel, is part of the 
initial training program, Salesmen in 
training hear a taped food plan pre- 
sentation, which includes instructions 
on how to adapt it to the individual 
prospect and how to conduct oneself 
during the presentation. 

The food plan salesmen at both 
stores are paid on a straight commis 
sion basis, The exact percentage has 
not been disclosed, except that it is 
flexible and runs between 10 and 14 
percent. The master plan of Amana 
apparently suggests compensating de 
partment store food plan salesmen 
with $50 for sale of a 12-cu. ft. freezer 
up to $80 for sale of a 25 cu. ft. 
freezer. ‘That scale was arranged for 
freezer prices east of the Rockies, and 





seems to present a problem to local 
operations, However, it is likely that 
the salesman compensation by both 
Barker's and the May Co. may be 
altered and adjusted as their crews in 
crease and they have more experience 
to guide the planning. 

Commissions are paid to salesmen 
of these two food plans on the freezer 
only, Neither the stores, their sales- 
men, nor the freezer distributor make 
any profit on the food order. 


Controlling Food Plan Selling 


With the memories of the food 
plan crash of 1953 still fresh in Los 
Angeles, management of Barker's and 
the May Co, have set up controls to 
police the sales story, salesmen’s claims 
and the financial details of the trans 
action, 

Neither store will accept a food plan 
order from a salesman unless the full 
down payment accompanies it. Then, 
before the order is processed and de 
livery scheduled, a telephone call is 
made to the food plan buyer, On this 
call, the buyer is thanked for the order 
and congratulated, etc. Also, she is 
told that the store wants to be sure 
that she understands the details of the 
purchase, the down payment, the food 
supply cost, the monthly payments, 
etc. The experienced store executive 
knows at the end of this conversation 
exactly what arrangements were made 
with the buyer and is able to decide 
whether the deal was kept within the 
store's policies, 

Salesmen and their selling methods be- 

gan to show by July of 1952 that some- 

thing might happen to the food plan 
boom before the market was saturated. 

With more than 400 plans operating, 
there were never enough salesmen to 
go around, Pirating became the pat 
tern for food plan operators, ‘This 
could be done only by offering higher 
and higher commissions on the food 
plan sales—eventually the commissions 
reached close to 3) percent. 

To leave a profit for himself and 
still offer a commission high enough 
to hold his share of salesmen, an oper 
ator had to find more money in each 
food plan he sold, He did this in one 
or all of three ways. The availability 
of off-brand, no-list price freezers en- 
abled the operator to set the price 
of the freezer at the level that gave 
the salesman close to 30 percent and 
still left plenty for the operator him 
self. If the food plan operator had 
access to a name-brand, list price 
freezer, he used another equally suc- 
cessful tactic—he ballooned the price. 
He would sel! a deluxe model freezer 
at list price, and then include in the 
cost of the food plan each of the 
freezers deluxe features at his own 
price . . . the baskets, dividers, door- 
lock, interior lights, chrome trim, warn 
ing bell, freezer guarantee and food war 
ranty. Then he would charge for de- 
livery—that often ran as high as $50, 
and for installation, frequently $15. 

To hold salesmen with higher and 
higher commissions, some operators of 
food plans began working on the food 
order, colluding with the purveyor to 
provide grades of meat and frozen foods 
below that specified in the order, and 
to short-weight the meat orders, This 
permitted a spread in the food order 

(Continued on page 100) 
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“DEAD END” KID OF THE 
ELECTRICAL BUSINESS! 


Here’s what Kennecott is doing Wiring in their own homes. They must be 
about that problem child shown what to do about him. And they must 


be convinced that Skimpy Wiring is the real 
of yours— SKIMPY WIRING! culprit when the appliances they buy from you 


You know this evil little fellow. He lives in don’t work as well as they can and should. 
8 out of 10 of your customers’ homes. He 


keeps them from enjoying the appliances they That's why Kennecott is running full page 


ads like the one shown below in the Saturday ; 

have. He keeps them from buying many new : 

: ; Evening Post and This Week magazines. It’s a 
appliances. He’s a big reason for appliance ~~ : , 
Seuteia* hard-hitting, educational campaign that bene- 
, fits the entire electrical industry. Specifically, 
it’s a campaign that helps you. Because it takes 
the blame off your appliances and puts it right 
where it belongs — on Skimpy Wiring. Tie in 
They must be told how to recognize Skimpy your store with it! 


How can you run him out of your territory? 
Only one way . . . intensive education of your 
customers! 


FREE! TIE-IN MATERIAL! 


Tell your customers the vital story of adequate 
home wiring. Send today for poster-size blowups 
of Kennecott’s full-page Saturday Evening Post 
and This Week magazine ads for display in your 
store. Get free sample copies of the educational 
booklet, “The ABC of Home Wiring.” Ask for 
list of at-cost prices for large quantity orders of 
material available for your direct mail use. No cost 
or obligation! Just write on your letterhead to 
Kennecott Copper Corporation, Dept. M75, 161 
East 42nd St., New York 17, N. Y. 





Kennecott Copper Corporation 


Fabricating Subsidiaries: CHASE BRASS & COPPER CO. * KENNECOTT WIRE & CABLE CO. 
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price that the purveyor and food plan chase. ‘The prospect is sold on the fi- 
operator split. “Another prevalent com- 


nancial as well as physical savings that 
plaint is that after buying a side of 


tee Pad ype ' ; come from fewer trips to the store each 
ecT, TOOT ian MITCHASCT lave bDecn 
ma | purcnasess . week, less time in line shopping, less 


shorted on some of the best cuts,” the mien ty te cally On i ten 
Better Business Bureau of Los An- Ad m — y ‘ pray ‘ 7 rs at 
geles said in April of 1952. It was Pls items that ma e up 26 percen 
a common practice for a percentage of a supermarket S volume and a larger 
of the choice cuts to go into the food percentage of its profit. ‘The salesmen 
purveyor’s meat case at $1.20 a pound, emphasize the prospect’s opportunity 
and for the evening's meal of fillets to to buv loss leaders in quantity or the 
Wigh, Wide, go home under the butcher's coat—with — ceaconal good buys. Depending on the 


the food order weight made up with type of prospect, the salesman may 


AWandsome additions of scraps or cheap cuts 









HOTSHOT 


FOR INSTANT SERVICE 


: tate the advantages of home freez- 
oO hile the operat re strug- > 
© rree & ain aa aay Ge oll Bs oe ing fruits, berries and vegetables dur 
ae On OR am OR. go the margin that would provide com- '!" the peak of season. : 


missions big enough to hold salesmen, The sales story being told by the 
what was happening out in the field salesmen of Barker Bros. and the May 
where these high commissioned sales- 
men peddled the food plans? 
Competition was setting in between 


WATER BOILER 


FOOD AND BOTTLE 
WARMER 


Co. puts less emphasis on the savings 

that accrue from the purchase of the 
mos. + than d the b: 

salesmen for the public’s order. So 4-mos. food order than does the basi 


the selesmen started a practice that Amana Plan, and considerably less 
contributed considerably to the death emphasis on that saving than do many 





<& of the great food plan boom. They of the food plan organizations cur 
started competing on the amount of rently enjoying big volume in the mid 

PERCS down payment the purchaser would West and the East. 
COFFEE . . FAST! have to lay out to participate in a food The “pays for itself storv” is told 





plan. The salesmen did this by dig- py the 
ging into their fat commissions to pay stores to prospects to whom it might 
part of the down payment for the. RG | ay ews Fe fond ule 
purchaser. As competition became se- 4PP 4 So ¥ -— 
vere in the fall of 1952, the food plan 4M save the participant more than 
buyer who made any down payment enough to pay for the freezer, even 
was considered a sucker. The sales- more pc rhaps but only if, and to the 
man could be talked into paying it all. extent, that the freezer owner works 
And there are many, many cases where at it. 

the salesman told the prospect frankly, That the majority of the food plan 
“What have you got to lose? Tl 
supply the down payment. You get a 


salesmen of these Los Angeles 










































purchasers are not going ‘‘to work at 


freezer and 3-6 months supply of food. a oy by —" : ‘aw the 
Eat it up or get it out of sight and ay Co.; therefore the emphasis on 
let them take back the freezer when ‘te¢zer living, an idea that the majority 
the first payment is overdue.” When of purchasers will accept Another 
the freezer and the food were on the basic reason, of course, steps into this 
same contract, this was a workable set- reasoning behind the sales story. The 
up. food plan of Barker's and the May Co. 
Records of freezer sales in Los An- is being directed toward a different 
aed os Se — paeprind a economic group th in that which re- 
where. From a few feet away the food sponded to the save 40 percent of 
plan in Los Angeles was still a bonanza. pra food bill” food plans in the early 
50s. These stores are directing their 


Telling a New Food Plan Story promotion toward the “middle class” 


Specialty salesmen of the Barker families—the upper and lower middle ‘ 
Bros. and May Co. food plans are tell class families which are buying auto 
ing a food plan story that bears little matic washers by the millions not be- 
resemblance to the sales pitch used ‘*™% of necessity or monetary sav 
during 1951-53. By itself, the new 8, but strictly for convenience and 
sales story is the key to success or fail the better way of living these appli 


ure of these new food plans. ances offer. 
I'he Los Angeleno who accepts an Reaction of the Los Angeles people 
appointment with a salesman from to the misrepresentation that had sold 
HEATS SOUPS, Sakis ax the ther Cn. teen the them a food plan contributed greatly 






COOKS CEREALS to the final demise of the idea in 1953. 


story of freezer living. Convenienc« 


. FASTI The original honest freezer living and 
of having a store in the home, better saving story that had been told by John 
meal planning, easier food preparation, Rich, Robert Condie and a few other 

HOT HOT better nutrition for the family, more pioneers in 1950 had long since been 
vitamins, more variety in foods—this distorted by other operators as the 

: story gets dominance. Visually sup idea mushroomed. Early in 1952 the 
SELLS AS FAST AS IT BOILS! porting the salesmen’s major sales Better Business Bureau used one of 
story are magazine and newspaper its strongest tactics, an appeal to ad- 


vertising media to refuse copy. It ad- 


articles from women’s and general mn ey 
5 vised newspapers, T-V and radio or 





ata , 









magazines endorsing the use of a vanizations that “Many of these (fooc 

Jee Winle broad on hoary ane wnyEA Om CHOCOLATS ” rome a oe being intro ev concerns have ieee a he 
- duced to a better and more convenient yractice of using unethical, misleading 

Sy ae q way of living through a service of = untruthful ination and see 
Barker Bros. or the May Co.—a service practices . . . the two most overworked 

which also permits a variety of savings. and misleading claims is the use of 

Savings get their share of the sales ‘wholesale and “Savings , when actu- 

BOUS EGGS TO ORDER. talk—but savings from the initial order ally the food is not sold at ‘whole- 


WARMS BABY BOTTLES sale’ and in most cases the ‘savings’ is 


' f food is not presented as a way to - 
AND PREPARES FORMULA ’ : I xtremely doubtful . . .”’. 
UNITED METAL GOODS MFG. CO., INC °. pay in full for the freezer or as even og Sogn no control possible 
379 DE KALB AVENUE - BROOKLYN 5, N.Y WORKS AS VAPORIZER the most important way that the food over salesmen. When prospects be- 
plan buyer will profit from the put (Continued on page 104 
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; Say the Magic Words “Foods don't trade flavors 
in an Admiral Dual-Temp!” 
and sell the 
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SHELVES 
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Model CU13120 
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TEST SELLING 


REFRIGERATOR-FREEZER in its field! 


8.83 cu. ft. Refrigerator on top—120-\b. Freezer on bottom. 

















dmiral 


"“Up-Side-Down” 
Dual-Temp 


First nationally-advertised ‘‘Up-Side- 





















Down”’—first in sales! Admiral has never 
surrendered this position of leadership. 





That’s because Admiral continues to out- 
Reversible 


BOTTLE 
GUARDS 


strip competition in wealth of features, 
like its Magic Ray Lamp that prevents 
flavors from mingling. Dealers know they 
can count on Admiral for exclusive fea- 
tures, quality and price. That’s why they 
have put Admiral on top. If you’re not 
now selling Admiral’s famous “‘Up-Side- 
Down”’—call your Admiral distributor, 








The name Admiral. helps you sell 


TELEVISION - RADIOS - APPLIANCES 
3800 Cortiand Street - Chicago 47 
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There's eye appeal and buy appeal a'plenty when aluminum is used in 
electvic housewares, Light weight, beauty, durability, fast heating and cool- 
ing plus other qualities such as being non-toxic, rustproof and easy to clean 
are aluminum advantages that are important in deep fryers, sandwich grills, 
mixers, waffle irons, coffee makers and countiess other items. 
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George of George’s says: | 


“Aluminum Helps Sell § 





Aluminum is the modern metal that homemakers want in their appliances. 
That's another reason why major range manufacturers are using more 
and more aluminum in light housings, escutcheons, bezels, minute 
timers, clocks, broilers, cooker wells, insert pans and trivets. Replaceable 
aluminum foil oven liners are a sales-appealing feature in some models. 





It really gets hot in Washington, D. C., but George's Ap- 
pliance Stores help residents beat the heat with a wide 
selection of fans and room air conditioners. Light, attrac- 
tive, rustproof aluminum is a popular metal for blades and 
housings and is also used in hidden fan parts. 
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Leading makes of refrigerators and freezers now include evaporators in 
both natural finish and color anodized made of Reynolds Aluminum Tubed 
Sheet produced by Reynolds patented roll bonded process. Because the 
tubes are right in the sheet, there is better conductivity and appliance 
dealers are quick to point out this improved performance feature. 


Aluminum liners, compartments, trays, pans and other components are 
popular features in today's fine home freezers. Shelves, ice trays, storage 
racks, crisper pans, evaporators, butter-keepers and other parts are 
naturally made of strong, attractive, light weight, rustproof aluminum in 
fine refrigerators. 


Appliances Quicker...Easier” 


Smart Merchandisers at George's Appliance Stores point out 
aluminum features in appliances...point up their sales 


In Washington, D. C., George’s Radio and TV Company 
is recognized as a leading source for nationally advertised 
name appliances. Shoppers find a wide selection, fair prices, 
convenient credit terms, and well-equipped servicing de- 
partments at George’s. They also find factory trained sales- 
men who are quick to mention the aluminum features in 
appliances of all types. 

Mr. George Wasserman, President, says, “Our many 
customer services and today’s fine appliances make a good 
combination for giving customers the most for their money. 
We believe aluminum appliance parts fit into this picture 


& 


Room air conditioners, too, feature aluminum in fans, baffles, fins, 
window closures, escutcheons and other parts. Aluminum offers 
important sales advantages here because of its excellent heat 
conductivity and light weight. Its resistance to rust and corrosion 
means no rust stains on home exteriors. 
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because they help make appliances better and assure true 
value to appliance users. Our salesmen talk up aluminum 
parts . . . find help they sell appliances faster and easier.”’ 


How Aluminum Helps Sell Appliances 


Aluminum offers appliance dealers a combination of ad- 
vantages found in no other material. For example, alumi- 
num is light in weight, strong, resists rust and corrosion, 
offers excellent conductivity, is attractive and stays at- 
tractive in its natural form and when color anodized, Alert 
salesmen at George’s Appliance Stores are quick to boost 
their sales by telling of these advantages wherever they 
apply in different appliances. 


Aluminum Advantages Aggressively 
Merchandised to Consumers 


National magazine and network TV advertising by 
Reynolds Metals Company is constantly reminding cus- 
tomers to look for aluminum in the appliances they buy. 
Smart merchandisers like George Wasserman are putting 
this support to work for them right at the point of sale 
where dealer profits are made. Reynolds Metals Company, 
P.O. Box 1800-Ad, Louisville 1, Kentucky. 


ouauty 
This seal, already recognized by many of your customers peorecTen with . 
is used by many packaged goods manufacturers to tell con- 
sumers that their products are quality protected with Aluminum j 
Reynolds Wrap Aluminum Packaging. PACEAINS 


This seal, too, is now being displayed on appliances you 
sell. It lets your customers know which products offer the 
quality of Reynolds Aluminum, 


& 
REYNOLDS G22) ALUMINUM 


MODERN DESIGN HAS ALUMINUM IN MIND 
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MAKES RADI 


HISTORY! 





, FM RECEIVER 


FOR ONLY 
"299 


A quolity FM radio 

at an unbelievable low price. 

No wonder sales are zooming! 

® Powerful 6 tube chassis for high sensitivity. © Exclu- 

sive Granco coaxial tuning for drift-free performance and 

selectivity. © Big 6” oval speaker for amazing volume 

and superb tonal quality. ¢ Built-in antenna. © Smart 

paragrid styling. © Available in 5 decorator colors at 
slightly higher price. AC-DC 


LOWEST PRICE EVER FOR FM! 





0 
THE Mic 7 AM-FM RECEIVER 


FOR ONLY 


<a 


Similar in appear- 
ance and compactness to the 
“Music Hall” (Model 610) FM 

Receiver. © Engineered to give the same remarkable 
static-free FM performance. © Powerful 7 tube chassis. 
® Built-in AM and FM antennas. @ Extended-range 6” 
oval speaker. © Also has exclusive Granco coaxial tuning 
for exceptional sensitivity and selectivity. AC-DC @ Avail- 
able in 5 decorator colors at slightly higher price. 


LOWEST PRICE EVER FOR AM-FM! 


MODEL 
720 





See «é at the Music Show — Booth 35, 
Palmer House, Chicago, July 18-21 


GRANCO Products Inc. 


36-07 20th Ave., Long Island City 5, N. Y. 
Leading Manufacturer of UHF Converters and FM Receivers 


Prices slightly higher 
In West and South. 
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came cither scarce or cagy, salesmen 
started vying with each other for a 
particular prospect through the amount 
of savings claimed. One food plan 
prospect telephoned a distributor and 
told him that a food plan salesman 
had shown her how to save $138 a 
month on her food bill, and it inter- 
ested her because right then without 
a food plan her monthly food bill was 
$123. 

Then, early in the fall of 1952, pros- 
pects became wary because of rumors 
beginning to float through = 
hoods. Families who had a food plan 
for several months were dissatished. 
Then one of the major banks decided 
it's “portfolio was unbalanced’’—too 
much food plan paper. So it restricted 
loans, automatically cutting out sales 
in the low income families who were 
then the green field for the food plan 
operators. 

Competition between food plans 
heightened, many swayed or fell by 
the wayside as orders dropped off. Ad- 
vertising didn’t produce the prospects, 
at least the ones that could get credit 
approval — and one food plan spent 
$18,000 in one month to promote leads. 
Mumblings among early food plan cus- 
tomers turned into action; many let 
their freezer contracts default, or put 
them on the market at low prices. 
When the repossessions amell the 
crucial point the ominous figures of 
the financial institutions again cast their 
shadows over the food plans. Credit 
was restricted for food plan operators, 
nearly eliminated for food plan buyers. 
Food plans folded by the score each 
week, The boom was over, but a hang 
over was ahead for the appliance in- 
dustry. 

With the food plan operators out of 
business, many food sources were no 
longer easily accessible to their former 
customers. Other food plan buyers 
had run out of food long before the 
food was paid for and could not get 
financing of a re-order. En _ masse, 
these disgruntled families threw their 
freezers onto the market through re 
possession or into the classified adver 
tisements for sale. Complaints of swin- 
dle and fraud swamped the Better 
Business Bureau and the police bunco 
division. 

It took 18 months to absorb those re 
possessed and distress freezers in the 
nation’s second largest market area, 
even with 2,200 new families moving 
into the market each month at that 
period. 

Los Angeles had had it—because a 
good idea was badly used. 


Plan for Permanence 


No matter how slowly the Barker 
Bros. and May Co. food plans may 
take to develop into volume opera 
tions, it is apparent that both stores 
intend to make a satisfied customer 
out of each food plan buyer, and to 
keep that customer. 

In the first place, both stores arc 
striving to keep from selling a food 
plan to a customer who cannot afford 
it as a convenience, Food plan pros 
pects must have a credit standing that 
permits the $70 a month payment 
without undue strain on the budget 

A second hedge against dissatistac 
tion by the food plan buyer is the 
arrangement for quantity purchases of 
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food. Using a relatively small pur 
veyor, the Golden Gate Meat Co., en- 
ables easy policing of the quality and 
service provided to food plan buyers 
from either store. Every food order, 
says the stores’ advertising, is “guaran 
teed 100 percent.” In practice, should 
a food plan buyer express dissatisfac- 
tion with any part of the food order, 
the whole order will be replaced by 
the purveyor. 

The long range program to insure 
the success of their food plans as well 
as the reputation of their stores, is 
based on a follow-up plan. Each store 
intends to make the food plan buyer 
happy with the purchase by teaching 
her how to use the plan and how to 
change her habits so that she is able 
to enjoy freezer living. 

Each food plan sale is followed up 
by the salesman from one to three 
times. ‘The salesman makes a call in 
about five days to present a copy of 
the Amana cookbook, to check on the 
customer's satisfaction or problems 
with freezer living, and to let her 
know that she will receive the peri 
odic mailing of the booklet on freezer 
foods and cooking from the Amana 
factory, Other calls may be made, de- 
pending on the prospect—May Co. 
says that cach customer receives three 
calls from the salesman 

Making a food plan buyer a person 
active in freezer living is primarily the 
responsibility of the Amana distribu 
tors home economist, Mona V. 
Schafer. After cither Barker Bros. or 
the May Co. conclude a food plan 
sale, and the buyer has had a few days 
“to try it on for size,” Mrs. Schafer 
reaches her by telephone. On this call 
she explains the service that she offer: 

that of an experienced home eco 
nomist and available to 
with the food plan buyer to make her 
freezer and its frozen foods a valuable 
asset to her home. An appointment is 
made with most of the food plan cus 
tomers for a visit by Mrs. Schafer to 
the home. (Many food plan buyers 
have owned freezers before and desire 
no help.) If the customer is in an 
outlying city (both stores sell regu 
larly as far out as Santa Ana, St. Bar 
bara and Palm Springs) Mrs. Shafer 
groups calls in those areas until she 
has enough to warrant a day's trip. In 
March, 1955, she traveled 1,629 miles, 
made 70 initial phone calls, 41 home 
visits, wrote 30 letters to customers, 
handled 9 demonstrations in 
made 4 talks on freezer living to clubs. 

At the home of the Barker Bros. or 
May Co. customer, Mrs. Schafer first 
acquaints herself with the family, its 
size, economic status, age grouping, 
etc. ‘Then she shows the homemaker 
how to use the freezer, techniques of 
storage, preparation of foods for freez 
ing, storage of leftovers, use of the 
Amana cookbook, etc. She discusses 
with the customer the best techniques 
of shopping for foods that will go into 
the freezer. As far as possible she goes 
into techniques of using the store of 
freezer.” End 
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WHEN THE HEAT’S ON... 


G-E Motors and Sales-aid Tags 
Help Boost Your Window-fan Sales 


HIGH-QUALITY General Electric shaded- 
pole motors can help close sales of air-moving 
appliances when your customers are seeking 
relief from summer heat. The reputation of 
these motors for dependability and long 
life is a real plus with buyers. 

TO CALL ATTENTION to these quality mo- 
tors, G.E. offers equipment suppliers an 
“Equipped with G-E Motor”’ sales-aid tag 
for each motor they buy. These tags can 
help pre-sell prospects from display windows 
and counters in your store. 


HERE’S PROOF OF SALES RESULTS: In a 
special sales test conducted in Stamford, 
Connecticut, 28 purchasers out of 30 bought 
the product identified by a G-E sales-aid 
tag. This result in spite of the fact that the 
dealer-established price of the G-E equipped 
product was higher than its prominently 
displayed competitor. 

ACT TODAY to conduct your own sales test. 
Specify G-E shaded-pole motors on your 
next order and request G-E sales-aid tags. 
Watch your sales go up! General Electric 
Co., Schenectady 5, N. Y. 104-52 
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G-E REVERSIBLE SHADED-POLE MOTORS—dcesigned 
for long life--feature sealed-in, permanently lubricated 
bearings, quiet reversing for ventilating or exhausting 


“Hang-on” tags boost sales. 
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“PRETTY AS A PICTURE” 
STYLING SELLS 


Warm Morninc 
GAS HEATERS! 





WARM 
MORNING 
MODEL 826 
-one of new 
“Rio Grande” 
series of 
unvented 
gas heaters 


WARM MORNING — a great name in the heater 
field — offers a great new line of gas heaters, both 


vented and unvented. 


Latest models feature 


“Pretty As A Picture” styling — the new look in 
gas heaters that will strongly attract customers 
and make more sales. WARM MORNING now 


offers a complete line of A.G.A. 


approved gas 


heaters from 20,000 to 85,000 BTU input. Let 


WARM MORNING'S new styling and exclusive 


features boost heater sales and profits for you. 


Mail coupon today for full details on profit- 


making WARM MORNING Gas Heaters! 


WARM 
MORNING 
MODEL 365 
—- popular, 
fast-selling 
65,000 BTU mode! 
in deluxe 
vented line 
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| LOCKE STOVE COMPANY, 114 west 110h 5. Kensas City 5, Mo. 
! ["] Send me complete information on Warm Morning Gas Heaters 
Name 

| Company 

Address 

; City Zone State 













Successful Small Appliance Service—Toasters 





then repeat the stress-test. If the 
test lamp still does not light or if it 
flickers, you have established that the 
cord set is faulty and you must attach 
a test cord in order to continue. If 
the lamp does light without flickering 
with the cord under stress, the cord set 
is sound. Be sure to remove the short- 
circuiting jumper before proceeding 
further. 

4. At this point the toaster should 
have a workable cord set. If the series 
lamp is now lighted, close the switch 
on the tester which connects the 1000 
watt heater coil in parallel with the 
25-watt lamp. The lamp should dim 
to about half its normal brilliance; if 
it does, skip step #5. If it does not, 
a short circuit is indicated and it 
must be corrected before proceeding 
further. If the lamp does not light, 
continue as follows: 

5. With the toaster still connected 
in series with the 25-watt lamp, try 
pressing the carriage lever down a little 
deeper than the latching point, (this 
does not apply to the automatic car 
riage model); if this pressure does not 
cause the lamp to flicker or to come 
on, take the toaster in both hands 
and shake it violently; first, from side 
to side; then up and down. If the 
switch is faultv, this maneuver may 
enable you to get it closed momen 
tarily, at least long enough to do the 
ground test and to check the elements 
If it does, continue with step #6; if 
it does not, enough of the mechanism 
will have to be exposed to test and/or 
examine the internal parts separately. 

6. For the ground test, clip the lead 
wire from the ground indicating lamp 
to some metal part of the toaster shell 
and move the carriage up and down 
repeatedly, Now transpose the polar 
ity of the circuit by reversing the at 
tachment plug in the series test r 
ceptacle, and again move the carriage 
up and down. The ground indicating 
lamp, of course, should stay out 
throughout this test. If the toaster is 
grounded, the fault must be corrected 
before continuing 

With the ground indicating test 
lead still attached to the toaster body, 
disconnect the toaster’s cord set from 
the series receptacle and connect it 
to the power outlet which has been 
equipped with an indicating pilot 
lamp. Let the toaster heat just long 
enough to see whether all elements are 
heating, then shut it off. Now allow 
the toaster to cool to room temper 
ature while you are working on your 
next job, after which you can proceed 
with the final test 

8. There is but one way to do the 
final test—with bread which should be 
day-old and of uniform texture. Set 
the color medium, and 
toast several slices successively, occa- 
sionally allowing a moment to elapse 
between toastings. (Actually, this is 
not a time-consuming test, for with 
the toaster at one end of the work 
bench you can work on another job.) 
Ihe bread should toast rather uni 
formly from hot, cold, or warm starts 
Be sure to leave the ground indicating 
test lead connected so that this part 


control on 
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of the test will reveal intermittent 


grounds, if any. 
Repairing 

Do not be too eager to dismantle an 
automatic toaster, but explore first 
every possibility of making adjust 
ments Or learning the cause of failure 
from the outside. In some models 
numerous repairs and adjustments can 
be effected from the bottom after the 
removal of nothing more than the 
crumb tray. Furthermore, it is always 
desirable to learn the cause of failure 
quickly, but particularly if appearances 
denote that repairs may be costly, in 
which case vou will want to quote an 
estimate before going too far—for cus 
tomers do not like unpleasant sur 
prises. 

The Key to Skillful Service. When 
a particular model toaster is taken 
apart for the first time, however, it is 
a good idea to take an extra few min- 
utes to study its method of operation 
and learn thereby the exact purpose of 
every part. Such an examination not 
only makes servicing a great deal eas 
ier the next time you handle a similar 
model, but it also enables you to know 
just how many adjustments and serv 
ices may be performed without dis- 
mantling. 

With some models it is possible to 
put the toaster through its cycle with 
the shell removed so that you can ob- 
serve the various parts in actual opera 
tion. And there are models whose 
timing and carriage latch tripping 
mechanisms are situated beneath the 
toaster, directly above the crumb tray. 
To watch this tvpe of mechanism in 


operation: first, expose the toaster’s 
underside; then, elevate the toaster 
three or four inches with wooden 


blocks under the corners; next, place 
a small mirror on the workbench be 
low the mechanism; and finally, aim a 
flashlight about in line with your vi 
sion toward the mirror and you will be 
able to see everything that is going on 

Always pad the workbench with 
several thicknesses of soft cloth to 
prevent scratching the toaster before 
laying it on its side or turning it up 
side down, and be sure to keep tools 
and loose parts away from the padded 
area. 

Careful examination in the bread 
slots from above or below with a 
flashlight often will disclose the caus« 
of element failure or a ground within 
the toaster. For example, you may be 
able to see the dangling end of a dam 
aged heating element lying against 
either the carriage or a bread guide 
wire; and if so, try to move the loose 
end away from the other parts tempo 
rarily—at least long enough to test 
with the prods to find out if that is the 
only ground. If this temporary meas- 
ure does eliminate the ground and the 
series test reveals no short circuits, 
try heating the toaster just long 
enough to see if all the other elements 
heat. (This is the only way to test 
parallel-connected elements without 
disconnecting, but if all elements are 
connected in each may be 
(Continued on page 108 
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Task-Foree Truck to Cut 


the Cost of Moving Goods! 


You'll save money on the job and be way 
ahead at trade-in time with a work-styled 
Chevrolet Pickup. 


You save with modern high-compression power—In Chevrolet’s 
new pickup truck, a new Thriftmaster engine is 
supplying the power punch—a big valve-in-head 
wallop, which means you get the most out of a 
gallon of gas. Fast acceleration shaves stop-and-go 
time and helps keep you on top of crowded schedules. 
And even in cold weather, you start more quickly 
with Chevrolet’s double-punch 12-volt electrical 
system. That’s a big advantage in itself—a husky 
reserve of electrical power when you need it! 








 —_————— 


1955 


You save with the most modern truck features your field has ever seen 
—New Work-Styling —so distinctively different that 
your T'ask-Force Truck is a profitable advertisement- 
on-wheels. New Overdrive or Truck Hydra-Matic, 
each an extra-big time and money saver, available 
at extra cost. New front and rear suspension systems, 
High-Level ventilation, outstanding cab comfort 
there’s everything to make driving less a chore. And 
you’re bound to save money when drivers maintain 
peak efficiency! 


Why buy an old-fashioned truck and stand to take a 
licking at trade-in time? See your Chevrolet dealer 
for the most modern trucks money can buy. . . 
Chevrolet Division of General Motors, Detroit 2, 
Michigan. 


NEW CHEVROLET 
lask-Force TRUCKS 
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YOU PREVENT SERVICE 
CALL-BACKS BY USING 


Genuine Whirlpool 
Replacement Belts 





MADE TO FIT RIGHT, WORK RIGHT 
IN A WHIRLPOOL WITHOUT 
STRETCH, SLIPPAGE, NOISE 


Whirlpool replacement belts protect your service profits 
and reputation. Here’s why! They are made to the same 
quality specifications as the original belt. They are tested 
not to stretch under normal use. They are notched to 
eliminate slippage. They last longer . . . over 500 hours 
of running .. . because the high-grade rubber compound 
is neoprene covered to resist deteriorating oil. And, they 
do not discolor paint or become noisy. Other belts may 
look the same but none provide the same dependable 
trouble-free service. 


Why gamble! Whenever it’s a Whirlpool service job... be 
right the first time with Genuine Whirlpool replacement 
parts. They are quickly available from your authorized 
Whirlpool distributor or A.P.J.A. parts jobber. 


e 7 ie e 
service division 
WHIRLPOOL CORPORATION « 5+. Joseph, Michigan 


IN CANADA; John Inglis Co., Limited, Toronto, Ontario 
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tested separately with the prods with 
out disconnecting.) 

If no elements heat~and switch or 
timer trouble has been ruled out as the 
possible cause—further examination in 
the slots may reveal a burned off con- 
necting wire. This fault, too, in some 
models can be corrected without dis- 
mantling, after which a test of the 
remainder of the functions may be 
carried out. 

Cord sets so infrequently require 
service that they should be replaced, 
except for the installation of a new at- 
tachment plug. See references to cord 
sets in the installment covering irons. 

Switch. In some models, after sev- 
eral years of service, crumbs may col- 
lect between the switch contacts in 
which case step #5 under Testing 
will frequently reveal this fault. 
Usually, a thorough cleaning of the 
mechanism will overcome this trouble. 

Heating elements should never be 
patched nor any portion of the re- 
sistance wire unwound to make slack 
for reconnecting to a terminal. 

When ordering new elements, it is 
important to note if a rating is 
stamped on the old element and, if so, 
to include this information on the pur 
chase order along with the location of 
the element,—that is, center, outside, 
or any other peculiarities—for in some 
models the center and outside ele 
ments are of unequal resistance; still 
others may have an opening in one 
clement for the thermostat. Follow 
ing these precautions will insure uni 
form toasting after the installation of 
new clements 

Timer Adjustments. All timing de 
vices are set at the factory to make 
medium toast on the medium setting 
of the color control, Assuming that all 
other parts are operating properly, if 
the bread test reveals that the color 
control must be turned too close to 
cither extreme for medium toast, but 
that it does toast darker toward dark 
and lighter toward the light setting, 
an adjustment is recommended. 

Cool the toaster to room temper 
ature before making timing adjust 
ments and always begin the bread test 
from a cold start to prove the ac- 
curacy of the adjustment. 

All adjustments should be made 
with extreme care and in minute frac 
tions of an inch; that is the surest way 
to achieve exact calibration. 

Consult the manufacturer's service 
manual for measured clearances of 
critical adjustments. 

Single-stage Thermostatic Timer 
Adjustment. In some makes this ad- 
justment can be made from the bot- 
tom of the toaster by merely turning a 
regulating screw; in others, reposition 
ing of the color control button is all 
that is necessary. The point to remem 
ber, however, is that in this type of 
timer if the toast is too dark with the 
color control set at medium, the ad 
justment you make must shorten the 
distance the thermostat blade will 
have to travel to open the switch; if 
the toast is too light, you must increase 
the distance. Be careful that you do 
not bend the bimetallic blade. 

Two-stage thermostatic timer adjust- 
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ments are somewhat similar to the 
preceding except that the adjustment 
must cause the bimetallic blade with 
its auxiliary heater to travel a shorter 
distance before it closes the auxiliary 
shunting switch if the toast is too 
dark; or a greater distance if it is too 
light. Before attempting any adjust 
ments, however, make certain that 
the auxiliary as well as all other heat- 
ing elements are operating as any vari 
ation in resistance will alter the cycle. 

Compensator Adjustments. Only 
the bread test will disclose whether or 
not a compensator adjustment is 
needed. If the first, second, and 
third successively toasted slices are not 
almost uniformly browned—and the 
bread is uniform in texture—an adjust- 
ment is recommended, provided, of 
course, that everything else about the 
toaster is properly adjusted. But, re 
member, compensator adjustments are 
rarely necessary. 

With a clock-and-compensator 
mechanism if the second, third, and 
fourth slices are darker than the first, 
the adjustment you make must cause 
the compensator to act earlier on the 
clock; if these slices are lighter than 
the first, the adjustment must cause 
the compensator to act later 

It is recommended that vou do 
not attempt to adjust compensators 
used in conjunction with thermostatic 
timing until after you have read the 
service manual 

Hot Wire Adjustment. ‘This infor 
mation applies only to models which 
use this principle to trp the carriag 
latch. If the toaster under test is 
equipped with a Crisper (or Melba 
control, turn this knob to the soft 
extreme and again test for pop-up 
before deciding that an adjustment 
of the hot wire is needed. 

Now if all other parts are in proper 
adjustment and the tripping of the 
carriage latch is so long delayed that 
the toaster resumes heating before it 
pops up, very slight tightening of the 
hot wire may be attempted. Do not 
try to trim the wire nor reshape the 
terminal end. Instead 
against the wir 


eve in. the 
press a_ forefinger 
right near the terminal post, exerting 
pressure in the same direction as 
would tighten the terminal nut to 
hold the existing tension on the wire; 
then loosen slightly (about a quarter 
of a turn) the terminal nut and im 
mediately tighten it again. The fric 
tion created by tightening the nut 
will draw just a little tension 
on the wire. Be careful not to overdo 
this adjustment and break the in 
sulator at the center of the wire where 
the loop passes over the lever 

When a toaster is 
matter how trivial the complaint, all 
mechanical movements should be pre 
cisely aligned, accurately adjusted, and 
lubricated at points recommended by 
the manufacturer. 

Make certain that all current-carry 
ing parts are properly supported so 
that they cannot later come im contact 
with other parts and cause a ground 

Prove the finished job by subject 
ing it to the ecight-step testing plan 


End 
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Ceuuing | 
PORCELAIN ENAMEL | 





DOESN'T BURN DOESN'T RUST WIPES CLEAN DOESN'T SCRATCH 
OR STAIN 


Porcelain Enamel finish is a positive selling feature because of the 
things it doesn’t do! It doesn’t burn, doesn’t rust, doesn’t scratch, 
and is easiest of all finishes to clean! With these qualities it remains 
new-looking for years, under conditions that discolor and ruin 
other finishes. 

Porcelain Enamel is known by your customers as the most 10 CLEAN 
beautiful and most practical of all appliance finishes. You can 
easily demonstrate its sales features with a book of matches, a 
knife or coin, a half lemon and a lipstick. 


Remember to always point out how Porcelain Enamel—the oo LABEL identifies genuine stainproof 
pe i orcelain Enamel Surfaces on appliances 
lifetime finish—adds permanent value and makes housework and other products. 
easier! 





PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Check items desired ) 


Please send me information about: Please send me a free copy of: 
| Demonstration Kit [") “Selling Facts about Porcelain Enamel”’ 
| Slide Film (] “Prove for Yourself...” Booklet 

Name 

Company 


Address 
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NEWGETV 


...makes every TV owner 


MOST USEFUL TV EVER....AND THE LIGHTEST! 


We’re excited! You'll be, too! Here from 
G.E., weighing only 32 lbs., is the world’s 
lightest...easiest to carry...most compact 
TV. And it’s ticketed at a price that writes 
a new chapter in G-E TV history! Prices 
start at an unbelievable $99.95! Yet, it’s 
packed with G-E quality features to make 
it a buy at any price! 


G.E.’s newest TV is styled with dash 


and new-car verve...in today’s popular 
two-tone color combinations with alumi- 
num handle. Its appearance, lightness, 
and low price create a whole new market 
that’s never really been tapped! Call or 
wire your G-E Distributor right now! 
General Electric Company, Radio & TV 
Department, Syracuse, New York. 


Prices include 1-year warranty on picture tube, 90 days 


on parts. Subject to change without notice. UHF at 
additional cost. 


GOES WHERE YOU GO... 
indoors...outdoors...all around the house! 


An ideal — roving — second set. So light— easy to take with you from room to room 


‘UY 


...junior’s room 





...to the kitchen 
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Company 


Address 


BREAKS ‘100 


a second set prospect! 














° weet Model 141007. Lightest TV ever— 
weighs only 32 lbs, Compact cabinet 
Model 14T009. Terra cotta and in cordovan finish, 14-inch screen. 

ivory cabinet with aluminum carry- 

. ing handle. So light, it goes where 


you go. Full 14-inch picture. Model 
14T008 in gray and ivory. 


...on trips! 


cia 
\ou! Tv. 









qNEW—FREE DISPLAY WITH EVERY SET! 
Each shipping carton contains a plat- 
form and handsome 2-color display 
which attaches to the set—looks like a 
million! Wonderful for windows, coun- 
ters, island displays—or, spot them 
around in other departments. Use as a 
sales assistant to G.E.’s “Gal Friday” 
life-size floor display. > 
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Progress /s Our Most Important Product (46) y if Ve 


, the mos? 
uselu! TV ever 
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Now you can rently sell freegent! 


1956 UPRIGHT 


FREEZER 


ss WOO 


1Ocu. FT. § 

ONLY 
Opens up Vast New Freezer 
Market for Appliance Dealers! 


% True Super-Speed Freezing With All 4 Shelves Made of Refrigerant Tubing! 














Refrigerant tubing actually forms all the shelves, directly contacts food 
packages for faster quick freezing 


% “Circulating Cold Air’ Design with new-type vented refrigerant-tubing 





shelves maintains uniform sub zero temperatures throughout interior. 


% Removable Racks For Frozen Food, ice Cream, and Frozen Juices in Door. 








% Compact! Takes Up No More Floor Space Than 9 cu. ft. Refrigerator. 





% Beautiful “Glacier-Tone” Titanium Porcelain Interior plus baked-on white 





Dulux exterior finish 


= 
“The name Admiral helps you sell!” 
TELEVISION ¢ RADIOS ¢ APPLIANCES 


3800 CORTLAND ST., CHICAGO 47, ILL. 


—_ Fieere | [eves 
| i e 1 


10 cv. ff. Upright 12 cu. ft. Upright 14 cv. ft. Upright 13 cu. ff. Chest-Type 17 cu. ft. Chest-Type 20 cu. ft. Chest-Type 
Freezer Mode! 10U35 Freezer Model 12UD40 —s Freezer Model 14UD49 Freezer Model 13C 46 Freezer Model 17C59 Freezer Model 20C71 






MODEL 10U35 





A Complete Line 


from 


10 to 20 cu. ft. 
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KITCHENAID Dishwashers 


KitchenAid Home Dishwasher Div., 
The Hobart Mfg. Co., 
Troy, Ohio 


Models: 7 new KitchenAid auto 
matic dishwashers: 2 free-standing, 
2 combination cabinet-sink and 
dishwashers, 2 built-in under 
counter models and 1 portable, 
decorator styled with front finishes 
in stainless steel, antique copper or 
any pastel color as well as white. 
Selling Features: KD-21 and KD 
21P free standing cabinet models 
equipped with top and side panels 
complete; fully automatic; washes, 
rinses, dries; porcelain enameled 
tank with stainless steel fittings; 
steel support frame; Hobart-built 
split phase type 4 h.p. single phase 
motor; revolving wash arm with 6 
openings provides distribution of 
wash streams over entire rack area; 
sump capacity 24 gal.; 2 separate 
rinse operations; newly designed 
main fine-strainer pan of stainless 
steel with finely perforated holes, 
self-cleaning; lift out coarse stain- 
less strainer catches particles of 
waste too large for drain; 2-position 
upper rack and independent lower 
rack with enlarged 5 compartment 
silverware basket; new upper rack 
used in lower position accommo- 
dates tall glasses, deep pots, pans 
etc.; capacity—service for 8 or more; 
full cycle uses 7 gal. water. 

Automatic time cycle includes a 
5-min. wash, 2 separate 1-min. 
rinses taking up 114 min; and 234 
min. drying period; total time 
35 min. cycle may be shortened by 
advancing manual control; cabinet 
24 in. wide, 244 in. deep. KD-21 
has standard gravity drain with cen- 
trifugal type integral pump; 40 gal. 
per min. pumping capacity. KD- 
21P has pump drain unit controlled 
directly from timer not by door 
switch 

KD-31 standard gravity drain and 
KD-31P pump drain unit consists 
of dishwasher and sink cabinet and 
sink top covering both units; sink 
includes mixing faucets with aera- 
tor. 


KD-11 standard gravity drain 
and KD-11P pump drain under- 
counter, built-in models have a 
front panel but no side panels or 
top; other features are the same. 
KD-11P requires an air gap or a 
“U” tube drain accessory which is 
available as extra equipment. Di- 
mensions require a space 24 in. 
wide, 244 in. deep and 344 in. 
high. 

KD-26, portable unit has a free 
standing cabinet with top and side 
panels, a built-in separate pump for 
drain water; no plumbing or elec- 
tric wiring required. Flexible hose 
connects to sink faucet for hot 
water supply. Drain water dis- 
charges into sink basin through 
flexible hose. Plug-in electric con- 
nection; available with ball bearing 
casters if desired. Cabinet is 24 in. 
wide, 25 in. deep and 36 in. high. 





HOWARD 
Refrigerator-Freezer 


Howard Refrigerator Co., Inc. 
4745 Worth St., 
Philadelphia, 24, Pa. 


Device: Howard combination refrig- 
erator-freezer No. 69W. 

Selling Features: 2-door unit fea- 
tures a 6 cu. ft. automatic defrost 
refrigerator on top of a 9 cu. ft. 
separately controlled freezer in 5 
sq. ft. floor space; refrigerator sec- 
tion has automatic defrost; large 
size vegetable crisper; removable 
racks; tall bottle space; door section 
contains removable 1-doz. egg rack, 
a cupboard sliding-door dairy bar; 
big butter and cheese storage space. 

Freezer section holds over 350 
Ibs.; food-store door with self-serv- 
ice dispensing of frozen food and 
juice packages. 

Each section separately con- 
trolled for temperatures as desired; 
Kelvinator power unit; trigger ac- 
tion door latches with built-in lock- 
ing device; pastel shades for door 
trim and plastic interior of door 
backs; embossed aluminum interi- 
ors; baked white enamel exteriors. 
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ADMIRAL Ranges 


Admiral Corp., 
3800 Cortland St., 
Chicago, 47, Ill. 


Models: Admiral custom built-in 
electric ranges. 

Selling Features: Available in 5 
different cooking tops—3 with 2- 
clement and 2 with 4-element units 
and 2 choices of wall ovens, one 
with picture unit the other stand 
ard door, 

New type surface unit permits 
dialing the exact temperature re- 
quired for frying, stewing, boiling 
or warming foods; calibrated from 
145 to 425 degs., the Dial-Temp 
unit eliminates guesswork, it not 
only heats to exact deg. but main- 
tains heat automatically at desired 
temperature through twin themo 
static switches; a 6-in, 1500-watt 
Dial-Temp automatic unit is avail- 
able on 2-element and 4-clement 
models. Flex-O-Heat surface unit 
controls with infinite number of 
heat settings; an automatic timer 
clock turns oven on and off at pre- 
selected time; electric minute timer 
times cooking periods up to 60- 
minutes, 





Both wall ovens feature Admiral 
elevator broiler rack; ECO-130 has 
picture window in door, push-but- 
ton floodlight switch; oven interior 
illuminated at touch of button. 

On ECA-120 light comes on 
automatically when door is opened. 

Self-basting rotary roaster op- 
tional on both oven models; new 











ANNA A. NOONE 
New Products Editor 


plug-in Flex-O-Grill with thermo- 
statically-controlled —§ temperature 
control calibrated in degrees is also 
available as accessory. 

Prices: Ovens $179.95 and $189.95; 
Cooking tops from $65 for 2-cle 
ment unit to $163 for 4-element 
unit. Flexo Broil, $39.95; rotary 
roastér, $25, 








PHILCO Refrigerators 


Philco Corp., 
Philadelphia, Pa. 


Models: 4 new refrigerators have 
been added to Philco line; Nos. 
1154-G, K-1057, 1053 and K-353, 
Selling Features: No. 1154-G has 
11.3 cu. ft. capacity, golden in 
terior; has a 1.4 cu. ft. freezer 
that holds 46 Ibs. frozen foods and 
has a separate fast freezing shelf 
for ice cubes; double-depth dairy 
bar; entire inner door is usable 
for food storage—holds four 2-qt. 
milk containers, 2 portable egg 
racks, 3 bottle shelves. 

K-1057, twin-system automatic 
refrigerator with air conditioning 
in main food compartment to keep 
foods fresher; holds zero degs. in 
separate freezer which has 63 |b. 
frozen foods capacity; and 38 to 42 
degs. in main food compartment; 
automatically defrosts; dairy bar in 
cludes a butter keeper, 2 removable 
egg racks, 3 bottle shelves; Key 
Largo interior color. 

No. 1053 has 9.7 cu. ft. ca 
pacity ‘with a freezer that holds 
up to 48 lbs.; refrigerated shelf for 
fast freezing ice cubes; door shelves 
include butter keeper, an egg rack 
and 3 bottle shelves, 

No. K-853, 8.2 cu. ft. refriger- 
ator with 35 lb. freezer; equipped 
with 2 ice trays, full-width chiller 
drawer, food compartment light, 
2 full-width shelves with one ad- 
justable, full-width crisper; door 
storage includes butter keeper and 
2 bottle shelves. 

Prices; No. 1154-G, $299.95; K- 
1057, $329.95; No. 1053, $279.95; 
K-853, $199.95. 
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Wage earners have more loose money to spend than any other group, today.* 
Here, for example, is the magazine list of a typical national advertiser whose 















Now — see what you gain by using TRUE STORY in place of any one of them... 


















































If you use 
Life, LHJ, McC, SEP, BH&G, WD, GH | 
TS, LHI, McC, SEP, BH&G, WD, GH 
life, TS, McC, SEP, BH&G, WD, GH 
Life, LH, TS, SEP, BH&G, WD, GH 
Life, LHJ, McC, TS, BH&G, WD, GH 
Life, LHJ, McC, SEP, TS, WD, GH 
life, LHJ, McC, SEP, BH&G, TS, GH 
Life, LHJ, McC, SEP, BH&G, WD, TS 








PAGE 114 


Ask our representative to work out the details of your coverage. You'll be amazed! 
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But they are largely unreached by traditional white collar media. 
product depends upon wage earner acceptance for sales growth. Yet... 


are not reached by all 7 of these magazines, combined! 



























































And Substitute | YOUr Nef coverage Is YOU GAIN ; 
TRUE STORY for (in unduplicated homes ) (in unduplicated homes ) 
_ 17,168,124 WA ow 8 
Life | 16,610,993 | (—)557,221 $13,870 
tH) ~—s|-~s«17,807,234 | +639,020 8120 
McC | 17,824,956 | +656,742 7,310 
SEP 17,355,423 | +187,209 | 10,320 
BH&G 17,647,668 + 479,454 6,320 
wo | 17,458,489 | +290,275 4,720 
GH 18,168,204 +999,990 3,770 
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Free $3! Magla Silicone Ironing Pad and Cover Set 


* Olium Pad b-r-e-a-t-h-e-+ as you iron. ™* Silicone Cover wipes clean * A de luxe set. Fits any stand- 
Will not mildew. Extra thick. . » » stays dry. ard ironing board. 
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A Great New Selling Feature! 


NO LAZY STEAM 
LoVe 


3 Times Better. 
Prest Ord Gives Bette 
Working os 


Steam 
Steam Steam Distribution! 


oe 
[> 
e ~ . 





PURCHASE OF 
X s 





> 














\ Presto “working” steam travels 
| 3 times farther than steam from any 
J other iron! Working steam conditions 
| EVERY fabric for easier, faster 
y ironing! Quickly takes out wrinkles. 


$ 9 5 | ee 2 eds eptinkling aod ress-cloth fuss! 
17 BACKED BY POWERFUL ———a—<«£_ 


— 


$21.14 VALUE 
BOTH ONLY 





NATIONAL ADVERTISING! Wo Other. iron Lessens- Work Like @ Presto! 


Robes coon, 


v am Et 


New Cast 
Cooker 


New “700” 
Cooker Cooker /Fryer 
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THERMADOR Oven 


Norris-Thermador Corp. 

5215 S. Boyle Ave. 

Los Angeles, 58, Calif. 

Model: ‘‘Masterpiece” oven added 
to bilt-in line 

Selling Features: Large oven capa- 
city 18 in. high and wide, 19% in. 
deep; stippled white acid-resistant 
porcelain enamel oven _ interior; 
slim-trim, 1800-watt rod-type ele- 
ment with blade-type contacts; re- 
cessed 3000-watt broiling element; 
broiler pan and tray designed to 
achieve charcoal-type smokeless 
broiling; cool ventilated door; easy- 
vision, inclined control panel 
houses single-knob oven control 
with automatic preheat; automatic 
timer control and electric clock 
and “Dual-Range”  teleminute 
timer; controls finished in blue, 
with polished brass trim; 3 indicator 
lights tell operation of oven: pre- 
heat, baking and broiling; protec- 
tive hood deflects heat and cooking 
vapors; heat-proof plastic handle; 
non-tilt oven racks with backguard 
rail interior oven light; satin-fin- 
ished stainless steel oven front with 
blue plastic accents; fits into a 
standard 24 in. wide cabinet. 





HEATMORE Panels 


Heatmore Inc., 

59 Throop Ave., 

Brooklyn, 6, N. Y. 

Device: Improved Heatmore ce- 
ramic radiant heaters. 

Selling Features: Nichrome wire 
completely imbedded inside special 
l-piece ceramic panel % in. thick 
which provides greater heat reten- 
tion, longer, more uniform radia- 
tion; fool-proof method of termina 
tion consists of pressure joining ele- 
ment wire to a nickleplated steel 
insert prior to molding so entire 
assembly is imbedded inside ce 
ramic panel with one end of 
thre aded insert flush with surface; 
smokeless, asbestos covered lead 
wires, crimped to lugs, factory fas- 
tened to insert by nickelplated ter- 
minal screws; no field wiring or dis- 
mantling of heater for installation 
1S necessary. 





SETH THOMAS Clocks 


Seth Thomas Clocks 
Div. General Time Corp. 
Thomaston, Conn. 


Models; Pert and Sphere. 

Selling Features: Pert, wall clock 
with 3-dimension look; decorator 
dials in red, green, blue, yellow ap- 
pear to float in fluted concave face; 
64 in. diam. 





Sphere, decorative commercial 
wall clock also suitable for modern 
ranch-type homes has black plastic 
case with bronze hands; polished 
brass spheres, black sticks mark 
hours; in oyster white with brass 
spheres and hands; 15-in. diam. 


Prices: Pert, $4.95; Sphere, $19.95. 





VANITY Shaver 


Herold Products Co., 

2110 W. Walnut St., 

Chicago, 12, Il. 

Device: Vanity, ladies’ shaver. 
Selling Features: Size: 4% in. long, 
24 in. wide; vibrator-type motor; 
undercutter makes 3 stroke operat- 
ing from left to right; cutting edges 
are lapped and ground to receive 
hair like comb; case available in 
pink and blue matching pouch; a.c. 
only, 


Price: $3.98. 


ELECTRICAL MERCHANDISING—JULY, 1955 








MODERN MAID Ranges 
Tennessee Stove Works, 
Chattanooga, 1, Tenn. 

Device: New line of Modern Maid 
built-in ranges. 


Selling Features: Line includes 
2-burner and 4-burner stainless steel 
tops in electric and gas; griddle is 
also available in gas. 

Electric top units are 3-in. deep, 
allowing drawer space beneath. 
Oven-broiler unit has stainless steel 
door and moulding. 





NELSON Frypan 
The Nelson Machine & Mfg. Co., 
Ashtabula, Ohio 
Model: Nelson electric frypan. 
Selling Features; Cast-in, rod-type 
heating unit, 1100 watts, 115 volts; 
built-in thermostat; casy-to-read 
temperature dial; cooking chart on 
one of 2 black plastic carrying han- 
dles; 104 in. square; polished cast 
aluminum; polished aluminum 
cover; plastic feet. 
Price: $17.95 with cover. 





HEROLD Clocks 
Herold Products Co., 
2110 W. Walnut St., 
Chicago, 12, tlt. 
Models: 2 Spartus models Round 
No, 500, square No. 501, and 4 
novelty clocks: Chef, Windmill, 
I'ried Egg, and Klocker Spaniel. 
Selling Features: No. 500, Disc, 
round model is 7-in, diam.; 
moulded plastic case in red and 
white, yellow and white, and pink 
and black. No. 501, Diana, square 
model in same color combinations 
as Disc; both have  self-starting 
Westinghouse motor. 


Chef, clock, No. 105 FC avail- 
able in flesh tone, red and white 
french chef molded case, with mov- 
ing eyes. 

Windmill, 110W_ plastic case 
molded to resemble a windmill in 
5 color combinations; 12. in. high. 

Fried Egg clock Ne. LISFE 
molded into a plate with fried egg; 
hour and minute hands a fork and 
knife, 

Klocker Spaniel, novelty dog 
with moving eyes, 4 colors, 





SILEX-HANDY FREEZE 

Freezer 

Chicago Electric Div., 

The Silex Co., 

6333 W. 65th St., 

Chicago, 38, III. 

Device: Silex-Handy freeze electric 

ice cream freezer. 

Selling Features: Natural cedar tub 

trimmed in copper and wrought 

iron; freezes from I|-pt. to 4 qts. 

ice cream; mixes while it freezes 

giving smooth texture; weighs 17 

lbs.; 115 watts, 115 volts, a.c, only. 

Price: $29.95, 





MARTHA WASHINGTON 
Range Units 

Gray & Dudley Co., 
Nashville, Tenn. 
Nat. Dist: Martha Washington Dist. 
Co., Bayonne, N. J. (except Far West) 
Models: 6 models and 6 finishes in 
1955 Martha Washington line. 
Selling Features: Line includes The 
Deluxe, standard, with 16x19x14 in 
oven, 16x19x8 in. separate broiler; 
non-automatic or fully automatic 

The Special, thrift unit, 16x19 
x14 in., combines oven and broiler 
in one. Also non-automatic or fully 
automatic, (King size Imperial pre- 
viously announced.) 

All units have adjustable racks, 
pan and rack stops, porcelain inte- 
rior, fiberglas insulation, glass door, 
interior oven light, clock and tem- 
perature control. Finishes include 
vellow, green, black, white enamel, 
stainless steel or copper. 

Burner units feature 2 inserts of 
2-burners each, with stainless top, 
porcelain interior and _ exterior 
burner box. 

Prices: Deluxe begin at $175; Spe- 
cial at $155 
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AS THE SEVEN MILLIONTH RANGE in the history of the company rolls off the line, Cecil M. Dunn, President, Magic Chef, Inc., at the right of the range, accepts 
a eymbol of the occasion from Chairman of the Board Arthur Stockstrom. The memento is a model of one of the company’s first cooking stoves, built around the 
turn of the century. Others in the photograph grouped around the range are, left to right: K.O. Dupree, General Sales Mgr.; Al Gruer, Assistant to the President, 
W. T. Trueblood, Merchandise Mgr.; Gas Ranges, Richard Blankenship, Plant Mgr.; A. M. Wyman, Director of Advertising and Sales Promotion; James A. 
Marohn, Vice President Finance & Treasurer; John J. Fendya, Industrial Relations Mgr 


MORE THAN FIFTY YEARS OF LEADERSHIP 


lie behind the occasion pictured above. The last half century has seen Magic Chef pioneer many 
of the developments that are now standard in the industry. Illustrated below are just a few of 
the many Magic Chef “‘firsts’’ which have made gas range history . . . 











FIRST pomestic FIRST Tassie top FIRST Grip tyre FIRST rounn 
RANGE OVEN HEAT REGULATOR! DOMESTIC RANGE DESIGN! SWING OUT SMOKELESS BROILER! NON-CLOG BURNERS! 
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Milhonth range 


rolis off the assembly line for your 


“Mrs. America’ 


eee proving again 


Magic Chef 


THAN ON ANY OTHER RANGE 





Your best customers... the “Mrs. America’s” throughout the land! 


Anybody who’s sold appliances successfully knows that value isn’t 
‘“‘a sometimes thing.’’ You deliver it consistently in this business, or you 
aren’t around long enough to figure out why. And therein, we believe, 
lies the REAL reason behind the consumer acceptance of Magic Chef 
today. It can be summed up in three words: SEVEN MILLION 
RANGES. More eloquently than any claims, this tremendous produc- 
tion figure speaks volumes for the quality and value built into the 
products carrying the Magic Chef name. In consumer preference survey 
after survey, Magic Chef continues to lead the field, and we intend to 
keep it that way. Today Magic Chef is going all-out to make it easier 
and even more desirable for homemakers to buy—and retailers to 
SELL. BIG things are happening now, and you can profit from them 
by featuring the ‘‘One and Only” Magic Chef! 








“MRS. AMERICA” OF 1955...Mrs. Ramona (Carl) 
Deitemeyer of Lincoln, Nebraska, was chosen for her 
ability as a homemaker, as well as her beauty and charm. 
A symbol of millions of other ““Mrs. Americas,”’ Mrs. 
Deitemeyer prefers cooking on a modern GAS range. 


Magi 
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ENTER THE MAGIC CHEF “MAGIC KEY’’ CONTEST 
Nothing to do—nothing to buy. Win a new 

Golden FORD THUNDERBIRD or one of many other 
valuable prizes! For complete rules see entry blank. 


Chef! 


MAGIC CHEF, INC., ST. LOUIS 10, MISSOURI 
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Sale along with 
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How to keep summer sales 
from sinking: 


"WIFE PRESERVERS 


| Two Terrific Sink vewess | : Pel 




















Display and 
Sales Kit 


Flagship pennants, feature 
spots, everything in this kit 
to make your store color- 

ful and exciting. Your 
distributor has’em 
—for free! 





























; H Retailing at only 


$9995: High Quality Throughout ... Both sinks 


carry Republic's famous one-year warranty! 


Retailing at only 


*Pive dollars higher : 
for both models 
Denver and Wen. 


Here’s how to sell complete kitchens! 


1, Feature this Wife Preserver’ Promotion throughout your store! 


it's @ traffic puller! A real value for homemakers, a full-margin 
money-maker for you. 







2. Build one of these sinks into your big Republic Steel Kitchen 


display. Whet prospects’ appetites for the real thing they want 
—a complete kitchen. 





3. Demonstrate Republic's big wife-saving features. Show how 
Republic can offer a custom kitchen, economically, right from 
stock. Feature built-in oven cabinets and stainless steel sinks. 

4. Make a home appointment. Plan a new kitchen with your pros- 
pect, using your Republic Pi Kit. R ber, a little extra 
effort pays off at the rate of full 40%. 


For complete information, write Republic Stee! Corporation, 
Berger Division, 1012 Belden Avenue, Canton 5, Ohio, 








THE “HOW-TO” LINE 


The only kitchen line supported by national advertising and a 
corporate name-building campaign in the magazines everyone reads. 
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YORK Remote Installed 
Air Conditioner 


York Corp., 
York, Penna. 


Device: York remotely-installed, 
hermetically-sealed, 2-part air con- 
ditioning system. 

Selling Features: Two-part system 
compressor and air cooled con- 
denser can be located outside air 
conditioned space or outside ma 
chinery room, with cooling coil or 
evaporator installed as part of fur 
nace, in metal ductwork, or in fan 
section. 

Sealed circuit air conditioner 
comprises 2 systems: 2 compressors, 
2 air-cooled condensers in single 
casing, 2 remote evaporators or cool- 
ing coils mounted in an individual 
frame—when cooling is required 
one system only starts up, the other 
remains idle until added capacity is 
needed; second system operates in 
termittently according to load re- 
quirements, 

Two components, hermeticalls 
sealed at factory, are separately in- 
stalled, and remain sealed until con- 
nection is completed—no air, mois- 
ture, dirt can enter while connec- 
tion is being made, and afterward 
no harmful air, dirt or moisture can 
enter system and no refrigerant can 
escape. 





POLLEN EX’’99” Purifier 


Associated Mills, 
303 W. Monroe St., 
Chicago, III. 


Device: Pollen Ex “99” electric 
room air purifier, 

Selling Features: Removes approxi- 
mately 99% ragweed pollen from 
air: 2 quiet turbine type fans draw 
245 cfm air from an intake to up- 
per rear of machine through a 
chemically compounded _ filter; 
cleaned air is then blown by fans 
through front louvers into room; 
window-mounted or portable mod- 
els; installation kit included consists 
of matching masonite panels to fit 
windows; window is sealed with 
special rubber tape so only air that 
enters comes through a weather- 


NEW PRODU 


proof vent in unit; available in 
biege or green; weighs 26 lIbs.; 20° 
in. wide, 14 in. high, 10 deep. 
Prices: Window model with kit, 
$109.95; portable, $79.95. 





CORY Knife Sharpener 


Cory Corp., 
221 N. La Salle St., 
Chicago, 1, Ill. 


Device: Cory “Crown Jewel’ elec- 
tric knife sharpener MBS. 

Selling Features: As matchmate to 
Cory “Crown Jewel” automatic 
percolator it features a chromelike 
finish with black trim plus a new 
multi-colored gift carton. 

Price: $19.95. 





G-E Air Conditioner 


General Electric Co., 

Appliance Park, 

Louisville, Ky. 

Device: R102M, 14 h.p., 230 volt, 
room air conditioner has been 
added to 1955 custom line. 
Selling Features: Cools up to 1000 
sq. ft.; has dehumidification ca- 
pacity of 4 pts, per hr.; “Drape-line 
design” flush mount, permits unit 
to be installed flush with inside 
wall; if interior-projection is pre- 
ferred, the flat top of unit can be 
used as shelf; decorative panel at 
base conceals controls; 2 ee lh 
finishes—blond and mahogany; ex- 
terior weatherhood finished in 
2-tone baked-enamel; 3 rotator air 
directors behind front grill provide 
flexible, draft-free airflow; each ro- 
tator can be individually adjusted 
for infinite number of air patterns; 
aluminum filter provides reduction 
of dust, dirt and pollen; rubber and 
spring mountings for quieter oper- 
ation. 

In addition to above, the 1955 
Custom line includes 4, 3, and 1 
h.p. units; All-Weather line in- 
cludes 3 and 1 hp. models that 
heat as well as cool. 
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HOTPOINT Freezers 


Hotpoint Co., 
5600 W. Taylor St., 
Chicago, 44, Ill. 


Models: 2 new Golden Anniversary 
upright food freezers 5EM12 and 
SEM 18. 

Selling Features: No, 5EM12, a 
12 cu. ft. model, freezes 403 Ibs. 
food; No. 5EM18, an 18 cu. ft. 
model is capable of freezing 630 
lbs. 

12 cu. ft. model door has a 
juice dispenser which holds 20 
cans frozen juice concentrate; loads 
from top, unloads from bottom; 
door also has 4 shelves for storage 
of 17 to 21 packages of frozen 
foods. Freezing coils are located 
in shelves as well as walls, provid 
ing even freezing temperatures; 
aluminum liners conduct cold 
faster; other features are adjustable, 
removable shelves, adjustable shelf 
guards, large storage basket at bot 
tom, automatic temperature con 
trol adjustable from zero to 10 
below; Capri color styling. 

18 cu. ft. model freezes 630 Ibs. 
frozen foods; has many features of 
12 cu. ft. model—4 door shelves, 
one a juice rack that holds 9 cans; 
adjustable removable shelf; large 
storage basket at bottom; automatic 
temperature control; built-in door 
lock; Capri color styling. 





TRIM MASTER 
Lawn Trimmers 


E. F. Britten & Co., Inc., 

Cranford, N. J. 

Models: ‘Trim Master and Batam 
trimmer-edgers. 

Selling Features: Patented anti- 
tangle device operates on scissors 
principle with fixed blade on motor 
support and a revolving blade on 
motor shaft; trimmers are con- 
verted to power edgers by adjusting 
tubular aluminum handle; hard- 
ened steel edging guide rides on 
sidewalk to guide tool in making 
precision edges where turf mects 
driveway or walks. 





REMINGTON Multi-room 
Air Conditioners 


Remington Corp., 
Air Conditioning Div., 
Auburn, N. Y. 


Model: Remington Consolaire for 
multi-room buildings. 

Selling Features: Specially engi- 
neered convector in shape of an 
inverted “L” (replaces existing radi- 
ator) and can be hung from window 
sills; each convector consists of base 
convector itself, which houses a 
heating coil, centrifugal fan assem 
bly and controls; a hermetically 
sealed interchangeable cooling 
chassis of } or 1 h.p. which slides in 
or out of base. 

Left control knob adjusts cooling 
and heating thermostat; right knob, 
ventilation; center knob operates 
4-position master off-fan-cool-heat 
control. Designed so cooling can 
not function if heat coil is hot nor 
vice-versa, Each unit installed with 
steam valve and trap, 230-volt cir 
cuit from risers to each unit in re- 
ceptacle to accommodate 3-prong 
polorized plus; takes advantage of 
present heating pipes requires no 
other piping, drains, ete. Cabinet 
designed for recessed installation 






" 


MIRACLE TRIM 
Hedge Trimmer 


Dunfield-Durkee Inc., 
307 E. Broadway, 
Salt Lake City, Utah 


Device: Miracle Trim electric lawn 
and hedge trimmer No, 20, 
Selling Feature: Universal motor 
develops 5000 rpm; curved 35 in 
handle with safety switch and sin 
gle wing nut adjustment permits 
convenient angles; 84 in. cutting 
blade easily sharpened or replaced; 
designed to trim hedges, en cut 
grass from foundations and fences, 
around flower beds; cuts straight 
sharp edges one walks scissor cut- 
ting action; weighs 63 Ibs. 

Price: $37.50. 
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Backed by heavy National Advertising like this 


Reaa the ad on the opposite page carefully. It is only one 
of many that will tell the multi-million readers of Lire and 
Tue Saturpay Evenineo Post the Amana quality story. 


Frankly, we guard Amana quality carefully. We consider 
it our strongest point .. . our richest asset. For we insist on 
the best. The best in raw materials, the finest in component 
parts, the most outstanding engineering and craftsmanship, 
plus really careful production methods and quality control. 

That's why we can assure you, from years of recorded ex- 
perience, that Amana freezers are the closest thing to trouble- 
free that appliances can be. What does this mean to you? 


Just this: Freedom from the aggravation of customer com- 
plaint. Freedom from costly, time-consuming service calls. 


Jmene gives you 


onstant quality plus full profit! 








Freedom to let you make more and better sales. Freedom 
from the expense of service worries that eat away your profit 
... cut the cream off the sales dollar. 

Speaking of profits (and who isn’t these days?) Amana 
products—freezers and air conditioners alike—assure you 
full profit! You don’t have to fight with discount houses. . . 
fire-sale your prices . . . sacrifice profit margin for fast turn- 
over with Amana. 

That's because the Amana tradition of quality, constantly 
told and re-told to the American public through extensive 
national advertising, helps hold your profits high through 
full-price sales! Sales that earn you happy, satisfied cus- 
tomers... that stay with you over the years! 


DEALERS TELL WHY THEY LIKE TO SELL AMANA 
Typical comments from the Amana Dealer family 


Gus Horner, of Horner's Dealer Harry Price, 
Corner, Harrisburg, Price's Inc., Norfolk, Vir- 
Pennsylvania dealer, ginia, has this to say: “I 
has this to say about his 4 have deep respect for 
Amana association and : Amana’s outstanding 
Amana policies: “Amana , a business ethics... their 
has outstanding con- . word is their bond, And 
sumer acceptance they really know their 
through national adver- business, They get up 
tising and Laraine Day's early and stay up late 


Carl Hagstrom, General 
Appliance Co., San Fran- 
cisco dealer, says: 
“Amana freezers, because 
of top quality construc- 
tion and sales appeal to 
women, are wonderful 
products to sell. With no 
trade-ins to worry about, 
we handle high dollar 


good work. In addition, Amana’s tight distribu- staying ahead of competition. Of course they sales which produce more net profit dollars, 
tion policy means we don't have to fight cut- have an outstanding product. Its superiority We can now write Amana three year time con- 
throat pricing or discount house competition, makes for real pride of ownership, and lasting tracts without fear of service problems eating 


Our Profits are protected,” consumer satisfaction,” 


Perhaps you would like to be 


If you don’t hold an Amana Franchise now, and have reasons to feel you are qualified, 
we warmly invite your application. We are always glad to franchise sound and repu- 
table dealers who are interested in doing business in the Amana tradition of quality, 
honesty, and integrity. A tradition which, incidentally, pays off in continuing full profit. 
And to repeat, profits that bring with them happy customers, and lack of service 
troubles. Why not mail the coupon today. You'll be happy to be part of Amana! 


ee ee 


‘‘Backed by a Century-Old Tradition of Fine Craftemanship"’ 
Amana Gives You Constant Quality Plus Full Profit! 
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away profits.” 
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How very oreat the difference in 


Amen 


U1. 


GUARANTEED TO OUTPERFORM ALL OTHERS 


It would pay you well before you buy a food freezer, to 
talk with a few Amana owners. Hear them tell you of 
the month after month, year after year performance— 
performance that is guaranteed to surpass all others. 


It takes many extra dollars— many skilled artisans to 
bring you this masterpiece of quality. But how very 
great the difference in the years and years of flawless 
performance it brings you. In the constant assurance 


that your valuable food is protected against loss 


Yes 


in all the world so constructed and so guaranteed. Yet 


there is only one Amana, only one food freezer 


Amana costs no more than ordinary freezers. 


That is why Amana has become the world's largest 
manufacturer of food freezers, why you should accept 
nothing less than Amana quality. 





: Because of This Quality, Amana Gives You Five-Year 
ns : Double-Warranty Protection—At NO Extra Cost! Amana 
freezers are not only guaranteed to outperform all others, 








but this guarantee is backed with 1. A Five-year War 
ranty on the complete refrigeration system! 2, Five-year 
Food Protection Plan against food spoilage due to mechan- 


ical failure of the refrigeration system! 

















4b oa 


\ Model 19... with 19.6 cubic feet of actual BACKED BY A CENTURY-OLD TRADITION 


freezer capacity... stores full 685 Ibs. of food! OF FINE CRAFTSMANSHIP 


. — 





NO OTHER FREEZER GIVES YOU ALL THESE FEATURES! 


3. The New ‘'Stor-Mor"’ Door! 
Holds 80 full pounds of food...a 
month of meals! All food is easy to 
see, easy to reach. Notice special 
rack for fruit juice concentrates. 


4. New Automatic Food Racks! 
Easily adjustable food dispensers fit 
all standard packages. Serve food 
in the order you store it. Eliminate 
need for written inventory sheets! 


5. Dessert Bar- 
Two special features 


1. Six Fast Freezing Surfaces! 
The refrigerating coils are at top 
and bottom, and in every shelf. That's 
why on Amana freezes food in larger 
quantities and freezes it faster. 


2. Positive Contact Freezing! All 
food is stored on, or directly below, 
solid prime freezing plates! Amana 
design means constant “even zero” 
temperature. 


desserts. 
containers for leftovers, 


AMANA REFRIGERATION, INC., AMANA 2, IOWA WORLD'S LARGEST MANUFACTURER OF FOOD FREEZERS 
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Leftover Shelf! 
Pull down 
door compartment for ice cream and 
Special shelf with colorful 
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1, PORTABLE TABLE RADIO- 
PHONOGRAPH. Attractive, light- 
weight, 4-speed changer, two 
6” speakers, AM radio, large 
dial, choice of colors, “Com- 
panion,’ $99.50. 


2. BIG VALUE AT LOW PRICE. 
Not a “stripped” chassis, but full 
transformer powered, 16,000 
volts, 20 tubes. Top tuning, 
streamlined cabinet, omni 
directional speaker, legs 
optional, “Topper,” $149.50 
(VHP) 


3. AUTHENTIC FURNITURE 
DESIGN incorporates latest sight 
and sound features, 21” screen, 
illuminated dials, Chromatic 
Optical Filter and Reflection 
Barrier, 12” and 5” speaker, 10- 
watt amplifier . . . “Traditional,” 
$339.50 (VHP). 


4. MAGNIFICENT AM-FM RADIO- 
PHONOGRAPH. Exceptional 
audio system has two 12-inch 
low-frequency speakers coupled 
with high-frequency horn 
speaker. 20 watts audio power, 
high fidelity amplifier, “Sym- 
phonic Modern,” $495.00. 
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In Missouri, too... up to 35% profit 


margin on popular models by Magnavox!” 


*Made possible through direct-to-dealer distribution 








THE JENKING MUSIC COMPANY in Kansas City, Missouri, is one of seven Jenkins stores which operate 
in Missouri, Oklahoma, Arkansas and Kansas. Their outstanding success with Magnavox is typical 
of the experience of other Magnavox dealers throughout the country. 


‘'Factory-dealer partnership—plus protection against price- 
cutters—gives us top volume and profits with Magnavox !”’ 


"At this time, when there is so much con- 
fusion in the television-radio-phonograph 
industry--so much discounting and price 
cutting--I want you to know how much we 
appreciate our Magnavox franchise. 


“We started selling Magnavox three years ago. 
Now it is the #1 line in sales of units and 
dollar volume in our Television-Radio- 
Phonograph division. 


"Our success in making Magnavox such a 
profitable operation has been due primarily 
to two important factors--first, our real 
partnership with the Magnavox organization; 
and second, the Magnavox policy which 
eliminates the discount houses and the price- 
cutting retailers 


"We believe any intelligent, alert retailer 
who does not hold the Magnavox franchise, in 
markets where the franchise is available, 

should certainly be made aware of what he is 
missing." 





The magnificent 
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high fidelity television * radio-phonographs 
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ONLY THE MAGNAVOX FRANCHISE 
OFFERS THIS PROTECTED PROFIT PLAN 


1. Highest margins, up to 35% on 
popular models—plus freight prepaid. 
2. The only TV-radio line with vigor- 
ous enforcement of price maintenance 
as permitted by law. No price cutting. 
No discount-house competition. 


3. Rebate guarantee protects you 
against price reductions. 


4. Selective franchising. Magnavox 
sells through fewer than 2% of the 
nation’s radio-TV dealers, 


THERE MAY BE A FRANCHISE 
AVAILABLE IN YOUR COMMUNITY 
@ To make money selling TV and 
High-Fidelity, write The Magnavox 

Company, Fort Wayne 4, Indiana. 





VISIT MAGNAVOX 
N.A.M.M., July 18 ad 21 


Room 18, Paimer House 


SEE 
mew Magnavox Color TV 
mew Magnavox B & W TV 
new Magnavox High Fidelity Models 
mew Magnavox Merchandising Plans 
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G-E Portable TV Sets 


General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 


Models: ‘Three portable TV sets 
No. 141007, 14T008 and 14T009. 
Selling Features: All have 14-in. 
picture tubes; vertical mounted 
chassis; over 50 percent printed cir- 
cuit; 90 percent dip soldered; chas 
sis has 12 Long Life tubes plus 3 
rectifiers, and a black daylite tube; 
41 me IF; built-in antenna; area 
control switch; VHF and UHF Re- 
ception; overall size approximately 
104x134x17 in. 7 gas brown metal 
cabinet; 8 and 9 are 2-tone ivory 
and gray and ivory and terra cotta 
respectively; equipped with carry- 
ing handles. 

Price: From $99.95 





STROMBERG-CARLSON 
TV Sets 


Stromberg-Carlson Inc., 
Rochester, N. Y. 


Models: Milano 21-in. lowboy and 
Cremona 21-in. consolette, and 
Regency. 

Selling Features: Milano, decorator- 
styled lowboy in mahogany, 
bleached mahogany or platinum 
walnut veneers: illuminated tun- 
ing dial located for ‘‘stand-up” 
tuning; tapered brass ferruled legs 
angled to accent cabinet propor- 
tions; 2 speakers face forward at 
either side of picture tube for hi-fi 
tone value; removable tinted safety 
glass; aluminized picture has 273 
sq./in. viewing surface; available 
with VHF or UHF-VHF; cabinet, 
30 in. high, 37 in. wide, 19 in. 
deep. 

Cremona consolette of lowboy 
design in mahogany or bleached 
grain mahogany veneer; marbelized, 
stainproof top stand-up tuning; il- 
luminated tuning dial; tapered, 
brass-ferruled legs; front-facing 
speaker coordinates sight and 
sound; 273 sq. in. aluminized pic- 
ture tube; VHF or UHF-VHF; 
electrostatic focusing, full-size 
heavy-duty transformer; built-in 


lelatenna; cabinet 303 in. high, 
30% in. wide, 194 in. deep. 

Regency Marlite-topped fine fur 
niture cabinet with giant 21 alum 
inized kinescope provides 273 sq. in. 
peiture area; Panoramic Vision; 
curved, removable safety glass; 
“Opti-Glo” background __ light; 
“Power X” chassis with high-gain 
cascode tuner; 1-knob picture con- 
trol; illuminated channel selector; 
separate tone control; heavy duty 
transformer; mahogany, bleached 
mahogany or cherry cabinet with 
Marlite top toned to harmonize 
with woods; gold-tooled leatherette 
panels centered in each door. 
Prices: Milano, from $319.95; Cre 
mona, from $259.95; Regency, from 
$459.95. 





BENDIX TV Sets 


Bendix Aviation Corp., 
TV and Broadcast Receiver Div. 
Baltimore 4, Md. 


Models: 2 Bendix consoles Everest 
and Valencia. 

Selling Features: Everest, 21-in. 
console, Hi-Dial model K2251 has 
horizontal chassis equipped for 
“fringe” area reception; 2 speakers, 
variable tone control; filtered safety 
glass; 270 sq. in. aluminized picture 
tube; top-mounted controls; can be 
converted to UHF with a CT20 
kit; swivel base or caster legs addi- 
tional; Dyna-Jet chassis, for metro- 
politan reception. 

Valencia 21 in. K2201M con- 
sole, “Long Distance” model for 
fringe reception; mahogany finish; 
swivel base and caster legs optional; 
Dyna-Jet vertical chassis; side con- 
trols; aluminized picture; adaptable 
to UHF with CT19 kit. 

Prices: Everest, $289.95; Valencia, 
$199.95. Swivel base $10 and 
caster legs, $5.95 extra. 
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Television 
.... and Hi-Fi. 


HOFFMAN Colorcaster 


Hoffman Electronics Corp., 
3761 S. Hill St., 
Los Angeles, 7, Calif. 


Model: Hoffman —_ colorcasters 
21M1100 and 21B1101, 

Selling Features: Simplified cir 
cuitry consisting of 24 tubes plus 
4 rectifiers; automatic luminance 
and chroma tracking accomplished 
with single control; swivel base and 
tuning controls mounted vertically 
at side of color picture tube; hinged 
paneled door on chassis side of 
cabinet. 

Price: $895. 





ROLAND Radios 


Roland Radio Corp., 
Mt. Vernon, N. Y. 


Models: “Key West” and “Riveria” 
3-way portables. 

Selling Features: “Key West’’ oper 
ates on a.c.-d.c, and batteries; inter 
locking switch prolongs battery 
life; when switch is left in “bat- 
tery” position the a.c. line cord 
becomes an auxiliary ‘fringe area” 
antenna for wide reception; 
equipped with a Bi-F'i front and rear 
speaker grille which permits sound 
to flow in all directions; 5-tube 
printed circuit chassis; ave; molded 
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polystyrene case, fold back carrying 
ease handle; heat resistant, scuff 


roof; maroon, green and grey; uses 
eaneuhs or Burgess batteries 

“Riviera” personal portable with 
Bi-Fi sound; weighs 24 Ibs. com 
plete with batteries; contains 4 
tubes and an improved superhet; 
front and rear speaker grills offer 
added tone quality; 4in, Alnico 
speaker; built-in ferrite loop an 
tenna; CD calibrations on dial; 3 
colors cherry, grey and forest green; 
snap handle; saddle-stitched carry 
ing case with shoulder strap; safety 
switch; uses long lasting B battery 
477 and 2 “A” batteries 635. 
Price: “Riviera’’, $24.95, 





EMERSON Hi-Fi Phono 


Emerson Radio & Phono Corp., 
Jersey City, N. J. 


Device: Emerson hi-fi console 


phono No, 836, 

Selling Features: Features ‘sound 
in-depth” with 3 speakers as well 
as automatic 3-speed record 
changer; 4-tube amplifier provides 
undistorted reproduction of fre 
quency range of 50 to 12,000 cycles 
with variable control to adjust to 
desirable level; 3 extra-heavy 6-in 
speakers coordinated with and 
sealed into mahogany cabinct-one 
on each side and one in front; 
+ as with 2 replaceable long- 
life styli for 334, 45 and 78 rpm; 
plays 8, 10 and 12 in. records, the 
later 2 inter-mixed; lea. 

A compact leatherette 3-speed 
portable No, 834 weighing 73 ibs 
was also introduced, 

Price: No. 836, $149.95; No, 834, 
$24.95. 





Seawsirree Oct Ceere 





EMERSON Transistor Radio 


Emerson Radio & Phono Corp., 
Jersey City, N. J. 


Device: Emerson Transistor pocket 
radio No, 838, 

Selling Features: Self-contained bat- 
teries last 10 times longer than 
those in the previous Pocket radio 
No, 747; and has 5 times the power 
output; weighs less than a Ib.; 6 in. 
wide, 14 in, deep; contains 2 trans- 
sistors and 3 tubes. 


Price: $44 
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HALLICRAFTER Radio 


The Hallicratters Co., 
4401 W. Fitth Ave., 
Chicago, 44, Hil. 
Model: Miniatur 
“1 Gaucho”. 
Selling Features: Measures 6x9x 
-in.; 4-tubes plus rectifier; oper 


portable radio 


ates on a.c.-d.c. or battery for stand 
ard broadcasts; leather case com 
yletely encloses set; luggage type 
andle on top, circular gold tuning 
dial; ‘'W-100, British tan; ‘TW 
101, cordovan; ‘TW-102, cham 


page 


Price: $39.95 
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MOTOROLA Portable Radio 


Motorola iInc., 
4545 W. Auguste Bivd., 
Chicago, 51, Hil. 


Model: Motorola 
cial” No. 5-] 


Selling Features: 5-tube ‘Star Sap 
phire” has gold name plate for in 
scription; top-side controls: high 
impact polystyrene case with snap 
down handle in contrasting color 
j-wey play and automatic volume 
contro! specially designed lerrit 
magnetic core antenna; 90-volt bat 
tery gives 


Jewelers Spe 


power VOT’ or ebony 


case with gold trim 


Price: $49.95 








CBS-COLUMBIA Clock Radio 


CBS-Columbia 
3400 47th Ave., 
Long Islend City, 1, N. Y. 


Device: Deluxe automatic clock 
radio No. 5440. 

Selling Features: “Sleep switch” 
lulls listener to sleep then shuts it 
self off automatically; alarm buzzer 
and ““wake-up-to music; appliance 
outlet handles coffeemaker and 
other appliances, contains auto 
matic selfstarting clock that oper 
ates continuously and independ 
ently of radio; clock has luminous 
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NEW PRODUCTS . . . Changers, Briefs 


hands and a sweep second hand 
5-tube radio has built-in precision 
antenna; high signal to noise ratio; 
ive and easy to read dial; availabk 
in compact plastic cabinet, ebony, 
maroon, sand or ivory; gold trim. 


Price: $34.95 





RAYTHEON Radio 


Raytheon Mfg. Co. 

TV and Radio Operations 
5921 W. Dickens Ave., 
Chicago, 39, Ill. 


Model: Raytheon portable transis 
tor-radio 

Selling Features: Has front and 
back speaker grills, providing 360 
deg. sound; has only | speaker in 
shape of cone activates 
sound waves inside and outside the 
cone—waves from inside shoot for 
ward giving front sound, waves 
coming from outside are reflected 
to back of set; operates a year 
olely on power from 4 standard 
flashlight batteries since transistor 
need only a trickle of clectri 
power 


whic h 





CAPEHART Radio 


Capehart-Farnsworth Co., 

Div. Int. Tel. and Tel. Corp., 
3700 E. Pontiac, 

Fort Wayne, 1, Ind. 


Device: “Tomboy 
radio, No. 2P56 
Selling Features: Unbreakable steel 
case fabric cover is bonded to cas« 
and pyroxylin coated, will not 
scratch, scuff or stain; oversize 
speaker gives new tonal quality; 
5-tubes including rectifier operates 
on new long-life type batteries, on 
a.c, or d.c.; available in silver mist 
with coral and gold tweed grill, or 
charcoal with black and_ gold 
damask grill 


3-way portable 


Price: $39.95 





CRESTWOOD Recorder 


Daystrom Electric Corp., 
Poughkeepsie, N. Y. 


Device: Crestwood 404 magnetic 
tape recorder-preamplifier. 

Selling Features: Will record from 
and playback through high quality 
audio amplifiers and speaker sys 
tems; has new tape 
mechanism with smooth belt drive; 
“non-vibro” motor for vibration 
less, noisefree operating drive; hi-fi 
response of 30 to 15,000 cps at 74 
in, tape speed shock 
tubes; 40 db signal to noise ratio 
Price: No. 404, $229.50; a compan 
ion amplifier and speaker in match 
ing carrying case No. 402, available 
it S100 


transport 


mounted 
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WEBCOR Record Changer 


Webster-Chicago Corp., 
5610 W. Bloomingdale Ave., 
Chicago, 39, Ill. 
Device: New 
changer 


jutomatic record 


Selling Features: Plays an inter 
mixed stack of 7, 10 or 12-in. rec 
ords automatically; hold wow, rum 
ble and flutter to new low levels; 
turntable speeds of 334, 45 or 75 
rpm are maintained within narrow 
limits; speed control knob has neu 
tral position to protect idler wheel 
when changer is not in use; besides 
handling a mixed stack of 7, 10 or 
12-in, standard center-hole records, 
an adapter is also available for play 
ing a l-in. stack of 7-in. 45’s with 
out use of individual record inserts 
Automatic shutoff stops motor and 
returns tone arm to set position 
after last record has been plaved or 
manually rejected; balanced and 
centered ball bearing turntable 
with deep pile electrostatic flock 
ing; light-pressure, balanced tonc 
arm; velocity trip change cycle; 
ebony and beige or burgundy 
and beige No. 141 with ceramic 
pickup cartridge; No. 141-270 with 


JULY, 


G-E. variable reluctance cartridge 
ind sapphire stylii. 

Prices. No. 141, $49.50; No. 141- 
270, $51.75. 





V-M Phono 


V-M Corp., 
Benton Harbor, Mich. 


Model: 4-speed portable phono 
No. 155. 

Selling Features: External speaker 
and amplifier jacks; equipped with 
new V-M 4-speed control for new 
16 rpm “talking book” speed as 
well as 78, 45 and 33 rpm records; 
records can also be played through 
external amplifier-speaker system; 
ilso serves as manual hi-fi player 
for custom installations; external 
speaker jack provides output for de 
luxe external speakers; 2-tube am 
plifier system with electronic recti 
fier gives ample gain and power for 
wide-range distortion-free reproduc- 
tion; case in charcoal and gray with 
detachable lid 

Price: $49.95 


TV BRIEFS: 


all 








“Clip-In Tip” is a newly designed 
G-E hi-fi replacement styli_ that 
permits changing tips by a slide-in 
method; positioning knob, shaft 
and stylus holder are permanent 
part of variable reluctance cartridge 
only diamond or sapphire tip 
need be replaced; 6 models: 3 
sapphrie and 3 diamond. Shapphire, 
$21, diamonds, $16.50 


Spencer Cardinal announces a new 
line of mahogany and limed oak 
utility tables for ‘T'V and hi-fi units 
'V models have one drawer and 
book space, or a 2-sliding door unit 
with drawer below. Hi-Fi units 
wailable with 2 hinged doors and 
3 drawers, From $29.95 to $41.95 


Correction 
Description of Bendix TV sets 
Vanguard and Vigilant—described 
in June EM, p. 118 listed these 
models as having 23 tubes. Actu- 
ally these have 14 tubes and 2 recti 
fiers. 
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YOU GET MORE FROM DORMEYER / 







BRINGS YOUR CUSTOMERS 
THE NEW 
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SATURDAY NIGHTS—FULL HOUR—NBC-TV 


NETWORK TELEVISION STARTS SEPT. 24 


Now Dormeyer helps you sell more Dormeyer appliances by demonstrating them right 
in the living rooms of your best prospects 


The big, sparkling, top quality, top audience Perry Como Show will really tell the 
story of Dormeyer quality, Dormeyer value and Dormeyer superiority of design 
Week after week—starting September 24—through 1955 and on into 1956. 


You can make more with Dormeyer 


if you identify your store with Dormeyer and the 
big Perry Como Show 


SEE NEXT PAGE ==> 


DORMEYER BROIL-WELL 


A great new Dormeyer development. Cooks by 
Infra-Red heat, fully avtomatic—gives perfect 
results. Loaded with extras and salable fea- 
tures, Baking Tray included. 4/2 hour timer. 
20 Ib. roast capacity. Model 8800 $79.95 


YES, VOU GET MORE 


America’s top 
America’s most 


TEAM UP T0 


A million dollars is still a lot of money —and that’s just about what 
Dormeyer is putting into a great nighttime, Network Television show 
to help you sell more Dormeyer appliances. 

You get more from Dormeyer. You get a more saleable line, more 
competitive pricing, more demonstratable features, more promotion - 
and more profit opportunity ! 

Perry Como is T'V’s Number One singing salesman. He is associated 
only with top quality products—favorites in the American home. 

Dormeyer’s reputation will rise even higher when famous Dormeyer 
products like the Silver-Chef Mixer, the French-Fry Skillet, and the 
Broil-Well are actually demonstrated on Network TV. 


ie %, PERRY COMO cos on te 


AIR FOR DORMEYER SEPT. 24 





DORMEYER HURRI-HOT 
ELECTRI-CUP 
The newest and most exciting little heater-upper 
ever developed. Makes tea, instant coffee, soup, 


DORMEYER POP-UP TOASTER 
The new toaster that toasts according to 
moisture content of bread and warms cold 
toast without darkening! Completely automatic. 


boils eggs—everything—sells on demonstra- 
tion. And it is priced to sell. 
Model 6700 $14.95 


Timer sets to any shade of toast. Exclusive 
shock-proof feature. 
Model 6300 $19.95 





me O MAU LL Le 


- Singing star and 
- Saleable appliances 
MAKE VOU MOMEY 


Here is the schedule of Perry Como shows for Dormeyer in 1955. 





















DORMEYER FRENCH-FRY SKILEET 


Brand new! Scoops competition in size, in. con- 
venience, in features most demonstratable. And 
handsomest of them all. Big plus selling fecture: 
sturdy deep fry basket and dome cover at no extra 
cost, Cookbook included. Model 6400 $19.95 








Sept. 24 + Oct. 8 + Oct. 29 + Nov. 12 +» Nov. 26 « Dec. 10 + Dec. 17 + Plus more in '56 





More women than ever (and their husbands, too) are going to get 
excited over the time-saving, work-saving features designed into 
Dormeyer products. 

The dealer who keeps Dormeyer well displayed is going to make a 
lot more sales—especially to those shoppers who have seen the Perry 
Como show—are already largely pre-sold on Dormeyer Appliances! 


aovoen nts © 


You get more from Dormeyer— when you tie in with Dormeyer! 





DORMEYER ALL CHROME SILVER-CHEF 


Dormeyer is famous for mixers. This is the most 


glamorous and efficient mixer on the market— and 
every one you sell brings you a good profit. Beau- 
BRINGS YOU BIG tiful gleaming chrome. Two stainless steel bowls. 


Loaded with important selling features! 


= PROMOTIONS Model 4300 $54.95 






DORMEYER STEAM AND DRY 


DORMEYER 





ALL CHROME IRON-WELL 

SILVER "DORMEY" Plenty to demonstrate on this iron— absolutely 
Practically every housewife om vaste” mg — ond wd iron vk 
ls bri esigned. s large tap woter supply — 
DORMEYER ALL CHROME ) ondilend: Deoialte teed os instantly ri ares to dry. Built-in 
COFFEE-WELL est kitchen aids ever made. funnel. Has big sole-piate with seven steam 

Beyond a doubt the best coffee maker buy on All chrome—won't chip or vents. Automatic heat control dial. 
the market. Makes all strengths of coffee—spe- stain. Easy to clean. Has 5 Model 12 $17.95 


cial selection lets you re-heat coffee without speeds and full size beaters. 
re-perking it. Makes four to fen cups. Show it and you sell it! 


Model 6900 $19.95 Model 7600 $21.50 





SEE NEXT PAGE =—— 


YOU GET MORE FROM DORMEYVER / 








Your New Dormeyer 
Profit Opportunity! 





A great new complete line of top quality power tools 





DORMEYER '%4" DRILLS 


Three models. Multiple ball 
thrust bearing ond self-lubri- 
cating bearing construction. 
Finest design on the market. 


From $21.95 


DORMEYER 2" DRILLS 
Two models. Has geared 
chuck, multiple ball thrust and 
self-lubricating bearing con- 
struction, Loaded with features 
and priced competitively. 
From $39.95 


“Do-it-yourself” has hit the na- 
tional Jack Pot—and Power Tool 
sales are going up like a rocket. 
However, the buyer is getting 
highly selective. He wants: a wide 
choice, topmost quality and design, 
a good buy for his money. 
Dormeyer has launched a power 
tool line that’s tailor-made to fit to- 


DORMEYER POWER SAWS 


Three great models. Will cut 2” x 4” 
lumber at 45° bevel with blade to spare. 
All ball and needle bearing construction 
in model 720. Whatever the need— you 
have it in a Dormeyer. From $49.95 


NEW DORMEYER MATCHED CRAFT TOOLS 
OFFER YOU ATTRACTIVE PROFIT PICTURE IN FAST MOVING MARKET 


day’s market . . . complete in looks, 
in efficiency —and in value! 

And Dormeyer is going to demon- 
strate Dormeyer Power Tools regu- 
larly on the Perry Como show. The 
superiority of Dormeyer Power 
Tools will be proved right before 
your prospect’s eyes! 


DORMEYER DRILL KITS 

Now you can cover the entire market range 
with four different Drill Kits. Whatever it is— 
Dormeyer has it. And every one is priced from 
$10 to $30 under comparable equipment! 
From $24.95 


REMEMBER—THE BIG PERRY COMO SHOW 
BROUGHT TO YOU BY DORMEYER 
STARTS SEPTEMBER 24—NBC-TV 
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'950 1951 


1952 


1953 


1954 1955 


Total appliance sales in billions of dollars 


1955: King Of Them All? 


* An expert predicts appliance sales will be up “about eight percent” in 1955 
* That would put the year over 1953 and even break the record set in 1950 
* Poll of 13 manufacturers reveals optimism; all feel 1955 will top 1954 

* NARDA survey of dealers shows 60 percent think 1955 will be up in sales 

* Federal Reserve study of consumers indicates higher buying than in 1954 


* Conclusion: The expert just might be right 


1950—the year of the Korean War— 
was the biggest year in appliance his- 
tory. Sales reached $7,380,219,400. 

But 1955—the year of relative peace 

may top them all. 

In a speech before the NAED con- 
vention in Chicago last month, Dexter 
Keezer, director of the department of 
economics for McGraw-Hill, said, “In 
dollar volume we expect sales of elec 
trical appliances to be about eight per- 
cent higher this year than they were 
in 1954. We look for about the same 
increase in the dollar volume of sales 
of TV sets and radios.” 

If Dr. Keezer’s estimates prove out, 
dollar volume in 1955 will hit $7,381,- 
934,000—edging out 1950 by a million 
and a half dollars. 

The “about eight percent increase” 
is, of course, a rough estimate and as 
one expert put it: “Anything can hap- 
pen between now and the end of the 
vear.” But a poll of 13 leading manu- 
facturers revealed unanimous agree 
ment that 1955 will top 1954. And 
almost half said the year would equal 
or better 1953. 

Dealers’ Optimism. The “bullish” 
ittitude flowed down from the manu- 
facturer to the dealer (as revealed in 
the NARDA study) on down to the 
consumer (as reported in the Federal 


ELECTRICAL MERCHANDISING—JULY, 


Reserve study of buying plans). 

The NARDA cost of doing business 
survey revealed that 60 percent of the 
dealers felt 1955 sales would be up 
from 1954. And the average estimated 
increase was 15 percent. (Twenty-six 
percent predicted no change and only 
14 percent said sales would drop.) 

On profits, the dealers were just 
slightly more pessimistic, with 55 per 
cent predicting an increase over 1954. 
Thirty percent predicted no change 
and 15 percent forecast a decline. 
Among those expecting a hike, the 
average increase was 18 percent. 

Buyers’ Plans. ‘The key factor in the 
picture, of course, is the consumer. 
The 1955 survey of consuiner finances, 
reported by the Federal Reserve Board, 
provides the best clue to the custom- 
ers mood. 

Boiled down, the report says more 
people plan to buy appliances this year 
than last. However, the number is 
not as high as it was in 1953, accord 
ing to the Federal Reserve Board. 

The survey shows an increased pro- 
portion planning to buy washing ma- 
chines, a moderate decline in plans to 
buy TV sets, and little change in 
other categories. 

The Year So Far, While everyone 
admits it is dangerous to speculate on 


1955 


1955 totals, most manufacturers can’t 
hide their enthusiasm over the results 
of the first six months. And most 
producers feel the trend will continue 
in the present direction for the rest of 
the year, 

‘Typical of some of the manufactur 
ers’ comments are: 

General Electric (major appliances): 
‘,.. excellent year . . . exceeding both 
1953 and 1954.” 

Philco: “, . . a moderate continua 
tion of the present rise . . .” 

General Electric (radio-TV): “. . . 
1955 sales of radio-I'V will be well 
ahead of 1954. ‘T'V may possibly see 
all-time record high . . .” 

Admiral: “. . . ahead of 1954 to 
date . . . probably will continue . . .” 

Norge: “. . . outlook for second half 
most favorable increasing con- 
sumer excitement . . . will send in- 
dustry totals 1,000,000 units over 
1954 and almost equal to 1953... .” 

Frigidaire: “. . . substantially higher 
than either 1953 or 1954...” 

Westinghouse: “. . . promises to 
equal the 1953 total. . .” 

Dumont: “. . . 1955 will be mighty 
close to 1953 total...” 

Motorola: “. . . well ahead of 1954 
. . » expect television sales to exceed 
1953 and radio sales not to exceed . . .”’ 
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Will It Last? Most of the manufac- 
turers in the Execrrica ME&RCcHAN- 
p1stnG poll hedged their optimism with 
the view that the current pace could 
slow in the next six months. 

The factors most often mentioned 
as aiding the present pace were 1) the 
home building boom and 2) continued 
full employment with the resulting 
over-subsistance income. 

A majority of the experts see little 
chance for a sharp break in either of 
these two fields. 

Beside overall economic conditions, 
several factors were cited in the ap- 
pliance industry that may help to sus 
tain the present volume of sales, Noted 
particularly were 1) color, 2) built-ins, 
and 3) the second set market for TV 
These three elements were cited as 
increasingly important trends—trends 
that could spell a high level of sales 
for many years to come. 

New products were also named as a 
source of future strength. Walter Jef 
frey, vice president in charge of Kel 
vinator sales, commented that “new 
markets lie ready and waiting in the 
appliance industry for products that 
offer new consumer benefits.” 

Radio and TV. Television will obvi 
ously enjoy one of its best years, fron 
the comments of 'T'V set makers. And 
at least one manufacturer thinks color 
will begin to play a part this fall. ‘The 
competitive color programming sched 
ule of the two networks for next fall 
was seen as a key spark in any color 
expansion, 

Programming will also play a part 
in radio sales, according to one pro 
ducer. He believes radio is learning 
to live with TV and is finally finding 
its “niche.” He cited the new NBC 
“Monitor” show as the type of pro- 
gramming that will keep radio popular. 

He concluded that “radio is picking 
up strength all the time” and new 
features, unbreakable cases, modern 
portables and clock-radios and lower 
prices will combine (to make sales 
jump. 

Another manufacturer sounded a 
note of caution, however. L. C. Trues- 
dell, vice president and director of 
sales for Zenith, said “Radio sales are 
good, but industry should be careful 
not to over-produce so that liquida- 
tions are required which will further 
depreciate average unit sales.” 

Summing Up. In all, the manufac- 
turers expressed cautious optimism. 
The general conclusion was that 1955 
will top 1954 and it might equal 1953 
But everyone agreed: there are still 
six hectic months to go before we can 
sit down and count up the sales totals 

and the profits 
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Sales for the first half of this year have clearly demonstrated 
that our 1955 wringer washer sales will top any year so far. 





And our best selling model is the top model in the line — the 
SUPER-REGENT! On this page is a brief explanation of the 
feature that has led to this popularity — the Two-way “Fill 
‘n Drain” Hose. It's new — it’s exclusivel 


Sales Feature 


booms sales for 
WRINGER WASHER 


Mr. Dealer: |f you want to boost your wringer washer sales 
and get your share of the more than one million wringer 
washers that will be sold this year, write to us for detailed 
information about how you, too, can sell this full line of 
wringer washers and earn an average 42% profit (after 
freight). You'll be dealing with wringer washer specialists— 
over fifty years in the business. Write or telephone, today! 











1 Fill tub with hot water from ? Water enters tub. Add detergent. 3 Start pump as soon as last load 

kitchen or laundry faucets. If is finished and tub will be emp- 
tied through lower channel into 
sink. Again the tub is filled with 
clean water—this time for the 
rinse. By using agitator, clothes 
get an activated rinse. 


Wash two loads, perhaps three— 
faucet is not threaded an adapter running clothes through the pres- 
is available for making a snug sure cleansing wringer after each 


fit load onto nearby work surface 









tral Rubber & Stee! Corporation 
1a 
_ Findley. Obie 
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Woman's Friend Washers © Western Avenve @ Findlay 2, Ohio 


Gentlemen: 
We would like to sell Woman's Friend Washers, 


Please send necessary information. 


STORE NAME 


STREET & NUMBER. 





City & State 


SPECIFICATION SHEETS 
FOLDERS, NEWSMATS, ETC. 


Sent in by 











Scheduled Meetings 


HOUSEWARES SHOW 


Atlantic City, N. J 
July 11-15 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 


Summer Meeting 
The Homestead, Hot Springs, Va 
July 17-19 


WESTERN SUMMER MARKET 


Western Merchandise Mart 
San Francisco, Cal 


July 18-22 
MUSIC MERCHANTS SHOW 
Palmer House, Chicago 
July 18-21 
NATESA CONVENTION 
Morrison Hotel, Chicag 


August 19-2] 


WESTERN ELECTRONIC SHOW & 
CONVENTION 


Civic Auditorium, 
San Francisco, Cal 
August 24-26 


NATIONAL ASSN. OF 
ELECTRICAL DISTRIBUTORS 


Pacific Zone, Annual Convention 
Empress Hotel, Victoria, B. C 
September 25-28 


HIGH FIDELITY SHOW 
Palmer House, Chicago, |! 
September 30-October 2 

INT’L ASSN. OF ELECTRICAL 
LEAGUES 


20th Annual Conference 
Toronto, Ont 
October 5-6 


AUDIO FAIR 
Hotel New Yorker, New York 
October 12-15 
PORCELAIN ENAMEL INSTITUTE 


24th Annual Meeting 

The Greenbrier, White Sulphur 
Springs, W. Va. 

October 26-28 


NATIONAL ELECTRICAL MFRS. 
ASSN. 


Annual Meeting 

Traymore, Hotel, 
Atlantic City, N. J 

November 14-18 


AIR CONDITIONING & REFRIG- 
ERATION EXPOSITION 
Atlantic City, N. J 
November 28-December | 
WINTER MARKETS 
Chicago, Ill 
January 9-20 
HOUSEWARES SHOW 


Navy Pier, Chicago, II! 
January 19-26 
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How big | ? 
Ss oe E ey 
o - 
largest US food chain,..in 1953 had 4,247 stores and 
$3,989,103,000 sales—12.1°%, of the national 
total of food chain sales." 
AXP sales, however, reflect its mere handyse, pric es 
. . and service, rather than its size. Size is not always 
synonymous with value... 
For instance, one magazine with only 1,300,000 


circulation wraps up in an efficient and economical 
package the best of this country’s farm buying 
power — SUCCESSFUL FARMING 

SUCCESSFUL FARMING subscribers include 42° of 
all farms earning $10,000 or more... produce 53°% 


of the US total of all grains, 57%, of the hogs, 44% 


of the dairy products, 44°%, of the eggs 
For some years, their average annual cash income 
has been around $10,000 —represents an $11 billion 
market, the equivalent of another national suburbia, 
Because SUCCESSFUL FARMING for fifty years 
has helped its subscribers make more money and 
live better...this magazine has more influence with 
farm families than any other medium. You need 
SF to balance national advertising schedules, to find 
new quality prospects! Inquire any SF office. 


*Source: Topics Publishing ¢ ompany 


Merepirn PustisHuinc COMPANY, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco, and Los Angeles 
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New products mean new markets and new cus 
tomers. That’s why dealers and distributors de- 
pend on Anna A, Noone to help them keep up with 
their business. She is ELECTRICAL MERCHANDIS- 
ING’s New Products Editor. 


Each month dealers find more real new product 
information in her department than they can in 
any single issue of any other publication serving 
them ,.. more than 100 pages a year. Since Ann 
joined the staff she has introduced more than 
10,000 new products, but for each published item 
she has probably turned down at least one more 
which did not qualify. She knows how to screen 
them, When she says they're new... they're really 
new, Any legitimate new development gets the 
full, factual treatment. 


Room Air Conditioners, TV Sets and Automatic 
Washers weren't even invented when Ann started 
her job. During her career she watched appliance- 
radio-TV dollar sales volume increase 600%. 
There are now 4 times as many different kinds of 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, W. Y. 


a 


— 








IF iITt’s NEW 


appliances. Most of them were first mentioned in 
her columns. Her files, a virtual history of the 
industry, have even been offered as legal evidence 
in difficult court patent decisions. 


However, dealers probably appreciate her work 
more than anybody else. They must sell to women 
and her work reflects the woman’s viewpoint. She 
is a home maker who is a practical expert on 
cooking, freezing and processing foods. Her ideas 
and personal experience help dealers to influence 
the women who influence sales. 


Away from the office Ann Noone is active in the 
Electrical Women’s Round Table which meets to 
promote the general interests of the electrical in- 
dustry. She has been Round Table Chairman and 
had a hand in making it a national organization. 
Many outstanding home economists are well aware 
of Ann and are familiar with her work in the 
E.W.R.T. New York Workshop sessions in equip- 
ment use and care as well as a manual she co- 
edited. Such activity keeps her abreast of the work 
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of the nation’s leading womens magazine editors. 
She is an expert among experts. 


Manufacturers sometimes bring their new prod- 
ucts in to give her “live” demonstrations. This 
kind of experience, coupled with her outside ac- 
tivities and industry contacts have made her a 
specialist in Electric Housewares. Naturally 
enough she writes the January Market Study and 
other features which keep readers aware of Elec- 
tric Housewares trends. 


If you go to the markets Ann is probably there. 
She attends all of them. And, when she goes into 
an exhibit, she shops like a dealer looking for a 
new line. Any such tour with her is an eye-opener. 
Almost everybody knows her. She is a national 
figure who represents the best interests of top 
dealers and distributors. 


But even if you can’t go with Ann Noone person- 
ally her New Products section is almost a market 
tour ... and it comes out 12 times a year. That’s 
a big reason for it being the best read department 


alone wil! cover the market alone 
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KNOWS IT 


in issue after issue. Nine out of ten readers look 
through it and 85° are “greatly interested.” Such 
subscribers say “ . Use it to complete our line 
and to keep up with new products which we may 
order” .., and, “From New Products we know 
what is coming and can show customers pictures 
of new products we don't have in stock yet,” 


This kind of continuous new product coverage in 
ISLECTRICAL MERCHANDISING attracts a big audi- 
ence of sales-minded dealers and distributors who 
are really interested in new products. New product 
advertisers naturally benefit. 


Advertise your products tou Ann Noone’s big fol- 
lowing of sales-minded dealers and distributors. 
They are interested in Ann Noone’s mention of a 
new product. You can keep them interested in your 
product by consistent advertising concentrated in 
ELECTRICAL MERCHANDISING , . . the publication 
with so much more authentic product information 
in every issue. Use it regularly to get your product 
to consumers faster and more profitably, 
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HOUSEWARES | 


In Atlantic City 
July 11—July 15 


Aluminum Cooking Utensil Co., Inc., The 
418-420-422 
Aluminum Goods Mfg. Co... 445-447-449.451 
American Electrical Appliances Corp... . 1608 
Appliance Corp. of America 837 


Arvin Industries, Inc 583-584-681 
Automatic Controls Corp 1604 
Babcock & Preuss 625-627 
Berns Mig, Corp. 1312-1314 


Bersted Mfg. Div., McGraw Electric Co. 


406-408-410 
Bissell Carpet Sweeper Co 503-601 
Block and Co. 672-674-676 
Borg-Erickson Corp,, The 645-647 
Brearly Co., The 316-318 
Burgess Vibrocrofters, Inc 800 
Cal-Dok Co., The 1714-1716 
Camfield Mfg. Co. 173-175-177 
Capito! Products Co, The 1125-1127 


Chicago Electric Div. of The Silex Co. 
444 446-448 
Clark Co., The, J. R 612-614-616 
Club Aluminum Products Co. 
315-317-319-321 


Comfort Lines, Inc 929.931 
Cory Corp. 514-516-518-520-522-524 
Dazey Corp, The 233-235 
Detecto Scales, Inc 102-201-202 
Dominion Electric Corp 469-471-473 


Dormeyer Corp. 549.551.553.555 
Du Pont de Nemours & Co., Inc., E. |. 


1249-1251 
Du-Wal, Inc 1429-1431 
Eastern Metal Products Corp 1300-1301 
Ekco Products Co 203-204-301 -302-303 
Electric Steam Radiator Corp. 229-231 


Electriglas Corp. 832 
Enterprise Aluminum Co., The. 206-208-210 


Enterprise Mfg. Co., of Pa, The 725-727 
Everedy Co., The 668-670 
Farber, Inc., 5. W 407-409-411 
Finders Mfg. Co 607-609 
Foley Mfg. Co 307-309 


Fresh'nd-Aire Co., Div. of Cory Corp. 
514-516-518-520-522-524 


General Electric Co., Small Appliance Div. 
282-283-284-381-382-383-384-48) 

Geuder, Paeschke & Frey Co. .. 253-255 

Gits Molding Corp. 933 
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Another Capacity Crowd 


The 23rd National Housewares Manufacturers Exhibit is a com- 
plete sell-out, according to A. W. Buddenberg, executive secretary 
of the National Housewares Manufacturers Association. 

The big show, slated for Atlantic City July 11 to July 15, will 
feature a total of 550 exhibitors. Their thousands of lines of mer- 
chandise will be exhibited to an estimated 7,000 visiting buyers. 

Exhibitors will utilize more than 151,000 square feet of exhibit 
space and 954 booths on the boardwalk level, lower level and ball- 
room level of the mammoth Atlantic City Auditorium. It will be 
the eighth successive show operated in Atlantic City by NHMA. 

Show hours will run from 9 AM to 5 PM daily with the exception 
of the last day, Friday, June 15, when the exhibition closes at 2 PM. 

The Pennsylvania Railroad, in conjunction with the NHMA, will 
again operate a “Housewares Show Special Through Train” from 
Chicago to Atlantic City and back. Reservations can be made with 


Pennsylvania Railroad in Chicago. 


Grond Sheet Metal Products Co., Con 
sumer Prod. Div., a ale 


Hamilton Beach Co., Div. Scovill Mfg. Co. 
1512-1514-1516 


Hankscraft Co. 1620 
Hanson Scale Co. 568-570 
Hoover Co., The 572-574-576 


Inland Mfg. Div., General Motors Corp.. 1612 
International Appliance Corp. 610 


Jay Broiler Co., Div. of Roto-Broil Corp. 
of America 1723-1725-1727 


Jet-O-Mat, Inc. 829 
KVP Co., The 416 
Kamkap, Inc. 554 
KitchenAid Houseware Div., The Hobart 
Mfg. Co. 575-577 
Knapp Monarch Co. 424-426-428-430 
Kord Mfg. Co., Inc... 1229-1231 
Lakeside Mfg., Inc 810 


Landers, Frary & Clark 
333-335-337-339-341 


Lasko Metal Products, Inc. 1228-1230 
Liberty Electric Co., Inc. 1622 
Lux Clock Mfg. Co., Inc., The 1349 


Manning Bowman Div., McGraw Electric 
Co 523-525-527-529-531 


Markel Electric Products, Inc. 1720-1722 
Marlun Mfg. Co. 1012-1014 
Mastercrafters Clock & Radio Co... 1116 
Meyer & Sons, Inc., W. F. 644-646 


National Food Slicing Machine Co., Inc.. 1437 
Nicro Stainless Steel Products Co., Div. 


of Cory Corp 514-516-518-520-522-524 
Noma Lites, Inc. ; 745-747 
Norris-Thermador Corp. . 1521-1523 
Northern Electric Co. 1044 
NuTone, Inc. 141-143-145 
Oster Mfg. Co., John 1717-1719-1721 
Paragon Electric Co. 1029-1031 


JULY, 


Peerless Corp., The.. 1600- 1601-1602 
Peerless Mfg. Corp. . 269-271 
Phoenix Table Mat Co. 707-709-711 
NS nn an cou b ans 1033-1035 
Portable Electric Tools, Inc............1455 
Proctor Electric Co... 702-704-706 
Regal Ware, Inc... a a 245-247 
Republic Molding Corp...... . 675-677 


Revere Copper and Brass Inc. 


506-508-510-512 
Rival Mfg. Co. 474-476 
Salton Mfg. Co., Inc... ; .. 1525 
Sessions Clock Co., The 1302-1303 
Seth Thomas Clocks 1100 
Shetland Co., Inc., The 813-815 


Signal Electric Div. of King-Seeley Corp. 


1609-1611 
Silex Co., The . 450-452-454 
Son-Chief Electric, Inc. 211-213 


Sperti Faraday Inc., Cooper Hewitt Elec- 


tric Div. 268-270 
Steam-O-Matic Corp., The... 472 
Stern-Brown, Inc. ; 532-534 
Superior Electric Products Corp. 312 
Supreme Products Co.... 1625-1627 
Swing-A-Way Mfg. Co. 564-566 
Taylor Instrument Companies 360-362 
ree 228-230 


Toastmaster Products Div., McGraw Elec- 
tric Co. . . 523-525-527 -529-531 
Tricolator Mfg. Co......... 1112-1114 
Tropic-Aire Inc., McGraw Electric Co. 
523-525-527-529-531 


United States Electric Mfg. Corp. 735-737 
Vollrath Co., The 357-359-361 
Wagner Mfg. Co., E. R. 468-470 
Waring Products Corp 272-274-276 
Welmaid Products, Inc. 344-346 
West Bend Aluminum Co. 544-546 


Westinghouse Electric Corp. 
738-740-742-744-746-748 
Wooster Rubber Co., The 368-370-372 





(ELECTRICAL MERCHANDISING has prepared 
these partial listings from information provided 
by the 9 of the Nati | Housewares 
Mfrs. Assn. and has made every effort to include 
all names of interest to the appliance, electric 
housewores, radio and television industries, but 
tokes no responsibility for errors or omissions.) 
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W P, YO 7 S) MPS25HV HIGH VELOCITY DYNAFAN 
0) Portable, high velocity air circulator—16” 
blade. Quiet-running. 2244” high, 1344” 
deep, 21” wide. Housewide use. Cooling 


Output 3850 C.F.M. 


MP525HV-Pedestal — Also available — 
Pedestal Type. Height 64”; extended 84”. 
Width 20”. Diameter of Base 20”. 


Se GR mm 


eS 


MP205TC—DeLUXE FAN 
FORCED HEATER 


Thermostat control permits selection of 
amount of heat desired and automatic 
control of output. Height 1344". Depth 
6%". Width 11”. 


MP202—-STANDARD FAN 
FORCED HEATER 


The economy model, built to same 
standards as the MP205TC but without 
the thermostatic control. Height 13”. 
Depth 64%". Width 11”. 


MP4 16—16” OSCILLATING FAN 


The ultimate in heavy duty oscillating 
fans. Rugged four pole motor. Quiet 
operation, guaranteed long life, 22” 
high, 1344" deep, 1834" wide. Volume 
1850 C.F.M, 


MP412— 12” oscillating fan. Similar 
in construction to the MP416. Volume 
1400 C.F.M. 


MP300—STARFLECTOR 
TWIN AIR CIRCULATOR 
Assures maximum heating and cooling 
efficiency. The ideal home comfort 
conditioner, Height 17”, Depth 10”, 
Width 14%”. Completely versatile, 
eliminates need for seasonal storage. 


MP25—MIMARVEL HAIR DRYER 
An incomparable hair dryer. Provides 
constant stream of cool, tepid or warm 
air with fingertip control, Also air sweeps 
kitchens and smoky rooms. 914" high, 
11” long, 54" wide. 
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Appliance Future 


Atomic vacuum cleaners, electronic 
golf balls and combination freezer 
ranges are a few of the items in the 
appliance future, according to far 
sighted industry figures. 

A self-operated, atomic-powered vac 
uum cleaner, equipped with a mag 
netic memory to guide it around the 
room may be only 10 years away, Alex 
Lewyt told a group of engineers 
cently. He said nuclear-fueled appli 
ances may take as long as 25 years to 
develop, but engineers have been 
working on the self-operating featur: 
for six years. 

Radio Clock. Meanwhile, Motorola's 
Daniel E. Noble displayed to a west 
coast group a transistor radio pocket 
clock that has a complete receiver fix 

es : tuned to the Naval Observatory in Vir 
USE THIS TOP-OF-RANGE ; 


ginia. It announces the time every 


STORY TO BUILD / other hour. s 
é Included in the pocket-size unit 
PROFITABLE SALES 


are a loud speaker, a volume contro! 
and an antenna. Since the unit is 
hermetically sealed it can be boiled in 
water without being affected. 

He also demonstrated an electronic 
golf ball that gives off a radio fre 
quency, A portable radio receiver car 
ried in the pocket can be used to 
locate the ball. 

Westinghouse Seer. In another 
speech, E. K. Clark, engineering 
manager for Westinghouse appliances, 
predicted “vast changes in electric 
home appliances.” He said several 
completely new appliances will be in 
troduced. 

As an example, he forecast a com 
bination freezer-range “that stores 
frozen pre-cooked foods and, at the 
touch of a button, sends a package 
of frozen food into a thawing and 
heating chamber—thereby delivering 
the food ready for serving at the 
table in a matter of minutes and 
with no more effort than the push of 
a button.” 

He predicted that the food will b« 
packaged in an attractive way so that 
it could be placed directly on the 
table “eliminating the need for a 
separate cooking utensil and serving 
dish.” 

He also predicted that “built-in 
appliances will increase in number 
and scope. For example, the built-in 
refrigerators which we already have 
today may be equipped to serve mor 








PROFIT BUILDERS FOR You 


Roper Automatic purposes—such as crisping crackers 
Gas Ranges and potato chips, or provide a place 


* Roper « for drying and storing kitchen linens.” 
Built-in Go OE able” He added, “Color will be extended 
Cooking Unies even further and more radically.” 

* Roper “Dr 


-Aj " 
P c y ire 


lothes Dryers New Washer-Dryer 


Automatic Washer Co. will begin 
manufacturing a “revolutionary new 
low cost combination washer and 
dryer unit” this month. 

Robert Bunz, sales manager, said 
the retail price of the new machine 


] will be low enough to open up a large 
} - . 


' new market for combination washet 
; dryers in the medium and low income 
} / / brackets. 

Robert Shankland, manager of 
manufacturing, said tooling for the 
new unit is complete and the factory 
will be producing 10,000 units per 
month by the middle of August. 
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Boost freezer sales with the complete Wilson line, or — 


app tHese BIG=SIZE FREEZERS 
TO YOUR PRESENT LINE 


Why /ose sales? Even if you're married to a limited line, you can still 


Don’t turn down orders enjoy extra, “big-ticket” profits merely by adding Wilson Freezers in 


izes non-conflicting BIG SIZES! Survey after survey of freezer owners reveals: 
for the farge on “Our next freezer will be an upright—and bigger!” Stay tuned to the 
—they’re on the increase! trend: sell BIGGER —sell WILSON! 





New Wilson.Upright Model BF-35C—full 35.38 cu. ft. 
capacity. Sparkling white, with gold and blive trim. 
Inventory Chart. Door Racks, Many features! 


New Wilson Upright Model BF-250C—full 25.4 cu. ft, capacity. 
Smart gray finish. Your best answer to the growing demand 
for a BIG freezer at a low price! 

















; 









































». 


Built to. retail at only 


BIG WILSON SECTIONAL FREEZERS (remote) $599°95 























| i 4 
i 
| me ; 
: 1) i Examine the many advantages in handling the /u// Wilson 
line. All the popular, profitable sizes—Food Plan to Farm 
4 | 1 | { capacities! 15 and 20 cu. ft. Chest freezers; 15, 20, 25 and 
AN | if a 45 cu. ft. Uprights. Sectionals, too! All the best convenience 
” features it took two independent freezer manufacturers years 
to develop! Double the heritage of any other line! lnvestigate 
M Fix301 Model Fi-601, hol Model FI-9¢ , i 
30 fey patch 60 rrery oe ot — 90 Se ne te g dpe today! A few attractive franchise opportunities now open! 
cu. FT farms, etc.Con be food. Easily added ; 29" deep with doors 
enlarged lates, CU. FT, to—in sections! cu.FT, and hardware removed! 
e@eeeeeeeee eee eee eeeeeeeeeaeeeeeeeeeeeeaeeaeeeeeeeeeeeaneeeeeae 
* 
- Wilson Refrigeration, Inc., Dept. EM-7, Smyrna, Delaware 
. Rush information on opportunities in Wilsor Complete Home Freezer line BIG Home 
. Freezers only Sectional Storage Freezers 
. 
. 
7 
HOME FREEZERS 
ad NAME % Alte 
. 
* 
WILSON REFRIGERATION, Inc., SMYRNA, DELAWARE . 
. 
Division, Tyler Refrigeration Corporation . ADORE 
. 
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Available in Canada through Addison Industries, Ltd. 
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CBS 

TV Sets 
give you 
the man 
and the 
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Arthur Godfrey’s Talent Scouts, now 
sponsored by CBS TV Sets on Monday 
nights ... and continuing all year long 
on the CBS TV and Radio Networks. 


THE MAN — It’s “King” Arthur again — working for 
you Monday nights (all summer long — all year long) 
over the combined CBS TV and Radio Networks! Telling 
11,540,000 devoted families to go to their dealers and 
look for CBS Blue Tag Specials — the first “luxury” 
sets in the popular-price field. And when Godfrey tells 
‘em “go look”... brother, they go! 


AND THE BLUE TAG — This is what Godfrey's send- 
ing them out to find on your floor — the CBS Sets with 
this Blue Tag on them. It’s the same tag, the same 
Godfrey magic, the same world-beater of a promotion 
that just sold more sets in a month than many promo- 
tions move in a season. And now it’s back again to 
give you the best summer selling...the best year-round 
selling of your life! See your CBS TV Set distributor. 


CBS-Columbia—A Division of the 
Columbia Broadcasting System 
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. the boys got in a bit of a bustle 
over discounting . 


” 





@ 


. so the manufacturers got tough with 
them and now... 


Under-cutting Down Under 


Australia’s “Refrigerator King” visits America 
to learn marketing methods; reveals discounting is no 


problem in his country 


“The boys got in a bit of a bustle” 
when discounting started in Australia. 
So says Neville M. Anderson, a lanky, 
30-year-old appliance dealer known 
to Brisbane, Australia, as the “Refrig- 
erator King.” 

Last month Anderson was winding 
up a whirlwind two-month tour of 
the United States. In his soft Aussie 
accent, he asked questions about 
American appliance selling. He hoped 
the answers would boost his million- 
dollar-a-year volume even higher. 

T'V’s Coming. Of special interest 
to the visitor from “down under’ is 
American television. Australia has yet 
to take the video plunge and Ander- 
son eagerly soaked up everything he 
could learn about American ‘T'V sys 
tems, sales and servicing. 

Deeply impressed with the new 
media, Anderson found the quality 
better and the problems fewer than 
he expected. One important change 
he plans to make in merchandising: 
in Australia a 12-month service war- 
ranty will be included in the price of 
the set 

Australian customers would “buck 
up right quick” if they were slapped 
with American-style service charges 
after buying a set, Anderson believes. 

When he starts his television busi- 
ness, Anderson will open a new three- 
story building to service Brisbane’s 
half million potential customers. At 
present, one building houses his four 
companies—Anderson Pty. Ltd., Bris- 
bane Refrigeration Co., the Anderson 
lrading Co., and Snow White Pty. 
Ltd. 

Started in Refrigerators. Anderson 
started as a refrigeration engineer and 
his first company was the one now 
known as Anderson Pty, Ltd. Dealing 
strictly in refrigerators, Anderson built 
his reputation as the self-proclaimed 
“Refrigerator King’ of Australia. 

When the dark-haired Aussie started 
his business in Brisbane, none of the 
local merchants accepted trade-ins. 
Anderson pioneered in this field and 
as a result started his second company 
—the Brisbane Refrigeration Co. This 
firm reconditions trade-ins. The An- 
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derson Trading Co. in turn sells the 
guaranteed reconditioned refrigerators 
—and washing machines. New washers 
are sold by the fourth firm, Snow 
White Pty. Ltd. 

The Anderson company handles al- 
most every major brand known to the 
Australian market—including familiar 
names like Crosley, Kelvinator, Norge, 
Frigidaire and Westinghouse. (The 
units are manufactured in Australia, 
however.) 

‘T'rade-ins play an important part in 
Anderson’s business. He estimates 
one third of his refrigerator volume 
goes to customers with no trade-in. 


Pas ey 





. we don’t have any price-cutting .. . 
y'know...” 


One third turn in ice boxes and the 
final third trade in old refrigerators. 
Since refrigerator saturation is around 
60 percent (washer saturation is only 
35 percent) Anderson finds a ready 
walt for the reconditioned units. 
His 26-man staff breaks down into 
a large service and reconditioning sec- 
tion and a five-man sales force, In 
Australia, however, much of the serv- 
icing is handled by the manufacturer 
or factory representative who also does 
the warehousing and delivery. 
Discounters Controlled, Manufac- 
turers also take a stronger stand 
against discounters, Anderson revealed, 
An informal association of retailers 
and manufacturers effectively stifles 
any price-cut attempts, he claims, 
Retailers have agreed in writing to 
maintain manufacturers’ retail prices. 
Dealers are also prohibited from stat- 
ing a specific trade-in allowance in ads, 
Anderson said any manufacturer sell- 
ing to cut-price operations would be 
boycotted by other retailers. And a 





Why They Buy Coolers 


That’s what DuPont hopes to find out in a con- 


sumer-attitude survey this 


summer; results may help 


air conditioner industry lay 1956 plans 


A study of consumer attitudes 
toward air conditioners will be 
launched this summer by DuPont Co. 
The first of an annual series will be 
completed in time to help manufac- 
turers plan 1956 promotion and adver- 
tising Campaigns. 

The unique survey was announced 
at the annual meeting of the Air Con- 
ditioning and Refrigeration Institute 
last month in Hot Springs, Va. 

James Emmett, Jr., newly elected 
president of ARI, said “A study such 
as proposed by the DuPont Co. can 
reveal certain consumer attitudes 
toward air conditioning about which 
we lack sufficient information. If this 
is so, it is entirely possible that we 
may have to revamp our promotional 
approach so that we can bring about 
an even greater rate of growth for cur 
industry.” 

He noted that “this study comes at 
a time when our industry is at the 
threshold of its greatest expansion. 
The market for air conditioning has 
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grown tremendously in the past ten 
years. If it continues to grow at a 
comparable rate during the next five 
years, we should enjoy a 46-times in- 
crease by the end of 1960.” 

The study was introduced to the 
ARI meeting by Robert J. Thompson, 
director of sales of DuPont's “Kinetic” 
Chemicals division which markets re- 
frigerants, 

He told the convention that the sur- 
vey will be conducted by an independ- 
ent research agency. It will be car- 
ried out on a personal interview basis 
in urban centers all over the nation. 

Thompson pointed out that the 
“need for factual information on how 
people feel about air conditioning, 
why they buy it and what they like 
and dislike about it is one of the most 
pressing problems in the industry 
today.” 

Future surveys will cover central 
station residential air conditioning. 
commercial and industrial air con- 
ditioning and industry sales practices. 





price-cutting retailer would find his 
supply cut off. (Though it’s illegal to 
refuse to sell to a retailer, the manu- 
facturer can raise his wholesale price 
to the retail level, Anderson said) 
While American discounters ap 
alled Anderson, he did find things he 
iked. Landing in San Francisco, he 
talked to California appliance dealers 
up and down the coast and saw some 


TV programming in Hollywood, Com 


ing east, he toured the Hotpoint plant 
in Chicago and then studied the de- 
partment store and discount opera- 
tions in New York. 

Harry Price, NARDA president, was 
his host for three weeks in Norfolk. 
Said Anderson: “I learned more from 
Harry Price than from all the manu- 
facturers, distributors and dealers in 
Australia put together.” 

The “Refrigerator King” will spend 
one month in Europe picking up more 
information on television before he 
returns to Australia to work on his 
next title—“The TV King.” 


Financial Reports 


Several appliance-radio-T'V manu 
facturers reported on early-year sales 
and profits last month, 

Philco Corp, recorded first quarter 
sales of $96,825,000 and a net income 
of $2,447,000, according to president 
James H. Carmine. ‘This compares 
with sales of $113,777,000 and income 
of $2,438,000 in 1954, 

Carmine said that “unit sales of 
television receivers in the first quarter 
showed a gratifying increase over a 
year ago, but due to the trend to 
lower priced models, the average unit 
of sale was considerably smaller.” 

Admiral Corp. reported first quarter 
sales at $30,034,396, about 11 percent 
below last year’s $55,977,563. Net 
earnings this year were $1,238,176, or 
18 percent below 1954's $1,504,044. 
Admiral officials attributed the entire 
drop to decreases in military spending, 
and said second half sales would be 
10 to 20 percent higher than last year. 

Emerson Radio and Phonograph 
Corp. reported net profits of $1,111,- 
981 for the 26-week period ended 
April 30, 1955. This was up from 
profits in 1954 which were $947,515. 

Whirlpool Corp. announced net 
sales of $51,134,388 for the first quar- 
ter of 1955. This compares with sales 
of $43,773,985 in 1954, Net earnings 
were set at $3,565,644 ee to 
last year’s total of $1,957,856. 

Servel, Inc, reported a drop in sales 
for the six-month period ending April 
30, however, the company’s expenses 
were also reduced, resulting in a 
smaller net loss than last year, officials 
said. Net loss was $1,914,337, a de- 
crease of $788,308 from last year’s loss 
of $2,702,645. Sales totaled $24.- 
265,397. Officials added that factory 
shipments for April and May were up 
49.3 and 33.7 percent, 

Coleman Co., Inc., announced sales 
for the first four months of 1955 were 
$12,930,070, compared to $12,487,- 
123 for the same period last year. 
Earnings were $257,379 compared to 
$122,251 in 1954. Officials said an 
increase in sales of civilian goods more 
than offset a decline in military sales. 
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55 Gasapack accessories 


ELECTRIC WALL 


55 ET electric low-voltage thermo- 
stat controls flame, Operates from 
high fire to off, or from high fire 
to bypass flame if desired, Com 
plete kit: electric operator plus 
wall thermostat, plug-in trans 
former, wire and staples, 


DEPENDABLE Couatr ald 





for Air * Gover * Liquids * Refrigerants 


A-P CONTROLS CORPORATION 
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aii What other 


gas control 
gives you 


all this ? 


@ CHOICE OF 3 THERMOSTATS — 
for any comfort need 


® INSTANT INSTALLATION — 


anytime, anywhere, by anyone 


* PERFECT AUTOMATIC CONTROL 


personalize” 


your heater for every customer 


MODULATING SNAP MODULATING 


55 MTS modulating snap thermo- 55 MT modulating thermostat — 
stat is operated by a sensitive ther A liquid-charged thermo-bulb 
mo-bulb. Modulates the fire from modulates the flame between high 
high to low. Quietly snaps off and low fire, maintaining a con 
when low fire is no longer re stant, comfortable temperature 
quired, Ignition is at a point close despite fluctuating outside tem- 
to “wide-open”—eliminates burn peratures. No wiring required. 
back in venturi. 





%& Only the new A-P 55 GASAPACK gives you everything 
needed to sell safe, silent fully automatic control. When 
your customer buys the space heater — he can choose 

the accessory of his personal preference! You install it 

in minutes without disconnecting the valve. Result: You 
offer more ... you make more. Your customer gets ex- 


actly what he wants. 


Insist on 55 GASAPACK control on the space heater 
you sell, Write for details. 


2400 WN. 32nd Street, MILWAUKEE 45, Wisconsin 
COOKSVILLE, Ontario NIJMEGEN, Holland 
For Export: 13 E. 40th Street, New York, N. Y., U.S.A. 
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Marketing Briefs 





¢ Motorola’s vice president in charge 
of marketing, Edward R. Taylor, last 
month predicted the country is mov- 
ing into a “necktie economy.” He 
advised a Chicago convention that 
marketing and advertising men must 
convince the consumer that he “can 
use another one of just about every- 
thing—another car, bathtub, TV set, 
fur coat or vacation.” 


¢ The A. O. Sutton Corp. has un 
veiled ‘‘a complete distributor, dealer, 
consumer finance plan designed to 
keep Vornado distributors and dealers 
in a financially competitive position.” 
rhe program, worked out with Com 
mercial Credit Corp. allows dealers 
to finance floor stocks and consume 
credits. 


¢ Amana Refrigeration, Inc. has in 
troduced a new nationwide plan for 
financing freezer-food plan sales. The 
new credit plan covers the retail sale 
of both the freezer and an initial and 
continuing supply of frozen food, ac- 
cording to E. L. Hinchliff, sales man- 
ager. The down payment on the 
freezer is 10 percent on a 24-month 
contract. 


e Newcomb Audio Products Co. 
has broadened its two-step distribu 
tion program with “a complete line 
of home high fidelity amplifiers and 
tuners,” according to president Robert 
Newcomb. 


¢ Hotpoint Co. has introduced a 
new combination refrigerator-freezer 
that “rolls out for easy cleaning,” has 
a 123 pound freezer at the bottom, 
and has a “Eye-Hi” fresh food com- 
partment. The company said a recent 
survey of 50,000 women revealed that 
79.6 percent wanted rollers or casters 
on the bottom of their refrigerator 


¢ Republic Steel Kitchens has an 
nounced an intensive two-day sale 
training program for kitchen dealers. 
C. E. Howes, general manager of sales 
for the Berger division, said the bi 
monthly training sessions will be given 
at plant number two in Canton, O 


Selling Book 


“Making Your Sales Meeting Sell’’ 
is the title of a new book by Edward 
J. Hegarty, director of sales training, 
electric appliance division, Westing 
house Electric Corp. 

The 297-page book is a sequel to 
his earlier book “How To Run a Sales 
Meeting” which was published 10 
vears ago. In the new volume, Hegarty 
brings the reader up to date on mod 
ern sales meeting techniques 

He also has slanted the book “at 
the small man, the fellow who runs 
sales meetings for six or eight or ten 
salesmen and who doesn’t have a pot 
full of money to spend.” 

The book covers organizing the 
sales meeting, writing and giving 
speeches, demonstrating, using visual 
aids, etc. McGraw-Hill published the 
book, which sells for $4.00 
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Most 
Extensive and 
Versatile Line 
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Stainless Steel, Trained Kitchen 
Full Porcelain and GARNET 
Warranty Built-in Sinks. CNET TT 





Special Feature 


‘Cabinets 
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NO OTHER KITCHEN CAN COMPARE WITH GENEVA 


Large or small home...a GENEVA kitchen is the perfect 
answer. By offering the greatest selection of kitchen cabi- 
nets available, a GENEVA kitchen can be tailored to 
specific room dimensions. No wasted time...no wasted 
space. And of equal importance a GENEVA kitchen can 
be personalized to meet any individual whim—and any 
Nationally budget. To be sure of the finest...choose GENEVA. 

Geneva whisper quiet features 
Advertised 


Custom-built 
Units 





sf Door and drawer Exclusive plastisol Floating drawers glide Special silent nylon 
fronts sound deadened, coating of wire shelves smoothly and quietly door catch eliminates 
painted inside and out. cushions sound. on nylon rollers. metallic click. 
’ yw Geneva Modern Kitchens, Division of Acme Steel Co., Geneva, Ill. 
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PROGRESS REPORT FROM 





Ist SALES 


THE NEW NORGE 


For year ending April 30, 1955 


Just about a year ago we told you that the NORGE “Giant” had awakened and that 
he’d make a big noise in the Appliance Industry with record-smashing sales gains 
right across the line. Here’s proof and it’s on/y the beginning! So—get on the band- 
wagon while there’s still time. Better check with your NORGE Distributor today! 























PRODUCT PERCENT OF PREVIOUS YEAR 
Refrigerator sales 167% 
Freezer sales 124% 
Range sales (Gas & Electric) 173% 
Dryer sales (Gas & Electric) 331% 
Automatic Washer sales 257% 
Conventional Washer sales 147% 
Water Heater sales 173% 





OVERALL SALES PERCENTAGE 196% 


WORGE SALES CORPORATION, SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA CHICAGO 54, ILL - CANADA ADDISON'S LTD, TORONTO 
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PANEL MEMBERS Kendal! of Good Housekeeping, Warner of Hotpoint, Cook of 


American Kitchens, 


Clark of Westinghouse, 


Hunt of Designers for Industry, 


McNiece of Detroit Edison and Professor Beyer of Cornell discuss the trend to 
built-ins at the American Institute of Electrical Engineers conference. 


Built-ins And Color... 


.. . are key topics at the AIEE’s sixth annual 
appliance technical conference held in Cleveland; 
standardization seen as important need 


I'he appliance industry received a 
varied and critical look recently 
especially on built-ins and color in 
the kitchen. It came from the Ameri 
can Institute of Electrical Engineers 
at their sixth annual appliance tech 
nical conference in Cleveland’s Hollen- 
den Hotel May 23-24. 

Dynamic Industry. Keynoting the 
two-day affair was R. J. Sargent, man- 
ager of major appliances, Westing- 
house Electric Corp. Terming it a 





WESTINGHOUSE’S SARGENT: A dynamic 


industry is the keynote 


“dynamic industry,” Sargent said that 
338 million appliances had been made 
since 1949 
Showing the 
in it 


faith the industrv has 
Sargent said that 
manufacturers’ plant space has grown 
from 54 million sq. ft. im 1949 to 89 


own growth 





G-E’s HARRISON: Canary yellow and 


turquoise green are most populor 
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million sq. ft. in 1955, an increase of 
>/ percent. 

“No other industry has shown the 
growth the appliance industry has,” 
said Sargent. “None has its future.” 

Servicing Built-ins. ‘The stumbling 
block of service for built-in appliances 
was covered by several speakers during 
the conference. E. H. McNiece, staff 
engineer for Detroit Edison asked for 
standardization on installation pro- 
cedures. The “‘heart of the matter” he 
said was the lack of a basic standard 
method for wiring branch circuits with 
proper distribution for fixed appli 
ances. The built-ins have aggravated 
this situation even further. “In place 
of standard connections,” said Mce- 
Niece, there is a variation “as great 
as there are makes or models of the 
appliance.” 

Service should not be different with 
built-ins, said McNiece, providing cer 
tain considerations are specified. He 
asked that (1) customer be taught 
function and care of appliance, (2) 
simplified, well-defined instructions for 
servicemen, (3) servicing be a one-man 
operation, (4) built-ins should be de 
signed for front service so that unit 
does not have to be removed, (5) a 
longer life for built-in appliances with 
a minimum of service. McNiece also 
asked standardization of commonplace 
parts and materials. 

Similar pleas for standardization 
came from several members of the 
panel discussion on “The Homemak 
ers Viewpoint on Built-in Kitchens’ 
by Helen Kendall, Good Housekeep 
ing magazine. Kenneth Cook of Amer 
ican Kitchens strongly asked for stand 
ardization of built-in equipment. He 
pointed out the difficulties of . the 
cabinet manufacturer in trying to work 
with various manufacturers 

Color. The color program launched 
recently by General Electric was well 
timed and has found willing support 
all over the country, according to 
E. W. Harrison, Appliance Park, 
Louisville 

Pointing out that the comprehen 
sive color program was timed with in 
troduction of G-E’s new built-in appli 
ances, Harrison said it was “also timed 
in relation to the public’s appetite for 
color.” The popularity of G-E’s colors 
rank Canary Yellow and Turquoise 
Green the most preferred 
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NASA Meets In Miami... 


... for sixth annual convention; appliance service 
group discusses role of service, need for uniform treat- 
ment from manufacturers and efficiency yardsticks 


A yardstick by which appliance 
service firms can measure the clielanns 
of their operations was presented to 
the sixth annual convention of the 
National Appliance Service Associa 
tion in Miami Beach, May 10-13. 

The association’s committee on op 
erating methods, headed by Keith L. 
Chamblin of California Electric 
Service, Inc., of Los Angeles, reported 
on a nationwide survey conducted on 
the shop time required to repair 
various types of traffic appliances. 

By polling association members, the 
committee was able to establish aver- 
age times required by the various 
service stations, The report was in 
tended to show individual service sta 
tions if they were out of line with 
the average and pointed out that those 
who found themselves spending more 
time than the average on servicing 
could consult with other association 
members on ways to improve their 
methods. 

Uniformity Sought. Another com- 
mittee report, by the manufacturers 
relations committee, made a plea for 
uniformity in the treatment of service 
stations by manufacturers. The com 
mittee was headed by Sylvia Lieber- 
man of Electric Repair and Construc- 
tion Co., of Cleveland. As one of 
the examples for the need of uni- 
formity, the report said that among 
135 trafic appliance manufacturers 
there were at least 37 different terms 
in freight allowances. 

Other committee reports covered 
the fields of business labor 
relations and advertising. 

The association is composed of 
trafhc appliance repair stations pro 
viding factory authorized service, with 
traffic appliance manufacturers eligible 
as associate members 
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Kitchen Cabinet Men Meet 


from retiring president C. S 





The convention’s major panel dis 
cussion dealt with the part service 
plays in business. It was moderated by 
Chamblin. Speaking for dealers was 
Omar Stang of Stang’s Appliances, 
Miami, and for distributors, I. L 
Balkom of Railey Milam, Miami. Rep- 
resenting manufacturers. was Richard 
Mollwitz, West Bend Aluminum Co., 
West Bend, Wis., and speaking for 
service stations was Earl Mueller, Elec 
tric Sweeper Service Co., Cleveland 

Guest speakers at other sessions 
were R. B. Roberts, vice president of 
the Florida Power & Light Co., 
Miami, and N. §S. Violette, service 
manager of Winsted Hardware Manu 
facturing Co., Winsted, Conn. 

Officers Elected. The group re- 
elected John D. Hilburn, Boese Hil- 
burn Electric Co., Kansas City, Mo., 
president. Mr. Mueller was elected 
first vice president and John F, Camp, 
Sr., Camp Electric Co., Memphis, 
Tenn., was named second vice presi 
dent 

Six members were placed on the 
board of directors: O. Robert Amold, 
Amold Electric Co., Houston, Tex.; 
L,. A. Kolby, Appliance Service Center, 
Salt Lake City, Utah; Charles W. 
Schneck, C. W. Schneck Co., Mil- 
waukee; Milton Wallach, Electra 
Craft Applia.:xe Co., New York City; 
Richard Mollwitz, and John H,. Otis, 
Paragon Electric Co., Two Rivers, 
Wis. The latter two are representa 
tives of the manufacturer's associate 
membership 

John S. McDermott of Kansas City 
was reappointed executive secretary. 
David J. Zangwill of David Electric 
Co., Miami, was in charge of arrange 
ments for the Miami Beach meeting 

Next vear’s convention will be held 
in Chicago 





NEW PRESIDENT OF SKCMA, Harry S. Lowrence, right, receives congratulations 
Motter, while Mrs. Mottor applauds. New officers were 


elected at group's summer meeting in White Sulphur Springs, W. Va 
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PRESENTING THE NEW “UN-MECHANICAL LOOK” 
TV’s FIRST COMPLETE RE-STYLING 





RCA Victor announces the 


7 MAJOR ADVANCES FOR YOUR 
Big Changes in styling and performance 


















The Big Change in TV by RCA Victor is 
your biggest chance in years for higher sales 
and higher profits! For RCA Victor TV 
already bought by more people every year 
than any other television—is now packed with 
greater sales appeal than ever! 

Now RCA Victor brings you sensational 
innovations that help you sell and sell up 
in seven major advances: the new ‘‘Un- 
Mechanical Look”’—-TV’'s first complete re- 
styling .. . new “High-and-Easy” Tuning 
tha 8 you tune standing up . . . $500 picture 
quality Meets as low as $200. . . new “Front- 
Window” Channel Indicator .. . new Balanced 
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Fidelity Sound ...8 new swivel models—new 
rollarounds too — all with two speakers... 
prices down as much as 18%, 


Broadest range of “‘sell-up” in RCA Victor 
history! Here are three new lines: the budget- 
priced Special Series from $149.95—stunning 
new Super Sets from $199.95—and custom- 
styled Television Deluxe from $299.95. 


New sales appeal plus proven popularity! 
A recent Elmo Roper Study shows that more 
than twice as many people plan to buy RCA 
Victor in the next year or two than any other 
make. The stage is set for your biggest and 
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best year in television! Be sure to ask your 
distributor all about the new RCA Victor 
television sets. And do it soon! 


A. 17-in. Thriften. Ebony finish (model 1756022). Also in 
mahogany grained finish (model 1756025); limed oak 
grained finish (model 17S6027). 

8. 21-in. Towne. Maroon textured finish (model 2186053), 
Also in black textured finish (model 2186052). 

C. 21-in. Brady. Limed oak grained finish (model 215632). 
Also in mahogany grained finish. 

D. 21-in. Headliner. Ebony finish (model 21T6082). Also 
in maroon finish (model 2176083). 

&. 21-in. Compton. Tawny gold finish (model 2176114). 
Also in mahogany grained finish (model 2176115); limed 
oak grained finish (model 2116117). 

fF. 21-in. Henson. Mahogany grained finish (model 
2176125). Also in limed oak grained finish (model 2116127). 


1955—ELECTRICAL MERCHANDISING 




















BIGGEST YEAR IN TELEVISION! 
make all other TV seem old-fashioned! 








G. 21-in. Transette. Rollaround. 2 speakers. Mahogany 
grained finish (model 2116225). Also in limed oak grained 
finish (model 2116227) 


H. 21.in. Plekwick. Swivel bose. 2 speckers. Limed ook 
grained finish (model 2116257). Also in mahogany grained 
finish (model 21176255); walnut grained finish (model 
2176256) 

1. 21-in. Gladstone. Mahogany grained finish (model 
211635). Also in walnut grained finish; limed oak grained 
finish 

J. 24-in. Wayland. Ebony finish (model 2416142). 

K. 24-in. Vincent. 2 speakers. Limed oak grained finish 
(model 2416287). Also in mahogany grained finish (model 
2476285). 


L. 2\-in. Winfield Deluxe. 2 speckers. Mahogany 
grained finish (model 210641). Also in limed oak grained 
finish 


M. 21-in. Allison Deluxe. 2 speakers. Limed oak grained 
finish (model 210645). Also in mahogany grained finish. 
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N. 21-in. Chalfont Deluxe. 2 speakers. Maple finish 
(model 210647). 

O. 21-in. Rittenhouse Deluxe. Two cabinets in contrast. 
ing finishes with either natural walnut or blond tropical 
hardwood predominating (model 210648); also in two- 
tone birch finish. 

P. 21-in. Glenwood Deluxe. 2 speakers. Walnut finish 
(model 210652). 

Q. 21-in. Princeton Deluxe. 2 speakers. Figured mahog- 
any finish (model 210667). 

R. 2\-in. Collingswood Deluxe. 2 speakers. Natural 
limed oak and French walnut finish (model 210670). 

5. 24-in. Everest Deluxe. 2 speakers. Mahogany grained 
finish (model 240655). Also in limed oak grained finish. 
T. 24-in. Heverton Deluxe. 2 speakers. Natural walnut 
and blond tropical hardwood finish (model 240658). Also 
in natural birch finish, 

U. 24-in. Barbizon Deluxe. 2 speakers. Natural walnut 
finish (model 240673). 


1955 








Big Change in television 


V. 24-in. Chatfield Deluxe. 2 speakers. Teak figured 
and walnut trim finish (model 240676), Also in mahogany 
finish. 

W. 24.in. Winthrop Deluxe. 2 speakers. Maple finish 
(model 240679). Also in natural walnut finish, 


EVERY YEAR MORE PEOPLE BUY 


RCA 


Toros © RADIO CORPORATION OF AMERICA 


THAN ANY OTHER TELEVISION 


D 2 


ws waetens vorne* 


Vv 





Manutacturer's nationally advertised VF list 
prices shown, subject to change. Slightly 
higher in for West and South. UNF optionsl 
Gf extra cost. 
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nothing but porcelain 
nothing but porcelain 


nothing but porcelain 
nothing but porcelain 














nothing but porcelain 


wipes new...always! 


Won't burn 
can't! Ger 


Ke 


we're telling millions 


inthe POST 


Porcelain enamel stays 


new for years, adds extra 


value to any appliance. That's why 
more and more “Porcelain” is being used. 
Also why smart dealers are “talking up” Porcelain enamel 


and building bigger sales, both today and tomorrow. 





AGBETTER BUY 





“Get Lifetime Beauty!” 


FERRO CORPORATION 


CLEVELAND 5, OHIO 








See page 49 for more news about Porcelain enamel! 


PAGE 148 





Code For Conditioners 


Standards of advertising and selling are estab- 
lished by the National Better Business Bureau and the 
Air Conditioning and Refrigeration Institute 


A 16-point code of ethics for the air 
conditioning industry was presented 
last month by the National Better 
Business Bureau and the Air Condi 
tioning and Refrigeration Institute 

Ihe program “‘developed from more 
than a year of discussions between the 
two sponsoring organizations in the 
course of which nearly all manufactur 
ers and local Better Business Bureaus 
were consulted,” officials said. 

Cooling Claims. Key plank in the 
program dealt with claims for cooling 
capacity. “A major objective of the 
standards is the elimination of public 
confusion about the cooling capacity 
of room air conditioners by providing 
a single, accurate, authoritative method 
of expressing such claims,” the groups 
said. 

Under the program, claims will be 
made in terms of the Btu-per-hour 
capacity of the model as determined 
by a standard established by the ARI. 

The provision will apply to adver- 
tising and sales literature on all 1956 
models, according to George S. Jones, 
Jr., managing director of ARI. 


Other Points Covered. ‘The new 
standard defines air conditioners and 
outlines what type of cooling equip 
ment can properly claim the air 
conditioner name. Other standards 
require that used, rebuilt and discon 
tinued models are to be properly 
identified. 

Misleading illustrations and layouts 
are prohibited and guarantee state 
ments must be accurate. Underselling 
claims are also prohibited “since it is 
impossible for any manufacturer or 
ny national or regional distributor of 
room air conditioners to have com 
plete and accurate knowledge of all 
prices and conditions in all outlets at 
all times,” the code said. 

Dependability Preserved. In issuing 
the standard, Jones and Allen E. Back 
man, NBBB executive vice president, 
said, ““These standards should help 
build consumer confidence in the 
room air conditioner industry, thereby 
helping to protect the investment of 
dealers, distributors, and manufactur 
ers in the productivity of room air 
conditioner advertising 


A Study In Saturation 


Latest newspapers’ 


consolidated consumer 


analysis reveals brand preferences, comparative trends 
in 20 markets across the country 


Brand preferences and comparative 
market saturations are available for 20 
markets in the new, 1955 Newspapers’ 
Consolidated Consumer Analysis 

Reporting on more than 55,000 
families across the nation, the study 
shows the position of appliances in 
each market. The 20 cities include 
Cincinnati, Columbus, Duluth-Su 
perior, Fresno, Honolulu, Indianapolis, 
Long Beach, Milwaukee, Modesto, 
Newark, Omaha, Phoenix, Portland, 
Me., Portland, Ore., Sacramento, Salt 
Lake City, San Jose, Seattle, St. Paul, 
and Washington, D. C. 

Refrigerators Tops. Most popular 
appliance, according to the report, 1S 
the refrigerator. Saturation is over 96 
percent in every market and tops 99 
percent in five markets. 

Television is the second most popu 
lar item among the appliances in 
cluded in the study. Saturation ranges 
from a low of 59 percent in Modesto 
to over 93 percent in Newark and Mil 
waukee. 

Electric ranges showed one of the 
widest swings in saturation. Newark 
is only 2.7 percent saturated (gas 
ranges account for 96.5 percent) 
Meanwhile, 80.6 percent of the fam 
ilies in Seattle own electric ranges 

Another wide spread was recorded 
for garbage disposers. Long Beach 


boasted 41.7 percent ownership while 
Newark (where laws oppose disposers 
had only .8 percent saturation. Wash 
ington, D. C., was the only other city 
to register more than 10 percent 
saturation 

Fully automatic washers were found 
to be most popular in Long Beach 
where saturation is 63.4 percent 
Sacramento was second highest with 
50.2 percent while Milwaukee and 
Duluth-Superior were lowest with 22.7 

Dryers scored 18.3 percent satura 
tion in Columbus and Cincinnati, but 
in 15 markets the ownership was be 
low 15 percent. Portland, Me. and 
Honolulu reported less than four pet 
cent saturation. 

lreezers are most popular in Phoe 
nix where they enjoy 22.7 percent 
saturation. Ownership was below 10 
percent in only Portland, Me., New 
ark, and Washington. 

Position of Brands. In the 200-page 
report, the preference of each brand 
is listed for every city. Each brand is 
also scored on the number of market 
where it ranks first in sales. The study 
also gives 1954 saturation and the 
percent of increase in 1955 

Copies of the consolidated report 
and the more detailed local reports are 
available from the 20 newspapers 
which cooperated in the survey 
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Philadelphia-born Bob Binney 
has been with Burdine’s since 
1950. His astute buying, careful 
planning and promotions helps 
Burdine’s turn over its traffic 
appliance inventory approxi- 
mately once every seven weeks. 





Here, Mr. Binney and Wygant watch Joyce Solomon demonstrate a Waring 
Blendor. Graybar and Burdine’s have cooperated in a number of successful 


promotions and demonstrations. This one has been continued over the past 


seven months. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 
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Buyer Bob Binney and Graybar sales- 
man Howard Wygant discuss a special 
emergency order for Telechron clocks. 
This photo was snapped at 1:30, That 
same afternoon, a Graybar truck de- 
livered the order to Burdine’s 


WE PROMOTE NATIONAL LINES... 
WE EXPECT SERVICE— 
we get both from Graybar 


Says: Robert L. Binney, Buyer, Traffic Appliances, Burdine's, Miami, Florida 


“It’s tough enough to get customers into the store. Once we do, 
we can’t risk losing them because we’re out of stock. 

“Burdine’s philosophy is to have merchandise on hand at all 
times. We never back-order. We can’t sell it if it’s on back-order. 
That’s why we do business with Graybar. Graybar is close by. 
They give us almost immediate delivery. But Graybar service 
doesn’t stop here. 

“Graybar offers us leading lines of nationally-advertised house- 
wares, Products like Waring, Telechron, Universal and many 
others. These are housewares our customers know about and 
have confidence in. Naturally this makes our selling job much 
easier, 

“Another point, Burdine’s operates four stores. One in Miami 
Beach, one in Lauderdale, another in West Palm Beach and one 
in Miami, Graybar stocks merchandise in the quantities we use. 
They adapted their operation to meet our specialized needs. 

“Dealing with Graybar personnel makes business a pleasure. 
We can be sure of friendly cooperation at all times. We feel that 
we will be the first to know about any deals or promotions that 
will help build our business.” 591.47 







iN OVER 120 
PRINCIPAL CITIES 
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Only ‘CO. LIQUIDIZER 


¢ Has the MULTI-SPEED switch » CHROME or COPPER PLATED BASE 


for the speed you need 


right at your fingertips! ¢ ALSO IN DECORATOR SHADES 


e Blends, beats, stirs, 
pulverizes, grinds, chops 
++. even shaves ice! 







Sell on sight feature! Nameplate that tells the 
needed speed for every blending, pulverizing chop- 
ping or mixing operation. No more guessing. %&M- 
LIQUIDIZER does a// the work...even the thinking! 


xi LIQUIDIZER ail LIQUIDIZER 
with Multi-Speed Switch $ 49% ? (3-speed) in decorator $395 
Chrome or Copper base retails at . color bases and white retails at . . 













aud 4 times faster! 
‘© REDI-BAKER 


Bakes a dozen biscuits at a time! 


Now with cooking and baking tray! 


$2495 


RETAIL 


Only Appliance Like It On The Market! 


@ BAKED POTATOES @ BUTTERED TOAST 
@ FROZEN FOODS @ HOT HORS D’OEUVRES 
@ READY-TO-BAKE BREADS 










SEE YOU IN 


ATLANTIC CITY ADVERTISED , 
avorrorum WT VEO Es 


JULY 11-15 
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TOINN4" 


BETTER LIVING 
Works Miracles in Sales Appeal 
STAINLESS STEEL e. 


Makes Really Controlled Heat Possible, | g g , at 
ee 


Spotless, Easy-To-Clean Metal, Women i al ie. 


Know and Admire . . . Only in the 


‘S CHEFSTER 


+ 


P : ‘ NO PRICE INCREASE 
America’s Foremost Cooker-Fryer with exclusive 


wash-like-a-dish removable cooking vessel. $ 2? uv G 5 






TI ! Instant Coffee, Cereals, Soups Really Instant 
OW! Brews at Cup-A-Minute-Speed Right at the Table 


‘© REDI-HOT 


Automatically switches to warm to keep contents at serving temperature 


HOW FAST! Instant foods or beverages brought to the brewing or serving 
. 


temperature faster than any other method, Patented clement 
and exclusive thermostatic control, 


HOW BIG! Holds 2 to 12 cups and brews with the same perfection every 
. 


time regardless of the quantity, Exclusive 1M feature 


HOW EASY! Place ingredients in the ®M- REDI-HOT and cook 'n serve 


right at the table, KM REDI-HOT automatically switches 
to “warm” to maintain proper serving temperature 


$1995 


Every home has at least one hard-to-heat wom! 
+ ™) FIN RADIATION HEATER 










i 


wd Heats an Entire Room as Big as 8 x 12 x 15! 


AUTOMATIC PRECISION THERMOSTAT COMPACT-PORTABLE. Just plug it in, that’s 
accurate as a wall thermostat. Absolutely not all! Only 22” wide, 19” high, 514” deep. For 
affected by heat of heater itself. Holds room nursery, fun room, converted breezeway—also 
temperature from 40° to 90°, Set it and forget it. farm buildings! 


35 TIMES MORE HEATING SURFACE 
than an ordinary rod type heater. 140 feet of $4995 
“Hot Fin” type radiation makes this a real LOW PRICED RETAIL 


“little giant” for room heating. 


WORKS FOR Your 


®@ Color Ads in Parade and 
This Week 


®@ 100,000,000 Messages to 
tell and sell your customers! 


STORE 
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To the Ladies orate 


STORE PERSONNEL met Kathi at o breakfast pep talk 


PAGE 


152 


Je he dadies 


» 


. 





STORE EXECUTIVES like ad manager Ted Buklin, left, 
greeted Kathi and G-E’s Hank Heitzler of Bridgeport and 
Warren Tuttle of St. Louis. They mapped ond sparked 
plans for the three-day promotion 


: 
-. 


At the meeting, each 
solesgir! was given ao pink carnation to wear with her pink dress. The theme of 
the housewares promotion was carried throughout the store 


To the Babies . 


In The Pink 


“Just tremendous—and sales on our small appliances were excel 
lent, much better than normal.” That was the exultant comment 
of General Electric brass last month in the wake of its “In the 
Pink” promotion at Famous-Barr in St. Louis 

The formula for G-E’s success? Simple. Take one TV pet 
sonality, like Kathi Norris. Add plenty of local exposure on radio 
and TV (photo upper left). Include several store appearances (in 
this case, five) to draw crowds. And be sure store personnel is set 
to follow through on sales (photo lower left). For frosting, add 
pink. Ads, salesgirls and the store itself were all decked in pink 
to remind the customer of the “In the Pink” promotion. 





STORE CUSTOMERS met Kathi during five personal appearances in the various 
stores. The consumers received coffee moker pins, a replica of G-E’s electric 
coffee maker, and fan balloons for the children. Sales results ‘Excellent.’’ 
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HERE’S MORE THAN MEETS THE EYE... 








SENTINEL Ws 


that watches the Sentinel 


ft wouldn’t make much sense, Wilcolator feels, to build a thermal 
element so sensitive to heat that it can be actuated by the warmth 
of a human hand — if it could be thrown “off” perhaps five to ten 
degrees by unavoidable variations in the temperatures affecting 
the main body of the thermostat, outside the oven. 


Therefore, the Wilcolator thermostat contains a compensator 
—a bimetallic strip which, by changing its shape when its tem- 
perature changes, keeps constant watch over the bellows’ action 
and holds the oven temperature always constant, regardless of 
changes in ambient temperature. In fact Wilcolator is the only 
gas range thermostat that is certified by AGA for operation at 
ambient temperatures up to 400° F. 

It is this kind of foresight, plus precision manufacture in every 
detail, that Wilcolator uses to insure every gas range manufac- 
turer and dealer topmost quality in every part of the ranges he 


sells. 
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Many of your customers, of course, may never even know the 
“compensator” exists. But you know—and you'll find that your 
knowledge of Wilcolator reliability can often add the conviction 


you need to swing many a doubtful sale. 


So don’t settle for anything less than the finest... ranges 
equipped with Wilcolator controls. 


The Wilcolator Co., 1001 Newark Avenue, Elizabeth, New 
Jersey. Canadian Plant: Mimico, Toronto, Ontario. 


THe leo Alor 


COMPANY 
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B AUG. 31, 1955 


(NO ORDERS HONORED 
AFTER ABOVE DATE) 


Offer No. 1 7 List REGULAR 


7 0-64 SHETLAND IMPERIAL 
POLISHER-SCRUBBER 


IN DISPLAY BOX. Includes 2 Polishing Brush- 
es, 2 Serubbing Brushes, 2 Lamb's Wool 
Bonnets, Electrowax. 


7 1-62 SHETLAND IMPERIAL 
POLISHER-SCRUBBER 


includes 2 Powe my B Brushes, 2 Serubbing 
Brushes, 2 Lamb's Wool Bonnets. 


7 WO-30 SHETLAND ALL-PURPOSE 
POLISHER-SCRUBBER $29.95 $19.47 


ee A 
< e ’ 5 
eR I 


ON INTRODUCTORY OFFER YOU PAY ONLY——-$79.45 
YOUR PROFIT——- $80.40 
YOUR PROFIT MARGIN 50.37, 


Offer No. 2 


1 0-64 SHETLAND IMPERIAL 
POLISHER-SCRUBBER 


IN DISPLAY BOX. Includes 2 Polishing Brush- 
e+, 2 Serubbing Brushes, 2 Lamb's Weel 
Bonnets, Electrowax. 


7 1-62 SHETLAND IMPERIAL 
POLISHER-SCRUBBER $64.95 $38.97 


wc Fates S09 99 ST Pes 
ON INTRODUCTORY OFFER YOU PAY ONLY ——- $64.56 


YOUR PROFIT ——- $65.34 
YOUR PROFIT MARGIN 50.3y, 
iN ADDITION 

. » and FREE to you, Shetland sets you up in the Polisher-Rental 
Business, With the above offers you get an eye-catching Window 
Streamer, a Counter Display Card and a supply of envelope 
stuffers — telling your customers they can RENT A SHETLAND 
POLISHER FROM YOU. A special Display Stand for Model D-64 to 
convert Display Box to Store Merchandiser, worth $7.50 will be sup- 
plied by your distributor at no cost, o 


$64.95 $38.97 


$64.95 $38.97 


List REGULAR 
PRICE DEALER COST 


$64.95 $38.97 


YOU MAY SELECT EITHER OFFER+CONTACT YOUR 
DISTRIBUTOR NOW * OFFER EXPIRES APRIL . 





THE SHETLAND COMPANY, INC., LYNN, MASS 
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ENJOYING oa break in the Chicago Electronic Parts Distributor Show are A. V. 
Mannino, left, M. & M. Electric & TV, Inc., Morristown, N. J., and Martin T. Zegel, 


Stromberg-Carlson, Rochester, N. Y. 





LISTENING to the new Electro Voice Centurion speaker is Leo J. Dervin, center, 
of Permo, Inc., Chicago. Demonstrating the speaker's features are Dean Nordquist, 
left, assistant ad manager, and Harold Ivins, sales department 


Electronic Parts Show... 


... draws more than 10,000 persons to four-day 
event in Chicago; “Bring Your Order Book” theme is 
reflected in buying mood of distributors 


This year, attendance at the four 
day Electronic Parts Distributors 
Show in Chicago's Conrad Hilton Ho 
tel, fell a trifle in terms of sheer num- 
bers but interest and activity seemed 
to hit a new high. 

Some 10,000 people, carefully 
screened to weed out unauthorized 
persons, picked over the best that 289 
exhibitors had to offer. General atti 
tude of the show as reported by sev 
eral distributors and manufacturers was 
1 “highly satisfactory tone’’ of serious 
ind confident buving 

In the hi-fi field, Electro-Voice’s 69 
count ‘em) different items wrapped 
up in some new styling, certainly drew 
comment and attention. Geiger coun 
ters were shown in abundance with 
RCA’s new line arousing more than 
just cunosity 

Packaged hi-fi. ‘There seemed to be 
little, if any, concern shown over the 
promotion and success of packaged 


high fidelity units. Both manufacturers 
and distributors appear now to feel 
that packaged units will help swell the 
total market, thus increasing interest 
in and purchases of components. The 
thinking is that, as more and more 
people become conscious of the ad 
vantages of hi-fi, audiophiles will be 
created out of those who had no in 
tention of becoming “bugs” in the 
first place. 

Two-step distribution, tried by some 
components makers (notably Jensen 
Mfg. Co.) recently, is still the excep 
tion rather than the rule. Those com 
panies planning such distribution for 
the future are expected to deal through 
parts jobbers rather than appliance 
dealers. 

Sales Good, Prices Steady. Most 
manufacturers admitted modestly that 
they were satisfied with the amount 
of business written during the show. 
Prices, for the most part, held steady. 
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When women get together, appliances are bound to get into the con- 










versation before long. Then one of a manufacturer’s best salesmen 
the satisfied customer—can really do a job for him. When the talk is 
about Packard-powered appliances, the job is done with extra enthu- 
siasm—from sheer satisfaction. 

For over 38 years Packard Electric motors have been giving dependable, 
low-cost service to users, The appliance maker who standardizes on 
Packard fractional horsepower motors benefits from the satisfaction 


they give, from enhanced reputation and from increased sales, 
BRANCH OFFICES: cewenes 
DETROIT 2, MICHIGAN, OAKLAND 12, CALIFORNIA, 


Packard Electric Division, 
OAK PARK, ILLINOIS 


General Motors, 






eat. OFF Warren, Ohie 
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profit from the 
sales appeal of 


appliances powered with... 


Lamb Elechiéc 


iworserower MOTORS 








—_ 
— 
- 


Series motor parts engineered 
for floor polisher; adaptable 
to food mixers and other 
household appliances. 


Lightweight universal motor 
for portable devices requir- 
ing « self-ventilated, high- 
speed motor 


e The quiet, 
dependable operation of 
appliances equipped with 
Lamb Electric Motors 
makes them easy to sell 
... assures fast turnover 

. builds customer good 
will — all factors which 
result in increased store 
profits. 


This is one of the reasons 
why more and more 
dealers are featuring 
Lamb Electric motored 
appliances. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 

In Canada; Lamb Electric — Division of 

Sangamo Company Lid. — Leaside, Ont. 
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APJA Convention Studies 





.. . unique Denver school that trains service 
mechanics; parts jobbers discuss independent service 


and new trends at annual 


Solving the problem of obtaining 
expert repair mechanics in all apphi 
ance fields was the number one topic 
in Denver, Colorado, May 18-20, as 
200 members and 
of the 
ciation convened at the 
tan Hotel 

Jobbers haras 


associate members 
Appliance Parts Jobber’s Asso 


Cosmopoli 


sed by the difficulty of 
finding such employes for their own 
shops and those of dealers got a prac 


tical answer in a walking tour of 
Denver's famed Opportunity School 
There, at city expense, the adult high 


school turns out a steady flow of cer 
hanics in washing machine, 
radio, ‘IV and small appli 


most 
setting up a 


tied me 
refrigerator, 
ance repair Discussed wer 


effective 
training 


methods of 
program, curriculum, job 
placement, and important shortcuts 
toward a more efficient shop produc 
tion higure 

his unique departure from stand 


ard convention arrangements was mad 


thoroughly 


conventioneers 


helpful by breaking the 
down into groups of 
ten, cach with individual tour guides, 
qualified to answer all questions 

On the opening day, devoted to a 
general meeting and committee 1 
ports, the history of Opportunity 
School was traced, particularly from 
the standpoint of cooperation between 
the Rocky Mountain Electrical League 
and Colorado Puhlic Service Com 
pany with Denver jobbers in getting 
the training program underway. Cited 
was the fact that in many cities which 
maintain trade schools and adult high 
schools, the Denver 
plan could be duplicated, thus insur 
ing a source of well qualified mechan 
ics. (See story, page 158.) 

NARDA Stand. An important let 
ter from NARDA was read by John 
R. Trible of Trible & Kift, Inc., 
Washington, D. C., president of the 
group, which set forth that group’s 
stand against independent service 
agencies. In the message, NARDA 
warned that sending the customer to 
1 separate firm for appliance repairs 
is a quick way of likewise separating 
the customer from the dealer who sold 
the appliance 

An investigative committee reported 
that a survey proves that more manu 
facturers are recognizing independent 
parts jobbers as official agencies for 
distribution of their products, which 
is a help to the retailer formerly de 
pendent entirely on manufacturer's 
branch stocks, and required to visit 
many of them for one part each. 
APJA feels that consolidation of the 
parts of many manufacturers in a sin 
gle jobber stockroom has “made sense” 
at all ends of the industry. 


success of the 


It was resolved during the — 
discussion of gencral points to bring 
allied groups, in the form of soap 


manufacturers, water heater specialty 
into the organization as a 
accurate information 


producers 
source of more 
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meeting 


on soaps and detergents. Simultan 
cously, it was decided by vote to per 
mit any manufacturer allied with the 
parts industry to qualify as an ass 
ciate member, rather than 

Another important 
port announced that progress is being 
made in the campaign for a reduction 
of 30 freight 
mixed washing machine part 

Busses were used to take the mem 
bers to the Opportunity School, a 
three-hour tour of which was dupl 
cated again in the evening to cor 
the entire group 

Association’s Development. On th: 
second day, Howard Parker of Wash- 
ing Machine Parts Company, Lo 
Angeles, traced the development of 
the association and the industry, cit 
ing the fact that there are now 250,- 
000 service calls per day in American 
homes. He stated that central serv- 
manutacturer operated, 


“exhibit 
committee 


percent on rates for 


ice agencics 
necessary, and that 
manufacturers, too, agree that every 
qualified outlet for service should | 

encouraged. 

Ray Jones, Denver parts jobber then 
introduced ‘led Leisenring, head of 
the trade and industrial program of 
Opportunity School, who examined 
the value of training courses to th: 
community, both from the trainee’s 
and employer's standpoints. 

Two “surprise speakers” were of- 
fered on the following morning, in- 
cluding EF. E. Walling of the Edwin 
L. Wiegand Co., Pittsburgh, on 
“Shortage of Hot Water” and offering 
information on installation of replace 
ment immersion heating units, and 
J. R. Kauffman of Trible & Kift, Inc., 
Washington, D. C., on electric rang« 
surface unit replacement. Both em 
phasized the huge increase in elec- 
trical water heating and cooking which 
will lead to a far greater replacement 
market in the future. Both were ex- 
hibitors at the Trade Show run on the 
mezzanine balcony of the hotel, offe: 
ing replacement parts, and accessories 
such as vent lines for automatic driers 
water filters, rubber hose and conne« 
tions, etc. 

New officers and directors an 
nounced at the final banquet were 

President, John K. David, Appli 
ance Parts Co., Indianapolis, Ind 
first vice president, Howard F. Parke: 
Washington Machine Parts Co., Inc., 
Los Angeles; president, 


are no. longer 


second vice 


Kenneth Adler of Servall Company, 
Detroit 

On the board of directors for tw: 
years are W. A. Schwefel, R & S 
Parts Co., Milwaukee, Wis., Lawrenc« 


Lundberg, C. E. Sundberg Co., Chi 
cago, Merrill FE. Ripplinger, Rup 
plinger Electrical and Machine Works, 
St. Louis, Mo., and Frank Morella, 
Power Equipment Co., of Milwaukee, 
Wis. Jack Paskell of Westchester 
Parts Company, Yonkers, N. Y., wa 


elected to fill a one-vear term 
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+», and Housekeeper, Too” 
Published by LOOK 





LOOK Mother’s Day 
Promotion Amazing 
Sales Success Story 


Appliance dealers and utility 
managers all over the country re- 
port a maximum of sales excite- 
ment from LOOK’s “Make It A 
Great Day For Mother” Appliance 
Promotion. (General Electric 
alone bought for its dealers 3,500 
LOOK Mother’s Day Kits to in- 
sure retail response for its G-E 
Mobile-Maid Portable Automatic 
Dishwasher, advertised exclusive- 
ly in LOOK.) 

These sample comments are 
from letters and wires that 
poured into LOOK after the May 
promotion moved a record volume 
of merchandise: 


“By far the best material we ever 
received for promotional publicity.” 
— Cincinnati Gas & Electric Company 
“Successful! The ads pulled, the 
window was a ‘shopper-stopper.’ 
More than anxious to go with you 
again.” 
— Good Housekeeping Shop, Dallas, Tex. 
“Very favorable. Store 
would like to participate 
promotions.” 


managers 
in future 


— Bressner's, Brooklyn, N. Y. 
“LOOK is certainly to be commend- 
ed. Glad to tie in.” 
— Patchogue Electric Light Company, 
Patchogue, N. Y. 
“From April 25 to May 7, we sold 
$14,000 in appliances. This is out- 
standing for such a short time.” 

— Praeger Hardware Co., San Antonio, Tex. 
“Helped us materially in promoting 
our major appliances and TV.” 

— Burns & Carmichael, Seattle, Wash. 














" RECIPES 


ouK 


famous 


cookbook 
~\...a@ Magnet 
‘%: for customers 


Attractively produced with a full- 
color jacket, “101 Quick Recipes,” 
by LOOK’s own Food Editor, is sure 
to win for dealers a host of new 
friends and customers. This exciting 
cookbook contains 101 recipes guar- 
anteed to please the modern home- 
maker ... each takes 20 minutes or 
less to prepare. There’s a back-cover 
box in which you can imprint your 
own message, and the best part of 
all is the price: only $5 per hundred 
or $48 per thousand, F. O. B. New 
York! Purchase of either the Elec- 
tric or Gas Promotion Kit entitles 
you to order as many cookbooks as 
you want. 

You'll never see another quality 
cookbook like this at this price. Sup- 
ply is limited, so it will be first-come 
first-served for this attention-get- 
ting premium item. 


giveaway 








Colorful, Witty Jingle Streamers 
Promote All-Appliance Selling 








TAKE Your cue FROM LOOK 


For a welcome cooking change 
Buy a new ELECTRIC RANGE 


BE A BETTER COOK 














UNIQUE FALL PROMOTION T0 HELP DEALERS 
HARVEST STORE-WIDE APPLIANCE SALES 


New LOOK Selling Event Expected to Top Success 


Of Famous Mother's 


Day Gift Appliance Promotion 


Dealers hailed LOOK’s Mother’s Day Promotion as one of the 
outstanding sales successes of recent years. Fifty-five hundred 
of them tied in, many with spectacular results, 


Now with its new Fall 
appliance promotion — “Be a 
Better Cook .. . and House- 
keeper, Too” —LOOK plans to 
top that event. Timed to the 
national migration indoors 
and the beginning of the Fall 
cooking and housekeeping 


season, this promotion gives | 


you a strong selling theme 
backed by a dazzling package 
of point-of-sale material. 


Helps You Sell Store-Wide | 


cae 
Store-wide in scope, this promo- | 


tion provides the ideal umbrella 
for Fall industry-sponsored pro- 
motions... gives you the kind of 
big-time display material which 
has made LOOK a merchandising 
leader in the food, automotive, 
drug, menswear and other fields. 


In the October 4 issue of LOOK 
(on sale September 20) there will 
be, in addition to LOOK’s regular 
exciting food pages, a four-page 
Home Living editorial feature on 
food appliances that will make 
LOOK’s 19,500,000 readers more 
conscious of your local promotion. 


Look What You Get! 


A colorful 28-piece jumbo promo- 
tion display kit of posters and 
decorative streamers for every 
selling situation—featuring “why- 
to-buy” jingles that add new 
sparkle to your sales story. 


A sales-aid package of traffic- 
building and selling stunts, con- 
tests and display ideas. 


Sales-tested advertising mats, re- 
pro proofs and ad ideas to mer- 
chandise your promotion in the 
local press, 


Radio and TV commercials adapt- 
able to your own selling campaign. 





WHILE THEY LAST! Quanti- 
ties of the famous LOOK “101 
Quick Recipes” cookbook—a fabu- 
lous giveaway, door-opener, cook- 
ing school premium, etc., that you 
can personalize locally! 


Po ae ae oe oe ee oe 6 oe oe oe a a 


| Dick Harmel, Merchandising Manager 
J LooK 
| 188 Madison Avenue, New York 22, N.Y 


i Please ship me Electric 
Cas 
(Quantity) 
l promotion display kita @ 
| F.O,B., N.Y 
Please ship me FREE the complete sales 
aid package 


$2.00 each, 


(Inelude sets of mats and 
(Quantity (Quantity) 


of repro proofs.) 


Please ship me "101 Quick Recipes’ 
Quantity 


I Loox cookbooks @ $5.00 per 100, or 


1 

! t 
| sels 
! 









Either Electric or Gas eb: viet 
A sample of one of the 22’ x 10’ streamers that cover 20 different appliances | A choice of display kits (at $2 Name Pe 
Here’s display material with lots of store-wide selling sense. The witty each, plus postage will enable " 
jingles of these all-purpose streamers dramatize your selling ... give sound | YOU to put store-wide selling em- | | 
reasons why your customers should want to buy the appliances you sell. phasis on either electric or gas | g Addrece 
Delightful store decoration, these streamers can work for every department. appliances, You can order LOOK’s j 

28-item Electric Kit covering 20 i Zone Stete 

Among the appliances featured are — electric appliances—or the 28-item | abcd bb Delivery will be bee A by Sep- 
Mixers Refrigerators Dishwashers Gas Kit covering seven gas appli- | J break your promotion the week of Sep 
Waffle trons Automatic Toasters Vacuum Cleaners ances. 2 A TIS ec 
Blenders Garbage Disposers Ranges . ; 
Automatic Coffee Makers Dryers *Air Conditioners To make sure you don’t miss out 
Kitchen Fans Steam Irons *Incinerators on this great “Be a Better Cook a 
Freezers lroners *Heating Units ... and Housekeeper, Too” pro- } d 
Electric Skillets Washers motion, indicate your choice of e 
Rotisseries Water Heaters 


*in Gas Kit only 





| kits and mail the coupon today! 
(Advertisement) 
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The unusual courses are. . 


TS JOBBER Ray Jones, left, receives a special plaque from APJA vice president Howard 
Parker for his role in establishing mechanic training classes at Denver's Opportunity School. 


Beating The Problem 
Of Service Personnel 


PPLIANCFE. dealers who find the shortage of 

A good, trained appliance repair mechanics 

one of their most serious headaches might 

take a cue from Ray Jones, veteran operator of 

Ray Jones Washing Machine Company, in Den- 
ver, Colorado 

In 1952, when far too many housewives were 
angrily demanding service on automatic washers, 
and waiting weeks for a qualified man to do the 
job, Jones took the bull by the horns and set up 
his own training classes in his own service depart 
ment. Each new development in the home laun- 
dry field was the signal for a “class” in Jones’ 
building; with instructors furnished (after much 
wheedling by Jones) by a dozen automatic washer 
manufacturers, Classes were informal, taught by 
the teardown and rebuild method, and usually 
drew only half a dozen or so interested young 
servicemen, There were ten such classes before 
Jones realized that the job was not only too big 
for his facilities, but far too important an activity 
to be continued on a haphazard basis, 

An active member of APJA as well as a former 
ranges Jones induced the membership to allow 
1im to make a survey west of Denver, to learn 
first-hand what the conditions were in all aspects 
of appliance servicing through Utah, Idaho, 
Wyoming, Washington, Oregon and other 
states. What he saw convinced him that there 
was a serious reed for a dependable source of 
mechanics through the entire West. 

Here a king-sized idea occurred to Jones. He 
knew that in Denver the Board of Education 
sponsored the Emily Griffith Opportunity School, 
an adult high school combined with vocational 
classes. Investigation showed that a class in appli- 
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ance servicing could be established if sufficient 
need were proven. This was enough for Jones, 
who immediately enlisted the aid of any and all 
interested parties. Responding were service 
crippled dealers, the Rocky Mountain Electrical 
League, Colorado Public Service Company, dis 
tributors, manufacturers, and service men them 
selves. At a meeting held February 11, 1953, it 
was decided to start up at once, if a training out 
line and manuals could be obtained 

Scarcely enough praise can be heaped on Jones 
to reward him for the strenuous program which 
followed. Dismayed by the lack of proper guides 
for training novices, the Denver jobber pitched 
into the job with Aud Hanna, one of his own 
employes, and an expert serviceman, to produce 
not only the course outlines but also every one 
of the manuals which the Opportunity School 
printed up into handbooks. Information, cover 
ing some sixteen makes of washers, was provided 
by a committee of six men, distributors, manufac- 
turer's representatives, etc., who fed the gospel 
on repair of their various products into Jones 
Washing Machine Company. 

Another committee, consisting of six service 
experts from appliance dealers, utilities, distribu 
tors and jobbers, was appointed to tackle the first 
classroom instruction. It was decided to make a 
“test run” of the first 8 weeks, two nights per 
weck, with 15 students. All of these, incidentally, 
were drawn from dealer staffs, young men with 
some introduction to automatic washer repair 
Two makes of washers were chosen by lot, and 
instruction begun. Opportunity school instructors 
“stood by” to learn details themselves. 

(Continued on page 160) 
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BEFORE: Jones tried to alleviate the local mechanic 
shortage by training servicemen in his own store. 
After ten classes in his crowded service room, he 
realized the problem was too big to tackle alon 





A PLAN: Jones worked out a plan to include mechanic 
training in the curriculum of the Emily Griffith Oppor- 
tunity School, an adult high school and vocational 
institution. The Denver Board of Education accepted 
the idea, established a repairman’s course. 





AFTER: Now appliance repairmen are taught in a 
typical school manner with all the modern educational! 
advantages. Some 48 mechanics graduated during the 
past year and are now working for local dealers 
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Now you can stock only 2 control items for all your gas room heater jobs/ 


Amazing new HONEYWELL ADATROL" 


Now this 


new Pilotstat 


Plus this new 


add-on 


thermostat 


Equals the 


new Honeywell 


Adatrol 






C592 Pilotstat. This new Honeywell Pilotstat fits any 








T5000 Adatrol Thermostat. The new Honeywell 
Adatrol thermostat is a high-quality, self-contained, 
snap-action thermostat available with or without a 
high-low bypass. You can add it to the Pilotstat in 
less than 5 minutes. Just remove 6 screws and a plate 
from the Pilotstat—then fit the Adatrol thermostat in 
and replace the 6 screws. It's as simple as that! 











V5153 Adatrol—combination Pilotstat-thermostat. 
A compact high-precision unit, that fits all gas room 
heaters. Can be serviced in the field, without removing 
piping. Cut your installation, stocking, and handling 
costs by standardizing on this efficient unit, Specify 
the V5153 for all your thermostat equipped heaters. 


* Trademark 
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gas room heater, and features a 100% safety shut-off 
in case of pilot or flame failure. It is available with or 
without pilot gas filter (no external filters necessary) — 
and will operate on all gases. Specifying it on all 
your heaters insures your customer simple, economical 
addition of a thermostat when desired. 


Here’s how the new add-on 


thermostat fits into the new Pilotstat. 


® Fits all gas room heaters 
* No more adapter kit problems 
* No more costly stocking problems 


The new gas cock Pilotstat* with add-on thermostat 


N' »w the new Honeywell Adatrol gives you a universal Pilotstat 
that allows on-the-job addition of a thermostat whenever 
your customer wants it, 

This means big savings for you in stocking and service. No longer 
do you need to stock complicated adapter kits and parts that 
get lost, depreciate, and become broken lots~—no longer do your 
servicemen need to spend costly hours tinkering with make 
shift connections. 

All you stock is the C592 Pilotstat and T5000 Adatro!l thermo- 
stat which you can buy separately and put together in the field 
or the V5153 ADATROL combination Pilotstat-thermostat, which 
comes already assembled from the factory, 

Think of the big savings this means in time, effort, and in- 
ventory ! And think of how pleased your servicemen will be. And 
how easy it will be to give your customers a thermostat when 
they want one added, 

So, start making your room heater business pay bigger profits! 
Call your local Honeywell office and order the ADATROL today! 

For complete information on the new Honeywell ADATROL, 
or on any of the complete line of Honeywell Controls, just write 
to Honeywell, Dept, EM-7-88, Minneapolis 8, Minnesota 


Honeywell 
H Fiat ov Couttols 
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112 OFFICES 
ACROSS THE NATION 











Bio) Seven SAopzmacte. Christmas Specials 


POWER TOOLS 


PRICED FOR 
PROMOTION! 


The VALUE in the product 


brings people in the door! 


The Shopmate line of power tools offers you seven Christmas 


Specials. Here’s ample 


variety to offer those who insist on 


buying promotional merchandise. And at costs that permit 
attractive retail pricing! This source of plus business will pro- 
duce profits somewhere. Why not for you? Return the coupon 


for full-color illustrations of al 


| Shopmate Christmas Specials 


and complete information. Mail the coupon, today! 









a POWER SHOP 
feof 1 





Ne. 1950-60 Drill Saw Pegboard Kit, Con 


tains ‘4 drill, saw attachment, and all 
accessories for grinding, sanding, and 
lishing. A total of 37 pieces, Peg 
Cnaed fastens to wall, keeps all tools 
handy! 





Ne. 620 Saw. Features exclusive Pet-O 
Matic Slip Clutch, Eliminates ‘kick 
back’ and motor overload, Cuts dres 
sed 2 x 401 45°, Biggest saw value today 





Ne. ZP.1 Zip-Sew Attachment 
mase-gift packed in beautiful 
Foam. Converts any ‘'; 
into a portable saw 
and trime 


Christ 
styvro 
drill 


crose-cuts 


electric 
Kips 
Special value! 


Mait jor bY pay | 





Manvfactured by Portable Electric Tools, Inc. | 


PAGE 160 





) 7 eam ' 


Ne. 6100-1 %" Drill Kit. Contains acces- 
sories as illustrated, everything needed 
for drilling, sanding, and polishing. 
Features heavy-duty %" drill with 
gear-type chuck and metal carrying 
case. Value priced! 





No. 740-6 Shop-Toter Drill and Saw Kit. 
Features new geared-chuck drill with 
all-new AC-DC motor and ZP-1 Drill 
Saw Attachment. All-steel welded case 
contains 36 pieces for drilling, sawing, 
sanding, and polishing 


No. 740-5 Shop-Toter Drill Kit. Same con 
tents as No. 740-6, less ZP-1 Saw 





Ne. SDA-5 Automatic Screwdriver Attach- 


ment. File any electric drill. Slip 
clutch prevents motor overload. Three 
slotted screw bit Phillips screw bit, 


and Allen wrench. Smart white Styro 
Foam Christmas package 


PORTABLE ELECTRIC TOOLS, INC. 
320 W. 83rd St., Dept. EM, Chicage 20 


in Conada: Portable Electric Tools, td 
425 Birchmount Rd., Toronto |3 


Ont 
Please send me full-color illustrations of 


the Shopmate Christmas Promotional gift 
items and a « 


omplete Shopmate 
Name 
Address 
City & Zone State 


, 
| 
| 
| 
| 
| 

catalog 
| 
| 
| 

J 





Service Personnel 
(Continued) 


Results were heartening, inasmuch 
as 96 percent of the original enroll- 
ment finished the first 8 weeks, and 
80 percent finished a second six weeks 
course, expanded to two additional 
brands 
Now, in 1955, the appliance serv 

mechanic’s course is a popular 
mainstay in the unusual Denver 
school, graduating 48 mechanics in 
the past year, all of whom were 
eagerly snapped up by Denver deale: 
(Some in every class are already 
the dealer's payroll and simply go to 
school as part of their responsibili 
ties.) Teaching six makes of auto 
matic washers simultaneously, the 
courses are held five days cach week 
for daytime classes, and two nights 
per week in recently-added evening 
classes. There is a long list of young 
men waiting to attend the classes, 
which are completely free, and the 
critical shortage of servicemen which 
had plagued Denver dealers is defi 
nitely a thing of the past. As an ex 
ample, of some 90 major appliance 
dealers listed, only 15 have not yet 
employed an Opportunity School 
graduate, and those plan to make use 
of men as they become available. 
Also, on the strength of the washing 
machine service classes, more on re- 
frigerators, TV and radio have been 
developed by the Denver 
board. 

Thirteen manufacturers have pitched 
in and loaned new automatic washers, 
which are picked up when the model 
changes and replaced with other 
brand new units. Parts are extended 
on a warranty basis, exchanged when 
worn or broken, while the school sup 
plies tools, classrooms, instructors and 
their facilities. 

Recently, as the instigator of the 
program, Jones made a survey of 47 in 
terested parties, representing 
facet of the industry, to determine 
whether it had the interest and sup 
port of all concerned. The enthusias 
tic approval of 90 percent of thosc 
sent questionnaires proved without a 
doubt that the Denver jobber had 
made a momentous contribution to 
the western states appliance industry. 


ice 


On 


school 


ever\ 


RETMA’s Convention 


Significant reorganizational changes 
were adopted at the 31st convention 
of the Radio Electronics Television 
Manufacturers Association on June 
14-16 in Chicago. 

Also at the meeting, plans were laid 

National Radio and Television 
Week which will start September 15. 


for 


Under RETMA’s newly amended 
by-laws, a military products division 
has been created and the present 


implifier & sound equipment division 
is merged with the technical products 
division. The electronic industry com 
mittee and the radio-television indus 
try committee were abolished 

A new budget and dues system gives 
each division greater autonomy in rais 
ing and spending funds. Also a new 

pecial” membership classification ha 
been established for manufacturers 
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who do not qualify as active members 

Plans for the National Radio and 
I'elevision week were hammered out 
at a meeting of the public relations 
and advertising committee June 14, 
according to chairman Ellis L. Red 
den, of Magnavox. Theme of the 
promotion is ‘National Radio and 
l'elevision Week—Dedicated to Better 
Home Entertainment.” 


NFEC Reorganizes 


The National Farm Electrification 
Conference notified members _ last 
month that it is reorganizing “‘on the 
basis of tried and proved trade associ 
ation practices.” 

NFEC participants were asked to 
take a “new look” at their interest 
in farm electrification activities and 
decide whether they wanted to “oper 
ate within the new, effective frame 
work of NFEC.” 

NFEC Secretary Russel Gingles 
said in a letter to members that “it 
is time to ‘call the roll’ of participat 
ing Organizations” to see who wants 
to stay with the conference. Future 
conference meetings will be in the 
nature of round-table discussions par 
ticipated in by interested groups 

“Convention type conferences will 
be helped only when the steering com- 
mittee decides that the information 
it has collected or the problems it has 
uncovered are of sufficient importance 








to require a national open forum,’ 
Gingles said. 
Association Briefs 

e New officers of the Greater St 


Louis Appliance Dealers Association, 
local NARDA affiliate, are Irv Ham 
merman, president, Ernie Jones, vice 
president, Clarence Newberry, secre 
tary, and Sam Singer, treasurer 


¢ The Akron (O.) Appliance Deal 
ers’ Association has elected Noah N 
Wollins president, Glen ‘Thayer, first 
vice president, Lou Conrad, second 
vice president, Jerry Weinrich, secre 
tary, Charles Meeker, treasurer, and 
D. H. Kendig, executive secretary. 


«A newly formed appliance and 
I'V dealer organization in Escanaba, 
Mich., has elected the following tem 
porary officers: John Lasnoski, presi 
dent, Frank De Celle, vice president 
and Wynand Niewenkamp, secretary 
treasure! 


e Nine electrical manufac 
turers have joined the National Electri 
cal Manufacturers Association, accord 
ing to A. F. Metz, president. ‘The new 
firms bring total membership to 571 


e RETMA has released the third 
edition of its consumer-education 
booklet “Things You Should Know 
About The Purchase And Servicing 
Of Television Sets.” The 15-pag 
booklet was prepared in cooperation 
with the Better Business Bureau and 
over three-quarters of a million c 
have already been distributed 


InNOre 
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.BE THE LEADER! 














WITH 
Low MARGINS 


CONVERTED 
REFRIGERATORS 


DEAD INVENTORY, 



















| Tt | y 
> exclucive with 


nite 


AN EXCLUSIVE PRODUCT OF MANITOWOC | eD/Zennace 


ie EP Ai, ae 


WORLD'S ONLY full ieilain Combination 


10 cu. ft. Refrigerator—11%2 cu. ft. Freezer 
In Only 2% x 3 ff. Floor Space 


* Only combination with completely automatic defrost and fully independ. 
ent temperature controls, with freezer skidding far below freezing. 


® Only refrigerator with forced ultra-high humidity . . . keeps food freshness 
in without wrapping .. . eliminates Refrigerator Odor. 


Only combination with completely sealed, airtight cabinet and door — 
insulation protection for life. 


® More storage capacity per square foot of floor space than any other — at 
lowest cost per cubic foot of any nationaliy advertised combination refrig- 
erator-freezer. 


CALL, WIRE OR WRITE, Tom Hannon, General Sales Manager, 
Manitowoc Equipment Works, Manitowoc, Wisconsin. 


THE MANITOWOC LINE OF TODAY — THE INDUSTRY'S LINE OF THE FUTURE! 


Manitowoc Zamne, 


A RESPECTED NAME IN INDUSTRY FOR — le _ GIANT cssnes _. . COMMERCIAL eereucetation See) HOME FREEZERS ey) 
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Bors Dey co starring 
in YOUNG aT wiaeT 
© Werner Ores. Pre 
ventehen 
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NAED president Les Barrett of St 
1955 fan line during NAED « 


Louis 
his firm's 





listens as Signal’s Paul Glenkey describes 
mvention in Chicago 





TEXAS DISTRIBUTOR R. L 


by dIlex 


left to 


executive 


rignt are 


Adam Hepp, 


Snodgrass (in shirt-sleeves) finds himself surrounded 
during annual NAED convention in Chicago in May 
2nodgrass, 





From 


H. S. Perkins and S. M. Ford 


At their annual convention in Chicago, NAED 
members look at the future of their business while 
streamlining their own organization by dropping 
major appliance distributors 


A Long Look—and a New Look 


A’ ITS 47th annual convention in 
Chicago recently, the National 
Association of Electrical Distributors 
took another look at the electrical in 
dustry and came up with some sober 
ing food for thought 

¢ Changes in the distribution of 


electrical apparatus, supplies and 
housewares demand an overhaul of 
NAED's organizational plan Ar 


thur W. Hooper, executive director 
NAED), 

¢ Electric housewares distributor 
can't stay in business unless they make 
a profit-—yet some are trying to do just 
that. (Samuel Fingrudt, 
Electric Housewares 
NAED and president Everybody’ 
Supply Co., Philadelphia 

¢ This year promises to be the best 
the clectrical had, in 
terms of sales volume. It should bi 
up about 8 percent, but it won't be 
evenly distributed over the 
(Dexter M. Keezer, vice president and 
director Department of Economic 
McGraw-Hill Publishing Co 

The serious problem today,” said 
l’ingrudt, “is that electrical distributors 
we trving to distribute 
without making a profit.” 

Fingrudt declared that 


chairman 
commiuttec ot 


industry ever 


countr 


houseware 


there 1 
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something “radically wrong” 
distributors drop out of the house 
wares business when volume is at 
peak. At the 
the abandonment of Fair Trade 
it the manufacturing level, “the busi 
ness needs some capable surgery.’ 

Details of the weren't 
mace but Fingrudt explained 
that manufacturers must be made 
aware of the importance and benefit 
to them of making full use of di 
tnibutor channel 

“But are we prepared to carry our 
part?”’, asked Fingrudt, 
distributors. In the 


‘surgery 
cleal 


his fellow 


his question rests in the amount of 


faith distributors have in themselve 

and their way of doing busin 
Spotty Sales Increases. McGraw 

Hill’s Dexter Keezer said the outlook 


excellent, “‘if 
start blowing the 
bits with hydrogen bombs 

Although he expects both the au 
tomobil 


for general busing is 


we don't world to 


ind housing markets to de 
cline, Keezer does not fear that busi 


ness in general will go into a serious 


He thinks 


decline as a consequence 
that added business investment in 
new producing facilities 


when 


a 
retail level, he blamed 


And 


is he lashed 
final 
inalysis, he maintained the answer to 


ind increases 


in wages, salaries and dividends will 
help take up the slack. 

But he warned the wholesalers that 
all is not rosy for their industry. “Last 
year,” vour total volume of 
business approached $6 billion 
This vear the total 


somewhere in the 


said he, 


promises to be 
neighborhood of 8 
percent larger 


“If the present trend continues 
that increase won’t be evenly distrib 
uted over the country. Those who 
took Horace Greely’s advice to go 
west, and those who went south or 
just happened to be there will con 
tinue to do substantially better than 
the average.” 

Internal Overhaul. ‘The present 


cope of NAED must be changed, said 
executive director Hooper, as it be 
clear that the best 
ociation can 


comes increasingly 
work of the a 
in those lines 
use multiple wholesale 


be done 
manufacturers 
distribution 


where 
instead of single-line or so-called ex 
distribution 

As an example, he cited the distri 
bution of major appliances, “a highly 
specialized business deriving its ex 
istence from the 
for individual 
of for many.” 


clusive 


services it performs 


manufacturers instead 
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Beginning this month, NAED will 
cover items customarily sold through 
multiple distribution. However, said 
he, this does not imply that problem 
of the major appliance industry will 
not be considered by the association 
NAED, Hooper said, will always hav« 
a keen interest and continue to bi 
strong ally of the major appliance di 
tributor 

Leaving the door open a crack, an 
way, Hooper said that major applian 
distributors may still remain or b 
come members in good standing 
payment of minimum dues. If, later, 
they take on lines reportable for duc 
purposes under the new set up, du 
will be computed as usual 

Gift Campaign Winner. The Ek 
trical Supply Co., New Orleans, 
ceived the award to a bronze plaqu 
for the most outstanding contrib 
tion of the vear made by an electrical 
distributor to the Electric Housewar 
Gift Campaign. The program that 
won was based on a coordinated ef 
fort with the local power 
New Orleans Public Service, Inc 

Reelected president of NAED, | 
Barrett also was presented with a testi 
monial award for his leadership in the 
national adequate wiring program 


compan 


MERCHANDISING 














“MGRWN Tee 





REMARK BY distributor Don Hopkins, center, of Fresno, draws laugh from Robert TOASTMASTER’S W. E. O'Brien, left, and E. B. Thompson question W. J, Pinkston 
Brownstein, left, and Ralph Feinstein, both of Finders Mfg. Co of the Electric Supply Co., Tampa, Fla., on conditions in his market 





FAN PROSPECTS are explained to distributor C. P. TWO CAROLINIANS, distributors R. M. Owens, left, SATURDAY EVENING POST’s “Hazel” a fixture at 
Jackson, Jr., left, of Nashville, by P. T. Finch of the and R. S. Hunter, right, compare notes with Waring NAED conventions, was on hand for meeting, Here 
Hunter Fan & Ventilating Co., Memphis vice-president J. P. Mcliihenny she delivers telegram to Knapp-Monarch’s James Culp 





TALK TURNS to power tools as G. W. Orr, right, of HUDDLE of Landers, Frary & Clark officials finds J. A. Andrews, left, Lee Moss, second from right, and 
hn Oster, describes recent developments in the field H, M. Conklin, right, listening to vice-president A. S. Bross. At the 47th annual convention in Chicago, 
to Henry W. Hunt of Greensboro, N. C NAED decided to drop appliance distributors 
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Experience Proves 
KLIXON Protectors Prevent 


Motor Burnouts 


ST. LOUIS, MISSOURI: Mr. F. R. Jackson, Jackson 
Electric Motor Service, is quick to praise Klixon Pro- 


tectors. He writes: 


“Our motor repair experience has shown that Klixon 
Inherent Overheat Protectors are important in detecting 
faulty driven equipment and when Klixon Protectors are 


used they provide positive protection against burnouts.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 






Reset 
KLIx ee METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
2507 FOREST ST., ATTLEBORO, MASS. 
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New Factories, 


Facilities 


A wide variety of appliance manufacturers 
announce plans for building, changes in production 


facilities and new factory 


New plant construction, purchases 
and shifts continued at a rapid clip in 
the appliance industry last month. 


Motorola, Inc. announced plans for 
a new 185,000 square foot plant in 
Quincy, Ill., which will house all man- 
ufacturing activities for the company. 
The work now done in four separate 
buildings will be consolidated into the 
new plant. Completion is planned for 
carly 1956. 

The company also announced 
ground-breaking for its new one and 
one-half million dollar transistor man- 
ufacturing factory in Phoenix, Ariz. 


Ventrola Mfg. Co., a newly formed 
corporation, has announced plans for a 
new 40,000 square foot building in 
Owosso, Mich. The company, which 
makes ventilating equipment, will add 
a line of range ole and wall heaters 
this fall. 

Ventrola recently purchased the 
National Appliance Co., national dis- 
tributors of Ventrola ventilating prod- 
ucts. Albert A. Lipsitz is president. 


Perfection Industries, Inc., pur- 
chased the Waynesboro, Ga., plant of 
the Knox Metal Products Co. Presi- 
dent D. S. Smith said the company 
needed southern manufacturing  fa- 
cilities to produce appliances for the 
southern market. 

John Gardner will be general man- 
ager of the Waynesboro plant. The 
plant will employ 150 to 200 local 
workers supervised by key personnel 
from Perfection’s two Cleveland 
plants. 


Lau Blower Co. announced a $1, 
600,000 expansion program last 
month. A new building will be added 
to the present Dayton plant, increasing 
office space by 20,000 square feet and 
factory area by 45,000 fect. 

The modern two-story addition is 
expected to be completed late this 
year. In all, present office space will 
be doubled and factory space will be 
tripled. 


Conlon-Moore Corp. has transferred 
production of washers, ironers and 
vacuum cleaners to its Joliet, Ill. plant. 
President Bernard J. Hank said the 
Joliet plant has factory space totalling 
234,000 square feet, compared to 103,- 
000 feet at the Chicago plant. The 
move will be completed this month. 


Admiral Corp. announced plans to 
manufacture its 1956 room air condi- 
tioners at the company’s plant in 
Galesburg, Ill. Executive vice presi- 
dent John B. Huarisa said the move 
will enable the company to make 
mixed carload shipments of all appli- 
ances to distributors throughout the 
country. Existing plant facilities will 
be used but additional employees will 
be needed when production starts in 


the fall. 
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and warehousing space 


Taco has completed the fourth addi 
tion to its Sherburne, N. Y., plant, 
according to president H. H. Brown 
The latest addition gives the antenna 
manufacturer a total of 70,000 square 
feet of production space 


Amana Refrigeration, Inc., recent) 
completed a modern, two-story service 
building at Amana, Ia., to rebuild 
freezer lines, refrigeration unit assem- 
blies and room air conditioner sealed 
systems which have been returned 
from the field. 


Cory Corp. has acquired a three 
story factory immediately adjacent to 
its number one plant in Chicago. The 
new 32,000 square foot structure will 
house the Cory service department and 
approximately 6000 to 8000 square 
feet will be used for warehousing. 


Emerson Electric Mfg. Co. recently 
dedicated a new 100,000 square foot 
warchouse in St. Louis. President 
W. R. Persons said the new structure, 
adjacent to the main plant, will make 
for “better, faster service to cus- 
tomers.” 


Sylvania Electric Products, Inc. is 
increasing by 50 percent the size of its 
new clectronics laboratory in Wal 
tham, Mass. The building is being in- 
creased from 80,000 square feet, origi- 
nally planned, to 120,000 square feet. 
Completion is slated for -_ fall. 





Manufacturer Briefs 





¢ Servel, Inc. has established a sepa 
rate home appliance sales division with 
Richard S. Testut as general manager 
The move is aimed at strengthening 
distributor-dealer organization and 
“improving the company’s relations 
with gas utilities,” officials said. 


¢ Preway, Inc. has purchased the 
Federal Products division of the Fed- 
eral Malleable Co. of Milwaukee. 
President J. O. Ellis said the sale cov- 
ered the patent rights to the electric 
heaters produced by Federal and the 
Federal line will now carry the Pre- 
way name. 


¢ ORRadio Industries will reach a 
million dollar annual sales volume, ac- 
cording to president John Herbert Orr 
at the company’s annual sales meet 
ing. The manufacturer of magnetic 
tapes had an 82 percent sales increase 
last year, he said. 


¢ Eagle Electric Mfg. Co. has slated 
its 35th anniversary celebration this 
month. A national sales meeting will 
key the event for the Long Island City, 
N. Y., firm. 
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COMING 
-in July! 


New Models ~—New Features 


NEW PROFITS! 


THE INCOMPARABLE 


fe 


TELEVISION 












and 


-The All-New Capehart COLOR TV 


—-Most Complete Capehart HI-FI Line 
ape =—Sensational New RADIO Line 


DISTRIBUTOR DEALER CONVENTION 


July 11-12 Hotel Commodore, New York, N. Y. 
July 18-19 Edgewater Beach Hotel, Chicago, Ill. 
July 28-29 Ambassador Hotel, Los Angeles, Cal. 


Cgohee 


CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, Indiana 
A DIVISION OF INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION 


t 
i 
. 
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NOW .. WE GUARANTEE 
the NEO-GLO Heating Elements 
in Every Portable FAN-GLO 
HEETAIRE You Sell For LIFE! 


Now, Markel and La Salle 
the first manufacturers to in- 
corporate the automatic feat- 
ure in portable electric space 
heaters—guarantee the  pat- 
emed Neo-Glo heating ele- 
ments in the portable Fan-Glo 
Heetaires for life! Every Neo- 
Glo element is guaranteed for 
the lifetime of the portable 
Fan-Glo Heetaires ne if, for 
any reason, it ever burns out, 
a new element will be given 
absolutely free! 


This “ 


Lifetime Guarantee” 


MODEL 137T - 138T 
AUTOMATIC 


is based on the experience 


of over six million Neo-Glo elements in use, and the 
manufacturing of electric space heaters for over a 


quarter of a century! 


NO OTHER 


HEATER MANUFACTURER 
MAKES THIS GUARANTEE 


Write, wire or phone 


and Prices of the FAN-GLO and 
THRIFTEE HEETAIRES . SELI 
the ONLY Electric Heaters in the 


World with the LIFETIME 
Elements GUARANTEE! 


MARKEL 


Electric Products, Inc. 


for Literature 


Heating 


MODEL 195.196 

MANUAL-—-3 SPEED 

MODEL 197T.198T 
AUTOMATIC 


LA SALLE 


PRODUCTS, Inc. 





145 SENECA ST. * 


BUFFALO 3, NEW YORK 


Export Dept. —- 15 Moore St, — New York 4, N. Y, 





See us at the 


% SAN ANTONIO GIFT SHOW 
% HOUSTON Gift & Houseware Show . . 
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July 24-28 
Aug. 21-23 











Good Sales 


Several firms reported 
good 1955 sales last month. 
the companies were: 

Kelvinator. April billings to dealers 
for all appliances were up 47.2 from 
April a year ago. And the first half 
of May was running 62 percent ahead. 
Sales vice president Walter Jeffrey 
said laundry equipment was the “big 
gainer” for the seven months ending 
April 30, with a 59 percent increase 
OovcrtT 1954 

Norge. The weck of May 11 set a 
new record for Norge. Automatic 
washer sales jumped 118 percent above 
the same period in 1954. The week 
was 10 percent higher than the previ 
ous best week for the company. 

Toro Mfg. Corp. Sales of lawn 
mowers are running seven percent 
ahead of last year, according to R. W. 
Gibson, vice president in charge of 
sales. April sales reached $1,923,800, 
the largest single month in the com- 
pany’s history. 


continued 


Among 


Mergers Voted 


Mergers and rumors of mergers con 
tinued to make news in the appliance 
industry last month. Two mergers re- 
ceived the final stamp of approval 
from stockholders. 

Daystrom, Inc. and Weston Elec 
trical Instrument Corp. merged, with 
Weston becoming a wholly owned 
operating subsidiary of Daystrom 
Both will continue to use their cor- 
porate names and trademarks. 

The merger of Detroit-Michigan 
Stove Co, and Welbilt Stove Co., Inc., 
was also given stockholder approval 
and both companies will use the Wel 
bilt name. 


Daystrom-Weston. Under the Day 


Ten Millionth In Gold 





Only 33 Years Old 


, ‘a 
AFTER 33 YEARS of continuous service, 
Mrs. Thomas Burns’ 
gave Westinghouse offi 
cials, asked to repair the unit, 
were amazed at the longevity of the iron 

—the longest ever recorded. After estim 
ating that Mrs. Burns ironed over 90,096 
pounds of clothes with her old unit, West 
inghouse decided the Chicago housewife 
deserved a new iron—free 


electric iron ‘finally 
up the ghost.” 


who were 


strom-Weston merger, ‘Thomas Roy 
Jones, Daystrom president, and Earl 
R. Mellon, Weston president, join 
the board of directors of Daystrom. 
Davstrom had sales of $73,800,000 
for the fiscal year ending March 31, 
1955. Weston recorded sales of $28,- 
672,800 for the year ended Dec. 31. 
Welbilt. In the merger of Welbilt 
ind Detroit-Michigan, Alexander P. 
Hirsch, president of Welbilt, becomes 
chairman of the board in the new com 
pany. Henry Hirsch, former vice presi 
dent of Welbilt, becomes president. 
Net sales of Detroit-Michigan in 
1954 were $9,009,000. Welbilt had 
net sales of $13,334,000 last vear. 








TUTTLE & KIFT president John A. Sullivan, left, 


Robert A. Weaver, 
plated and presented to Sullivan 
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board chairman of Ferro Corp 
millionth range-cooking unit produced by the Ferro subsidiary 
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receives congratulations from 
on the production of the ter 
The unit was gold 











Toll TV: The Fight Starts 


FCC deadline for comments on subscription TV 
brings a flood of opinions, some acrimony, and a hint 
that TV “bootlegging” would produce “stealavision” 


The first round in the fight over 
pay as you go television ended last 
month 

But there appears to be plenty of 
additional action in the making as the 
final days before the June 9 deadline 
for fling comments with the FCC 
brought a variety of charges and 
counter-charges. 

Next deadline in the process toward 
the FCC’s ultimate decision on the 
merits of some kind of fee television 
will come on July 11, which will be 
the final date for filing “counter com- 
ments” in rebuttal to the information 
already offered. Presumably the FCC 
will then schedule hearings on the 
subject 

As expected, the three biggest TV 
networks came out strongly agamst 
toll television in their briefs. The 
majority of television station owners 
also appeared to be against the sys- 
tem although some operators find con 
siderable merit in the idea. 

Probably the sharpest skirmish yet 
recorded took place in early June, 
shortly after RCA’s board chairman, 
Gen. David Sarnoff, released a lengthy 
blast against subscription TV. Zenith 
president E. F. McDonald, Jr. coun- 
tered that RCA had been trying to buy 
Zenith’s rights to Phonevision and 
added that it had always been RCA 
policy to oppose any new electronic 
development which it did not control, 
his brought a quick reply and denial 
from Sarnoff who branded McDon- 
ald’s statement as “utterly false and 
untrue.” 

Another Approach. Most pay as 
you go systems rely on unscrambling 
1 distorted TV signal through some 
device attached to the set. Philadel 
phia’s Jerrold Electronics came up 
with a new idea last month. The firm’s 
president, Milton J. Sharp, branded 
uch scrambled systems as “technically 
and economically unsound” and sug 
gested instead that subscription TV 
be transmitted by means of wire, using 
facilities similar to those now used in 
community cable systems. 

Any ham or technician could 
quickly solve the “scrambled TV mes- 
sage being proposed by other toll TV 
systems, Shapp said, and this would 
lead to “bootlegging” the paid pro- 
grams. It would even be possible, 
said Shapp, to produce a completely 
automatic decoder and Jerrold is pre 
pared to file for patents on such a 
unit. Such a decoder would be un 
necessary, however, Shapp continued, 
because the subscription service oper- 
ator himself will place all the tools 
necessary to break the code in the 
hands of potential “bootleggers”. All 
that’s needed, said Shapp, is a sample 
of the decoding device and sampling 
of the coded material. A person could 
subscribe to the service and receive 
these “tools” and then bootleg the 
paid signal to non-subscribers. 

Jerrold made his comments at a no 
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holds-barred press conference in New 
York. With Zenith men in the audi 
ence the questioning soon grew quite 
sharp but Shapp struck to his stana 
and promised to produce sample boot 
leg equipment within seven days after 
being furnished with a Zenith (or any 
other) decoding device. His question 
ers, however, maintained that coding 
could be made complicated enough 
to make it economically unfeasible to 
attempt to bootleg the signal. 

Two in One. In another last day 
development on June 9, Paramount 
Pictures announced that it had d: 
veloped a technique whereby a single 
station can transmit two signals si- 
multaneously. One band would carry 
advertising for the paid program being 
shown on the second band. If the set 
owner wanted to see the show the 
“advertising” band would be replaced 
by the “entertainment” band. 


Fashion in Sound 


There’s more to selling Hi-fi than 
talking electronics. 

As a result, Columbia Records says 
its going to spend less time this year 
talking about the electronic features 
of its phonograph line and more time 
in getting oa to listen to the unit 
and look at its design and color. 

The new line contains 13 models, 
ranging from $19.95 for a player at 
tachment to $179.95 for a hi-fi con- 
sole, Electronic improvements include 
idvances in amplifiers, turntables, tone 
arms and cartridges. But Columbia 
will talk more about “fashion in 
sound” than about these develop- 
ments. ‘To do so the company has 
budgeted 50 percent more ad money 
than ever helibe. The ads will em- 
phasize color and style as 
sound. 

Also new are two tape recorders 
priced at from $150 to $200 below 
last year’s models. A _ single-speed 
portable will retail for $99.95 and a 
dual speed unit with VU meter for 
gauging recording level will be priced 
it $149.95. (The more expensive 
models, a joint product of Columbia 
and Bell & Howell, will be retained in 
the line.) 

A hi-fi player for use in schools is 


well as 


Dealers Pick Style 











SPARTON TV tried o ‘quiz show’ 


line. Dealers, like Mr. and Mrs 


Mich., were shown eight models by John J 
The group of Jackson county dealers then voted on which models 


Worthington 


Dick Clemans 


technique to select models for its 1955-56 


of Clemans Radio-TV, Jackson, 
Smith, right, president of Sparks 


should be included in the new Sparton line. 


being offered this year. The $79.95 
unit has a pair of six-inch speakers 
mounted in the lid, which is detach- 
able and equipped with a 30-foot con- 
necting cord for remote speaker oper- 
ation. 


TV’s Future 


Americans will have 65,000,000 
television sets—most of them resem- 
bling pictures hung on the wall—by 
1965. And 60 percent of the sets will 
be in color. 

hat is the prediction of Television 
Digest, weekly newsletter of the TV 
industry. The publication predicted 
that battery-powered, portable color 
sets, weighing five to ten pounds, will 
be as easy to carry as a briefcase, Cir- 
cuits will be printed and tubeless. 

Advertisers will spend $3.5 million 
on TV and three “live” TV networks 
and numerous “tape” networks will 
link local stations, the Digest fore- 
cast last month. 

Turning to radio, the survey pre- 
dicted sets will number at least 100,- 
000,000 home receivers and 50,000,- 
000 car radios by 1965. Radios will 
be even cheaper than today, the maga- 
zine said, and output will be at least 
8,000,000 to 9,000,000 annually. 


G-E’s Second Set 


General Electric recently 
duced a light-weight, portable TV set, 
priced at $99.95 and aimed at the sec- 
ond set market. 


The 32-pound receiver has a 14- 


inch picture tube and 13 tubes in all, 
six of them double purpose. The solid 





Television is a necessity. 


action. 
Under the California law, 





TV: “Necessity” 


That’s the decision of the California legislature. A recently passed bill 
now prevents creditors from carting off the family TV set in a bankruptcy 


sundry items of furniture and personal 
belongings can’t be taken away because it would work a “hardshi ” on 
the family. Besides television, the law protects, among other th 
family portraits, the family cow and .. . a rifle. 


ings, 


intro- 








1955 


brown model starts the line and a two 
tone color combinatoin sell at $129 
The higher priced models also have 
carrying handles on top, 

Paul H. Leslie, monochrome TV 
sales manager, said that television is 
following the same pattern set by 
radio, “It took only a relatively short 
time before radio listeners demanded 
smaller sets which could be used in 
every room of the house. ‘Today, a 
similar need had developed for televi 
sion to be used with complete free 
dom in and out of the home,” he said. 





Television Briefs 





¢ Du Mont last month introduced 
a “Vistascan” color studio system 
which permits live pick-up of color 
television without the use of cameras, 
The new development will speed the 
spread of color telecasting, officials 
claimed, 


¢ Color Converter, Inc, of Colum 
bia City, Indiana, has introduced a 
“ColR-Tel” converter for $149.95. 
The unit attaches onto a black and 
white set and converts programs broad- 
cast in color through the use of the 
spinning disc principle, 


¢ Italy produced 750,000 radios and 
100,000 TV sets last year, according 
to the McGraw-Hill World News 
service. The average price for radios is 
$56, while television sells for around 
$320 in Italy. 


¢ Scott Radio Laboratories, Inc., cut 
the price on its high priced 21-inch 
consoles last month so $299 to 
$219.90. President John Meck said 
the 21 inch consoles will be discon 
tinued “prior to the advent of our 
new color receiver in late August.” 


¢ Trav-Ler Radio Corp. last month 
organized a Home Institute to carry 
out a two-year “educational and re 
search program.” ‘The program will 
cover everything from proper care of 
the set to health safeguards for the 
viewer—care of eyesight, healthful diet 
for TV snacks, and best posture. 
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NOW...WHICH $JZE FITS 
YOUR DELIVERY NEEDS? 









Medel No, 146 handles up 
te 4000 ibs. on heavy 
trucks and semi-trailers. 






NEW ANTHONY 
“LIFT GATE” 


For %-Ton and Larger Trucks 
This new lower priced Anthony Model No. 144 
“LIFT GATE” handles loads up to 1000 Ib. (other 
sizes from 800 to 4000 Ibs. are available), Lift Gates 
in all sizes let one man do the work of three or more 
when loading or unloading a truck with heavy bulky 
freight — and in one-third the time. Loading and 
unloading is done with ease by moving one con- 
veniently located lever to control the powerful hy- 
draulic action of the “LIFT GATE”. With the time 
saved in loading and unloading you can double your 
deliveries. Damage to merchandise and personnel 
accidents are greatly reduced, One “extra’ delivery 
each day will pay for your Anthony “LIFT GATE”. 
Write today for Sonasiahe information, Dept. 5514 


A 
At 
Ss ANTHONY COMPANY » Streator, Ill. 


Medel Ne. 145 handles vp 
te 2000 ths. on 1'o-Ten 
end larger trucks and semi- 
trailers. 





Medel Ne. 130 for Pickup 
Trucks with steel express 
bodies. 















FROM THE INCOMPARABLE 


COUNSELOR 


V4 


f 


J . 
My C , CONCL 
i y f 
; Jf fA COMES THIS STRIKING NEW ADDITION 
{Ty ( § TO THE COUNSELOR FAMILY 


Retail 


$795" 


Model 600 





counseton Card 
From the fabulous Counselor Coronet comes a new bath scale 
that completely ontdates all other $7.95* scales in styling, 
accuracy, and quality. This sister model is Counselor's answer 
to widespread demand for a finer scale at a competitive price. 
Be sure to feature it the year around, 


* Par West, 50c higher. Priced higher in Canada 


COUNSELOR 


THE BREARLEY CO., ROCKFORD, ILL. 


SEE US AT THE SHOW, 
BOOTHS 316-318 


omssenacege 7 
wes 
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RCA’s $1600 Hi Fi 


RCA introduced a complete line of 
assembled high fidelity equipment 
last month ranging in price from 
$1600 to $129.95 

The high priced model, the Mark I, 
features a two cabinet system with 
four speakers in one unit and record 
changer, AM-FM radio and tape re 


corder in the other. The Mark II 
retails for $595, the Mark III is 
priced at $325, and the Mark I\ 


will sell for $169.95. 

Total sales of hi fi phonographs, 
recorders and component parts 
reached approximately $241 mullion 


tape 


last year, according to Robert A 
Seidel, executive vice president of 


RCA consumer products. At the pres 
entation of the new line, Seidel said 
1955 sales will reach $300 million. 


Dryer Difference 


People with an electric clothes 
dryer buy fewer clothes than those 
who don’t own one. 

That is one of the conclusions of 
a new study by Westinghouse Electric 
Appliance Division. The report covers 
owners and non-owners in various 
parts of the country. 

For families owning a dryer, the 
average total cost of clothing for a 
baby amounted to $29, while families 
not owning dryers had an average 
minimum purchase of baby clothes 
totaling $75.38, the report said. 

For a seven-year-old boy, average 
clothing costs were $42.34 for fami- 
lies with a dryer—$85.21 for families 
not owning one. For a nine-year-old 
girl, average clothing costs amounted 
to $71.55 for dryer-owning families 
and $125.25 for families not owning 
units. 

Two reasons for buying a dryer were 
found to be tied for first place—con- 
venience in bad weather, and money- 
savings on clothing purchases. Next 
came “time saving’, color fastness and 
lint-removal, in that order. 

In cases where the primary motive 
was money-saving, families felt the 
unit paid for itself in slightly over two 
years. 


Houseware Study 


December is far and away the best 
month for electric housewares, accord 
ing to the Woman's Home Com 
panion’s panel of appliance dealers. 

The Christmas month was named 
best by 76 percent of the dealers. 
Asked for the next best, 29 percent 
said June, 27 percent named Novem 
ber and 18 percent voted for May. 

When the panel was asked “In what 
month do you usually place most 
large housewares orders?” some 3] 
percent specified October. September 
was second with 24 percent and No 
vember followed with 21 percent. 

According to the study, an average 
of 72.8 percent of the purchases were 
made by women. Three-fourths of 
the dealers reported that they had less 
than five percent return of houseware 
purchases. Women most often make 
the exchange, dealers reported. 
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Winner Picks Prize 





CONTEST WINNER Mrs. Rose O’Laugh- 
lin selects the Amana air conditioner she 
won in the ‘Chicago Tribune” air condi- 


tioner competition. Perry Winokur, left, 
executive vice president, Main-Line Dis- 
tributors, Inc. and D. P. Rowe, of the 
Tribune help make the choice. Thirteen 
units, each from a different manufacturer, 
were awarded in the contest, which was 
aimed at spurring early season sales. 





Contest Briefs 





¢ Du Mont has announced the win- 
ners in its “Wide Horizon” window 
display contest. They were R. P. Ma- 
dill of Madill TV in Lansing, Mich., 
and John Housewood of Adam, Mel- 
drum & Anderson Co., Buffalo, N. Y. 
Both were awarded an all expense trip 
to Hawaii or the alternate prize of 
$500. More than 2000 dealers entered 
the contest. 


* The O. A. Sutton Corp. has 
launched a contest designed to give 
distributor salesmen, dealers and dealer 
salesmen the chance to win prizes 
ranging from “pocket knives to 
yachts.” Retail salesmen were given 
a credit for every Vornado air circu- 
lator sold between May 15 and July 2. 
The points can be turned in for prizes 
at the end of the contest. 


* Air-Way Industries, Inc. an- 
nounced a $45,000 contest to cele- 
brate its 35th anniversary. An_all- 
expense $3,500 mile vacation tour of 
Europe will be awarded a home- 
maker who has witnessed an air-Way 
Sanitizor demonstration. The dealer 
who made the demonstration will re- 
ceive a similar vacation. 


Radio Ad Winners 


Winners in the third annual “Ra- 
dio Gets Results” contest were an- 
nounced last month by the Radio Ad- 
vertising Bureau. 

First prize winner in the appliance 
division was the Caprino Television 
& Appliance Co., Jamestown, N. Y. 
The Standard Radio and Record Co., 
of Seattle, Wash., took a first place 
in the specialized services division. 

Second prize in the appliance group 
went to Fleck’s TV in Philadelphia. 
Third place winner in the appliance 
division was Central States Gas Co. 
of Fairmont, Minn. 
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“Send” presents T.1.T.. 


Tvs Tor Ten: 


THE SETS THAT ARE MAKING TV HISTORY! 


ALL 21" 








































@ The Vanguard 
Ebony Finish re) 
Dyna-Jet Chassis ° 
$139.95 The Valencia 
Plus 3 Price Step-Ups The Villa 21" 





















(2) bos Valiant 21" Deluxe Console 
149-95 Deluxe Console $1 99.95 
3] The Vigilant $1 79.95 Dyna-Jet Chassis 
$1 69-95 Mahogany Finish Op-Tint Filter Glass 
° The Venus Dyna-Jet Chassis Aluminized Tube 
$169-95 





Bose slightly extra 


@ The Cross Country [i 4 a 
21" 


Front-Speaker 
Sound 


95 
2. 


phe Price step-up @> Miliitli> @ 
© The Trail Blazer ¥ 


Blond Finish 


7 Ti. 












9) 
The Frontier 
21" 
Twe-Speaker 


Console 


$259.95 


Mahogany Finish 
Long-Distance Chassis 











Hi-Dial 
Console 


$289.95 


Mahogany Finish 
2-Speaker Sound 
Long-Distance Chassis 











ADAPTABLE 
ALL NEW...BRAND NEW FOR 1956 TO UHF 


Bases at slightly extra 


Take a good look at these sets. Take a good look at the pricing. cost. Prices include Fed- 
You get a full line but it’s a short one. You get price step-ups— °"") xsi tax: Fell 


yeor picture tube war- OU yr: 


each with a healthy margin for you—but no set has a suggested sa unaeds eer Good Housekeeping 
list price higher than $289.95! We think you’ll agree that Hag ro que higher Seaman oF 
- a . . n Se on est. 
Bendix* TV for 1956 will turn sound sales sense into big-profit — 
dollars. Get the complete story. Mail the coupon A profitable Dandie Citevisten “Zr yore 
at right. You’ll be glad you did! dealer or Baltimore 4, Maryland TEL: VAlley 3-2200 


*Reg. U. S. Pot. Off. 


distributor 


Please rush me more information about the new prof. 


! 

| 

| 

| 

| 

franchise may planned Bendix TV line. I'm interested in a... .dealer | 
be open in /|iaE distributer franchise 
your territory Stine | 
RAMON ccccsocccscccovsverees Teme oo cees ee 

today—or call j 


for full details Ee cep stabeibhceeewiesnetes D0 st ccocdevoeces 





PRODUCT OF BENDIX AVIATION CORPORATION, BALTIMORE 4, MARYLAND 
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THE LINE T0 SELL 






America’s Greatest 
Tape R ecorder 
Values 


oF, 


model 37C 
$139 95 


riced, Two-Speed 


Dual-Tract 


Most of your customers already have 
first hand knowledge of the precision 
construction and durability of Federal 


photographic products, These same 
qualities make FME Tape Recorders 
beyond dispute she biggest values in 
the medium priced field. Fast forward 
and rewind; separate volume and tone 
controls, Recording and playback at 
3% and 7% IPS with extraordinary 
tone fidelity. 


PLUS FEATURES 
Response from 50 to 12000 eps, 
Lees than 0.5% flutter or wow, 
Signal to noise ratio is 43 db. 
High fidelity ceramic microphone. 
Improved rumble-free drive. 
Simple, single knob control. 
Takes all reels to 7 inches. 

No tape breakage even with the 
new thinner tapes. 

Instant stop lever for hand ofr 
foot pedal operation, 


Sold complete with ceramic micro- 
phone, reel of magnetic tape, take-up 
reel, power cord and plug. Write for 
descriptive literature, 


Some Exclusive Territories for 
Manufacturers’ Representatives 
are Open 


1.45 


FEDERAL MANUFACTURING 
AND ENGINEERING CORP. 
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In The Customer's Mind... 


... Spring lasts almost half a year and concepts 
of seasons don’t match the calendar; psycho-seasonal 
study provides new approach to consumer thinking 


“Psycho-seasonal” market research 
is turning up some interesting facts 
about consumer thinking, that ever 
elusive factor in marketing 

lor one thing, customers don’t look 
at the calendar when they plan their 
buying. Spring officially starts March 
21, for instance, but according to the 
psycho-seasonal researchers that season 
18 uppermost in the mind of customers 
as early as January 13. 

Family Circle Study. In a 
report on psycho-seasonal 
George Sacks, research director of 
amily Circle magazine, told of a 
study done by his publication in co 
operation with James M. Vicary Co. 

In this study, a total of 5,426 
women over 18 years of age were in 
terviewed in 102 cities in 19 states 
during a 13 month period. A simple 
word association test was used. The 
interviewer said “season” and the 
woman said the first word that came 
into her mind, Some 66 percent of 
the women responded with the name 
of a specific season—winter, summer, 
spring or fall. 

Spring’s Longest. Psychologically, 
spring appears to be the biggest season. 
The study revealed that spring was 
more important than winter in con- 
sumer thinking as early as January 13. 
And spring lasted until the first week 
in June, making it a four and one half 
month season. 

Summer is the second “strongest’’ 
month, During the first week of April, 
only 15 percent are oriented to sum 
mer thinking. But it climbs rapidly 
from there, passing spring thinking 
during the first week of June and 
reaching its peak in mid-July, 

Summer is uppermost in thinking 
up until Labor Day when fall jumps 
into the front. Autumn thinking 
reaches its peak on October 5, 


recent 
research, 


Honoring Local Dealers 


Winter is the shortest of the four 
seasons, starting November 17 and 
ending January 13, Also, winter is 
the “weakest” month with only 44 
percent responding “winter” at the 
peak. (At the peak of spring, 64 per- 
cent responded “‘spring.’’) 

Selling Calendar. Of key importance 
to the retailer is the bearing psycho- 
seasonal thinking has on selling. Gen- 
crally speaking, customers are ahead 
of the calendar in their thoughts. 
While spring begins March 21, the 
“consumer spring” starts in January. 
While the solar summer begins June 


21, the “consumer summer’ starts 
June 7, September 21 is the official 
start of fall, but consumers start their 


a 


fall around September 7. And winter, 
which begins December 21, is upper 
most in the customer minds by No 
vember 17, 

Sacks emphasized that ‘‘the concept 
of psycho-seasonal trends is a new one 
and needs additional research to be 
fully understood.” Also, the consumer 
seasons vary in different areas of the 
country. Spring thinking, for instance, 
starts earlier in the south and central 
regions than in the Pacific and north- 
cast areas. 

Appliance Significance. Sacks con- 
cluded, however, that “this psycho- 
seasonal information can provide im 
portant, new timing for appliance 
advertising campaigns. A study of 
P.I.B. records indicates a few appli- 
ance advertisers open their spring cam 
paigns in February, while the majority 
wait until March, April and some 
even until May. Yet, we've seen that 
as early as January, spring is dominant 
in the consumer minds. Your cus- 
tomer-prospects are looking for ideas 
and making their spring buying plans 
a full two months before brand adver 
tising catches up with them.” 








MITCHELL DISTRIBUTOR Morton Magidson, right, presents a certificate of recog- 
nition to Al Smith, owner of Prestige Appliances of Mt. Vernon, N. Y. Smith was 
one of eight dealers honored on a television program in the New York area. 
Magidson is advertising manager for Dale Distributing Co. The Mitchell program 
is being repeated across the country to honor local retailers. 
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Promotion Briefs 





¢ Kelvinator will join the automo- 
tive division of American Motors 
Corp. in sponsoring “Disneyland” 
next season. W. E. Saylor, manager 
of advertising and sales promotion, 
said the company will participate in 
a 14 hour “spectacular” July 17 on 
the opening of Disneyland Park and 
will be a regular sponsor on the 
Wed. night ABC show in the fall. 


¢ Arvin Industries, Inc. is launch- 
ing “the most intensive advertising 
and promotion program it has ever 
offered” in support of its recently an- 
nounced 1955-56 portable electric 
heater line. James M. Jewell, ad man- 
ager, announced a “flashing light dis- 
play,” a five-piece window trim kit, 
and local ad mats for dealers. 


¢ Pre-Way is advertising its new 
line of gas and electric built-in ranges 
in a national magazine campaign. 
The Saturday Evening Post, the July 
issue of LIVING for Young Home- 
makers, and the July-October issue of 
Bride-To-Be will be used, according to 
R. C. Schmidt, advertising manager. 


¢ NESCO has announced a “tre- 
mendously increased trade advertis- 
ing schedule for the last six months 
of 1955.” Vincent Anson, advertis- 
ing and merchandising manager said 
the campaign would break with a 
June and July push in the trade 
press. 


¢ Chrysler Airtemp has developed 
a new series of movie trailers and tele- 
vision commercials for its distributors 
and dealers. FE. A. Nash, merchandis- 
ing manager, said the room air con- 
ditioner series contained such “stars” 
as Peggy Ann Garner, Mr. and Mrs. 
Arthur Murray, and golfer Sam Snead. 


¢ Whirlpool is making a “Snip ’N 
Stik” home decorator kit available to 
dealers. The kit contains 50 multi- 
colored decorations suitable for laun- 
dry, kitchen, bathroom or recreation 
room walls. 


launched a 
promotion to 
of automatic dish- 
washers. J. F. Adamik, merchandis- 
ing manager, dishwasher-disposall 
section, and dealers mail one garden- 
ing glove to each of 24 prospects 
with an invitation to come in and get 
the other glove. A “dishwasher di- 
gest” and product folders round out 
the promotion. 


¢ Hotpoint 
“dishes or daisies” 
stimulate sales 


recently 


¢ Crosley is offering a $5 frozen 
juice dispenser as an accessory to 
Crosley refrigerators. The “Chill ’n 
Serve” unit can be sold for $1.99 or 
given free with the purchase of a 
refrigerator, officials said. 


¢ Philco is offering a radio with 
built-in automatic timer as a pre- 
mium in its refrigerator trade-in pro- 
motion. The radio-timer, valued at 
$35, will be offered free to purchasers 
of Philco Twin-System refrigerator 
models, officials said. 
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SHOWN ABOVE 


NORGE DISPLAY 
UNIT 2400 


Here’s a special display at a low 
promotional price to help you build 
store traffic and clinch new kitchen 
sales. 


In 1955's most popular pastel pink, 
the Norge-Beauty Queen combina- 
tion is a sure stopper and sales pro- 
ducer. Put it in your showroom’'s 
most prominent spot and you're in 
the kitchen business for new profits. 


BRINGS THEM IN! 
SELLS THEM! 














We are constantly amazed that so many t 
to realize the tremendous potential in k 


placement Wels mmiiterer’ rnizing sales 


Ot course to get profitable olume 


with all of Beauty Queen's terrific sales a 


Your prices must ne competitive 


must be quit kly ippare nt 


You get all these sales factors with Beauty 
and you get factory ind field help in kitchen planning 


ind selling 


It's a sure-fire combination so 


the intormatior 


WHOLESALERS °* RETAILERS 


Write or Wire today about Beauty Queen 


Profit Opportunities in your territory. 


TOLEDO DESK & FIXTURE CO. + MAUMEE, OHIO 
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VENT CLOTHES DRYERS 


the Dry-R-X Flexible way 









Here's the easiest 
sible way tw insure that 
moisture, heat and lint 
will be no problem for 
your clothes dryer cus- 
tomers. Exhaust each new | 
dryer installation with a 
Dry R-X kit as part of 
the regular hook up. 


pos- 


The Dry-R-X kit now con- 
tains 6 or 9 ft. of the new, easy- 
to-use Flexible Duci-—no cutting, 
no elbows—just attach to dryer and 
hood, The ead is all aluminum 
with an automatic, completely 
weather proof damper, Also avail- 
able with rigid aluminum pipe and 
elbows, 


For details ask your dryer disiributor or 
write us, stating make of dryer you sell 








Protection for all makes of appliances 


The PROMOTION 
| that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whinlpoot 





Went the facts on a fabulous success 
story? Want to know how DINNER- 
WARE by STETSON is moving “big- 
ticket” merchandise at the dealer, dis- 
tributor and manufacturers levels for 
Whirlpool? 

You'll be amazed! And you can put the 
facts to work for you! 

GET THE FACTS TODAY—ABOUT THE 


MOST SUCCESSFUL TIE-IN PROMOTION 
EVER USED BY WHIRLPOOL! 


WRITE DIRECT TO—George Seibert, 


Seles P ti Ma 





tetson China C0. uncovs u 


America s larged ond Most Modern Dinnerware Momdochaer 


5521 CODE AVE. + MINNEAPOLIS 10, MINN. 














It's good business to leave favorable impressions 


with customers, That's exactly what you do when 
you deliver appliances protected in Slingabouts. 
With these thickly padded, flannel lined canvas 
jackets you not only safeguard the product—you 
show consideration for your customer, delivering 
the safe, efficient way without messy unpacking or 
damage to premises. Also, convenient handsling 
reduces risk of injury to handlers, Slingabouts can 
be slipped on and off in seconds—and give years 


of service. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout or Wrapabout prices for Model + 


Pt cniasenstbadaal 
Nome 
a 
SS 
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Refrigerator 
- —— i ae 
DO Lo Washer 
Check Gade 
Applience TV « HiFi 


Air Conditioner 
(please specify) 








NEW POSITIONS 








DAN D. HALPIN 





W. B. MASSENBURG 


Westinghouse Electric Corp.—Dan D. 
Halpin has joined the corporation's 
radio-T'V division with the dual title 
of assistant general manager in charge 
of marketing, and general sales man- 
ager. Jack D. Lee has been appointed 
manager of laundry equipment. Prior 
to his new appointment Lee had been 
merchandise manager of laundry equip 
ment. Other recent executive ap 





HENRY C. BONFIG 


CBS-Columbia, Inc.—Henry C. Bon 
fig has joined CBS-Columbia as presi- 
dent, succeeding Seymour Mintz. Bon- 
fig was formerly sales vice president 
with Zenith. 


Raytheon Mfg. Co.—Richard P. Axten 
has been appointed as director of 
public relations and Jack L. Hobby 
named manager of publicity and insti- 
tutional advertising. Axten was pre- 
viously director of public relations for 
Alexander Smith, Inc. 


Sylvania Electric Products, Inc.—J. H. 
Olric has been named district sales 
manager for the company’s line of 
television and radio in the Texas, Ok- 
lahoma areca. 


Scott Radio Labs, Inc.—B. Warren 


Fair has been appointed district sales 
manager for the state of Florida 
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JACK D. LEE 





M. J. DUNN 


pointees include Robert E. Dobson, 
named manager of marketing-special 
accounts, for portable appliances; 
W. B Massenburg, who in addition to 
his duties as manager of the fan de- 
partment will supervise the vacuum 
cleaner department; with M. J. Dunn, 
as manager of the vacuum cleaner de- 
partment. I’. W. Seay is the assistant 
manager for gencral advertising. 


im 





FRANK C. FLENTYE 


Stanthony Corp.—Irank C. Flentye 
has been appointed vice president m 
charge of sales. Prior to this appoint- 
ment Flentye had been national sales 
manager for the corporation. 


Mark Simpson Mfg. Co.—I. R. Stern 
has been named to represent the 
Masco line in southern California, 
Arizona and part of Nevada. 





CORRECTION 

William H. Caley, general manager 
of the Signal Electric division of 
King-Seeley Corp., has been elected a 
vice-president of the parent firm. The 
June issue of EM erroneously re 
ported his appointment as general 
manager of Signal, a position he has 
held since February 1953 
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Sell Deepfreeze Home Freezers 
in volume at full margin of profit, 
with the Deepfreeze Food Plan! 


Dealers throughout the United States report 
big profits with the Deepfreeze-sponsored 
National Co-operative Freezer Food Service! 


The Deepfreeze Food Plan is a truly national food plan 
based on a realistic Code of Ethics which affords full 
protection to the food plan customer. For this reason, 
many leading department stores across the nation are 
now using this dependable plan and staking their reputa- 
tions on its successful operation. 


The success is the result of many years of research 
and experience by the pioneer of the home freezer indus- 
try. The Deepfreeze National Co-operative Freezer Food 
Service Plan is adaptable for use by either large or small 
appliance dealers. 


Here’s how you can profit from 
the Deepfreeze Food Plan: 


1, You sell at full list price . . . no trade-ins . . . no mark- 
downs . . . full margin of profit. 


2. Freezer sales show an immediate increase. Plans now 
in operation show sales volume can double, triple and 
~ more! 


3 Saturation is low (15%) .. . and practically everyone 
who eats and has an income is a prospect. 


4. Satisfied customers will create new prospects for you. 


You can offer your customers a reputable food plan 
sponsored by Deepfreeze—the name that people know 
as the pioneer in the freezer industry. 


Deepfreeze Distributors have trained experts who are 
qualified to assist you in getting started in the Deepfreeze 
Food Plan business. They will help you train personnel, 
secure financing and food source. Act now to be sure of 
getting in on this opportunity. Phone, wire or send in 
the coupon today! 
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Model CU-127 Modet CU-167 Model BU-197 Model CU-197 
11.60 cw. ft 16.00 cu. ft. 18.60 cu. ft 18.90 cw. ft 


Model C-247 Model C-187 Model C-147 Model C-87 
23.71 cu. ft 17.80 cw. ft. 13.59 cw. ft 7.67 cu. ft 


Deepfreeze 


HOME 2 APPLIANCES 


® 1955 Deepfreeze Home Appliances, North Chicago, Illinois. Makers 
of genuine Deepfreeze Home Freezers, Refrigerators, and Room Air 
Conditioners, Specifications subject Lo change without notice, Deepfreeze 
Home Appliances alao sold in Canada by authorized dealers 


DON'T DELAY—SEND COUPON TODAY! 


—----------- 4 


General Sales Manager £M-755 
Deepfreeze Home Appliance Division 
North Chicago, Illinois 


Send me further information on the Deepfreeze Food Plan. 


Name 
Firm Name 


Address 























| QGLST 


SELLERS 


IN HOME ICE CREAM FREEZERS 


ME et your share ofthe proftcble 
home ice cream freezer market! 


Quick turnover products 
with proven sales 
appeal and backed by 
nearly a century of manufacturing 
“know how”. Not just a seasonal 
item. Porter home freezers 
will move off your shelves 
the yeor around. 


W hite 


y “— 







Kofpigonatin, Typo 
ELECTRIC ICE CREAM 
FREEZER 

A new and sensational electric 
freezer. No ice... no salt 
Works in the freezing com- 
partment of almost any elec- 
tric refrigerator. Makes 2'/ 
quarts of good old fashioned 
ice cream. 


wounncunn » Me CEP btn Cogpordliin 


OTTAWA « ILLINOIS 


DOLLY 
MADISON » 
Electric freezer with 
exclusive “Twist-Lok”™ 
feature. Simple, ef- 
ficient operation. 2, 
4 and 6 quart 
capacities. 








+ 
eT 
easy way 
to make pipe connections 


FOR LAUNDRIES, DRIERS 
REFRIGERATORS 
AND OTHERS 





Model CT—with flared joint 
for copper tubing 





Ideal for moving: 

* ranges ©¢ refrigerators, etc. 
YEATS patented strap ratchet grips ap- 
pliances vise-tight without marring in 
30 seconds ot leas! This on-in-a-flash 
loading plus on-a-dime wheel pivoting 
and light weight, aluminum alloy con- 
struction save costly labor time on every 
appliance delivery. You'll find a YEATS 
dolly more than pays for itsell, 


YEATS * * COVERS & PADS er. 


for pipe connections 


SKINNER-SEAL SADDLE TEE——for mak- 
ing pipe connections. No pipe cutting or 
threading. Quick. Easy. Cuts costs, For 


gos refrigerators, home laundries, heat- 





ers, etc. Write for circular 


SEND postcard for full information 
on ovr complete line TODAY! 


eats 
_ appliance dolly sales co. 


Approved by Underwriters’ Laboratories, inc. 


2127 N. 12th &. Milwevkee 5, Wis. 
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M. B. SKINNER CO. 





SOUTH BEND 21, INDIANA 





CHESTER G. GIFFORD 


Crosley-Bendix Div.—Avco Mfg. Corp. 

Chester G. Gifford has been elected 
is president of the Crosley and Ben- 
dix Home Appliance Divisions of Av- 
co. Gifford, a former president of 
Schick, Inc., was also elected a vice 
president of Avco. 





RICHARD B. STRANAHAN 


Schaefer, Inc.—Richard B. Stranahan 
has been appointed sales manager of 
the company’s Pak-A-Way division. 
Stranahan had most recently served 
as central regional manager for the 
division. 


Emerson Radio & Phonograph Corp. 

Michael Kory has been elected vice 
president in charge of sales, and Lester 
Krugman as vice president in charge 





LEONARD C. TRUESDELL 


Zenith Radio Corp. Leonard C. 
Truesdell has been named vice presi- 
dent and director of sales. ‘Truesdell 
had most recently occupied the post 
of vice president in charge of radio 
ind television sales for the corpora 
tion. 





EDMUND B. BARNES 


Kelvinator Div., American Motors — 
Edmund B. Barnes has been appointed 
to the new position of general mer 
chandising manager for Kelvinator. 
Barnes was formerly Pacific coast re 
gional manager for the company. 


Sparton Radio & TV—Robert M. Mar- 
berry has been appointed director of 
sales and Melvin L. Myers, general 
sales manager for the Sparton Radio 





MICHAEL KORY 


ROBERT M. MARBERRY 





LESTER KRUGMAN 


of marketing. Kory had previously 
served as director of sales for the cor- 
poration, while Krugman is the for- 
mer advertising director for Bulova 


Watch Co 


JULY, 
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MELVIN L. MYERS 


and TV division of Sparks-Withing 
ton Co. Marberry had been product 
sales manager while Myers had pre 
viously served as assistant general sales 
manager 


MERCHANDISING 








Topay 


starring Dave Garroway 





In the heavy appliance field, advertising must bring 
together the salesman and the potential customer. 
And for Culligan Soft Water Service, a leading 
manufacturer of water softening apparatus, T-H-T 
advertising does the job. Lairence M. Crowe, Vice 
President. Culligan Soft Water Service of Lincoln- 
wood, Illinois. exclusive franchise-holder in that 
sales area, writes: 


“Since Culligan Soft Water Service has been 
advertised on the Home Show .. . there has 
been a big increase in our number of in- 
quiries. And we find that sales are easier to 
close. Arlene Francis certainly does a fine 
pre-selling job.” 
Whether a large home appliance or small... brand 
new or long-established. T-H-T stimulates con- 
sumer demand and sells in volume for retailers, 
because T-H-T means 
e the stars themselves do the selling 
e identification with prestige network television 
advertising 
© point-of-sale support by NBC's “big star” mer- 
chandising 
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starring Arlene Francis 
zB 


Toniaut 
starring Steve Allen 


increase in live leads for Culligan... with T-H-T! 


For appliance advertisers, T-H-T means unlimited 
flexibility ... can be used as needed, And T-H-T 
delivers huge Class A audiences (15,800,000 dif- 
ferent viewers over a 4-week period ) at rock-bottom 
Class C rates—with extra discounts easily earned, 
TODAY-HOME-TONIGHT ,, . the important neu 
way to put the excitement, prestige and sales impact 
of BIG network television programming to work 
selling appliances. 


exciting things are happening on 


TELEVISION 


Appliance and Electrical Product Advertisers: To find ovt how flexible 
and economically you can buy 1T-H-T, separately of in combination, no matter 
what the size of your ad budget, call your NBC Representative, or write to 
T-H-T, NBC, 30 Rockefeller Plaza, New York City 
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Yew COMPACT + PORTABLE + ELECTRIC 


SLICE-CRAFTER 


THE FIRST TIME in the APPLIANCE FIELD 


Serrated Blade 


NATIONAL 


| FOOD Bis ein: 
evrr 


we £O thy 
” “yt , Whig 


® NO BOLTING 


* NO CLAMPING 


With Stainless Steel never need:« 


sharpening 


Powerful Heavy-Duty electric motor Featu 1€ 


— 110V/60C. AC-DC 


PaTEenT 
PENDING 


NATIONAL STEPS OUT IN FRONT WITH THE NEW 
AUTOMATIC ELECTRIC SLICER 


GET ON THE SALES WAGON AT ONCE. 


1-—Precision engineered—for home and profes- 
sional use—cuts like magic. 

2— Additional features for easy sale. 

3—Attractively priced for best profit. 


For distributorship and all particulars— 
write, phone or wire today. Dept. £3. 
SEE US July 11-15, Booth 1437, Sf 
NATIONAL HOUSEWARES ond (7y »\ 
HOME APPLIANCE EXHIBIT \ ‘L) 1 
Convention Hall, Atlantic City, M. J % “s 


NATIONAL FOOD SLICING MACHINE CO 


INC 


A " 
vvi 





A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet." 





McGraw-Hill Publishing Company, Room 2710, 330 West 
42nd S$t., New York 36, N. Y. 
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RICHARD F. O'BRION 


Du Mont Labs, Inc. Richard F. 
O’Brion has been named national field 
sales manager of the receiver sales 
division. Regional appointees in 
cluded Robert Cheshire, named man- 
ager for New England and the mid- 
Atlantic states; A. G. Evans, district 
manager of the New York state area, 
and C, J. Molthop, midwest manager. 





WAYNE BURLESON 
A. O. Smith Corp.—Wayne Burleson 


has named manager of water 
heater sales for the corporation’s 
Permaglas division. Burleson had been 
Permaglas sales manager for the south 
west district. 


bec Nn 





LEONARD CRAMER 


Magnavox Co. — Leonard F. Cramer 
has been appointed vice president and 
general manager of the television radio- 
phonograph division. Cramer was for 
merly vice president of Aveo. 





CHARLES BECKWITH 
Toledo Desk and Fixture Co. 


Charles 
Beckwith has been named general 
sales director for the company. Jack 
Cartwright will work with Beckwith 
is assistant sales manager 


JULY, 
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CHRISTY A. LANGE 


White Sewing Machine Co.—Christy 
\. Lange has been named general ad- 
vertising and sales promotion manager. 
Lange has been a member of the or- ‘ 
ganization since 1945, when he joined 
White’s subsidiary, Domestic Sewing 
Machine Co., Inc. He has managed 
this operation since 1955, when he 
was named Domestic’s vice president. 





R. P. KELLEY 
U. S. Air Conditioning Corp.—R. P. 
Kelley has joined the company with 


the title of general sales manager. 
Kelley was formerly vice president and 
general manager of the appliance di- 
vision of Motor Power Equipment Co. 





C. J, TRESSLER 


Pentron Corp.—C. J. Tressler has been 
appointed sales manager of the corpo- 
ration. ‘Tressler had served as general 
manager of Servel-Chicago for the 
three years prior to joining Pentron. 





FREDERICK KELLER 


Thomas Industries, Inc. — Frederick 
Keller has been appointed director of 
sales for the company. Keller was 
previously vice president and general 
sales manager for Ecko Products Co. 
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DISTRIBUTOR NEWS 





NEWARK ELECTRIC CO. 


Purchase of Acorn Radio and Elec 
tronics, Inglewood, Calif., has been 
announced by the Newark Electric 
Co., Chicago, Ill. It will be operated 
as a wholly owned subsidiary 
the name of Newark Electric 
California 

rhe purchase was the third step in 
Newark’s recent expansion program, 
which also included acquisition of the 
six story Newark Building in Chi 
and the construction of the 
world’s largest high fidelity studios at 
the Chicago location 

Officers of Newark Electric Co. of 
California include Sam Poncher, presi 
dent and treasurer, and Abe Poncher, 
vice president and secretary 


under 
Co. ot 


cago, 


L. C. LIPPERT CO. 


Construction of new office and 
warehousing facilities has been started 
by the L. C, Lippert Co. of Sioux 
Falls, S. D. The company distributes 
all Admiral products in South Dakota, 
the southwest corner of Minnesota, 
the northwest 10 counties in Iowa 
and 15 counties in northeast Nebraska. 

The new building when completed 
will contain more than 21,000 square 
feet of space devoted to offices, dis 
play and service departments. 


AMANA REFRIGERATION, INC. 


The company recently held a week 
long course aimed at teaching dis 
tributors to thoroughly train dealers 
in the proper servicing methods 
needed for Amana freezers and air 
conditioners. The five day schooling 
included sessions devoted to theory 
and practice in installing and servic- 
ing the company’s line of freezers and 
air conditioners, and pointed up the 


Waring “Golden Million” Winner 





OFFICIAL notification that he is 





necessity for properly educating con 
sumers in the operation and use of the 


products. More than 50 distributor 
service managers and service repré 


sentatives were in attendance at th« 


course. 


ORGILL BROTHERS AND CO. 


Memphis, ‘Tennesec distributor, 
Orgill Brothers recently conducted a 
“strip tease in reverse” promotion for 
their dealer salesmen 

Under the plan salesmen were 
awarded a specific number of points 
for the sale of Admiral refrigerators, 
ranges and freezers. ‘The accumulated 
points were then redeemable for ar 
ticles of apparel ranging from socks 
and underwear on up to suits, shoes or 
slacks. If the winner preferred, the 
points were available for use in treat 
ing the wife to a new summer outht. 


PERSONNEL APPOINTMENTS 


Admiral Distributors—Carl Lantz, 
(general manager, Denver, Col.); 
Charles M. Svoboda, (general man 
ager, San Diego, Cal.). 

Graybar Electric Co., Inc.—]. T. 
Young, (branch manager, Evansville, 
Ind.); J. R. Harlan, (branch manager, 
Portsmouth, Ohio). 

Miami Valley Distributing Co., Day 
ton, O.—Henry Kunzelman, (vice presi 
dent). 

T. A. O'Loughlin & Co., Inc., New 
ark, N. J.—T. J. O'Loughlin (vice 
president—merchandising), Martin 
Scher (general sales manager); Wil- 
liam Silverman, Louis Viggiano, 
Lionel Levinstone, (divisional sales 
managers). 

Scioto Sales, Inc., Columbus, Ohio 
Henry Kunzelman, (vice president, 
treasurer); Frank A. Rudolph, (vice 
president), 
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the winner in Waring Product Corporation's 


‘Golden Million’ contest for distributor salesmen is received by Howard W. Golden, 


left, of the Golden Electric Co., 


Newark, 


N. J. Golden estimated within five 


minutes the time the 1,000,000,000th Waring Blendor came off the production 


line 


and won a Chevrolet Bel Air Sedan for his effort 


Leo K. Fox, center, 


secretory of NEMA‘s appliance division makes the award as Robert B. Downey, 
Waring’s merchandising manager looks on 
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The Public 
wants Built ing ! 


The Public 


wants Style! 


ive atiyite 
wants Low Cost! 





SATISFY THE DEMAND WITH PROFIT-MAKING 
WALTERS Svu UNIT KITCHENS 


The Public must be served! If the demand in your area is for 
complete kitchen installations, you have the sales-producing 
answer in Walters integrated kitchens—either in gleaming 
high-bake white enamel or the increasingly popular gay, 
fade-proof colors. There's quick public acceptance of Walters 
exclusive quality construction and eye-catching beauty of 
basic design. You sell the “whole kitchen" market at “whole 
profit” when you offer a Walters package consisting of Steel- 
Fashioned Wall Cabinets, Cabinet Bases, and Sink Units. Let 
us help you merchandise more. Write for the new Walters 
Wife-Saver Kitchen folder just off the press. There are more 
quality details . . . more profit dollars described in it for you. 
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WALTERS MANUFACTURING CO. 


INCE 186865 


OAKMONT +: ALLEGHENY COUNTY - 


PA 
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MECHANICAL PERFECTION 














eG» 
Lavno-r-vent 


Most dependable, most efficient, 
least costly. All aluminum. Fric- 
tion-free damper retards down 
draft, Easy to install. Standard 
3” and 4” kits contain LAUND. 
R-VENT, three 24” lengths Snap 
Lock aluminum pipe, two adjust 
able aluminum ells. Special kits 
available 





NEW FIBERGLASS 
FLEXIBLE DUCTING! 


Finest available. Fireproof, tough, 
corrosion resistant. Silver-chrome 
finish. Bends to |” radius. 


Furnished in 
5 ft. and 6 ft 
lengths in 
kits — 11 ft. 
lengths ir 
bulk. 


Ask Your Jobber | 
or Write | 


COLE-SEWELL 


lhe sr Ke 1 


Vlaking 





LOCKLEY MACHINE COMPANY | 
WASTEMAGTER DIVIGION 
NEW CASTLE, PA 
Please send literature on the 
easy-to-sell Wastemaster 





| ENGINEERING CO. Mone 
| Address 
22866 UNIV. AVE ST. PAUL 4, MINN City State 
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SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street 


YOU CAN 
WALK 









Findley, Ohio 

















A350Lb. Appliance 
UP STAIRS 
ALONE 
“HYKER” 


L-S HEATING & ENGINEERING CO. 
Phila. 40, Pa. 








Many Dependable Buys 
are to be found 
in this Section 











Model 712 
Revolves 
3 timesa 
minute 
» Carries up 
te 200 Ibs 
Lights turn 
with table. 
A.C. only. 


\ 
. 
al 


Roto:sho 


TURNTABLES 
The action display way 
to boost your sales! 


The Kasson Roto-Sho assures profitable, 
trouble-free operation. Used nationally by 
merchants for unusual action displays. Per- 
mits novel lighting effects as well as opera- 
tion of electrical devices. Tables in 9%”, 
14” and 18” diameters. Sturdy steel con- 
struction, Guaranteed! 

Write today for free, illustrated folder show- 
ing build-up fixture and prices. 

KASSON DIE & MOTOR CORP. 
Formerly General Die & Stamping Co. 
Dept. E-75, 32-14 Northern Bivd. | 
Long Island City 1, N. Y. 
Integrity Since 1919 








Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS | 
The safe, easy and | | 








quick way to han- 
rs) ——’) die appliances. 
“| —F Patented Step-On | 
Litt — Retractable 














lbs. Ship. wt. 45 lbs. 

REGULAR MODEL pped with fixed wheels. 

DE LUXE MODEL with swivel wheels at one end, 
Write Dept. 8 


ROLL- OR-KARI CO. 


ZUMBROTA NNESOTA 









M M 









DISTRIBUTORS APPOINTED 


| Bakke, Sub-Zero Freezer Co., 





Admiral Corp.—Admiral Distributors— 
Boston Division, Springfield, Mass.; 
General Merchandise Co., Inc., Mil- 
waukee, Wisc.; Pittsburgh Products 
l'ri-State Co., Inc., Pittsburgh, Pa. 

Apex Electrical Mfg. Co.—Ry-Bar Dis- 


tributing Co., Portland, Ore 
Arvin Industries, Inc.—Van Deren 
Hardware Co., Lexington, Ky.; Cash 


Wholesale Co. Inc., Little Rock, Ark.; 
Towers Distributing Co., Jacksonville, 
Fla.; Rudolph’s, Syracuse, N. Y. 
Capehart-F arnsworth Co.—Buckeye 
Electronic Distributors, Inc., Colum 
bus, O 
Chrysler 
turing 
Ohio 
Crosley-Bendix Div., Aveo Mfg. Corp. 
Graybar Electric Co., Syracuse, N. 
Y., Pittsburgh, Pa., Buffalo, N. Y. 
Crescent Industries, Inc.—-CBS of 
l'exas, Dallas, Tex.; Allen Distribut- 
ing, Providence, R. I. 
Allen B. Du Mont Labs, 
Brothers, Inc., Newark 
N. J. 
Geneva Modern Kitchens 
Inc., Chattanooga, 
chenlines Distributor, Inc., Mil- 
waukee, Wisc.; Luethi and Welch, 
Inc., Columbus, Ohio; Metal Special- 
ties Co., New Orlez ~ L a.; Welch- 
Erwin Corp., Roswell, M. 
Hamilton Mfg. Co. "Aémaina Distrib- 
utors, Inc., Boston, Mass. 
Magnecord, Inc.—Atomic Equipment 
Co., Oklahoma City, Okla. 


Airtemp—Mutual Manufac 
and Supply Co., Cincinnati, 


Inc.—Igoe 
and Orange, 


F loorcover- 
Tenn.; Kit- 


o 
ings, 





ELECTRICAL MERCHANDISING—JULY, 


Mitchell Mfg. Co.—Dynamic Appli- 
ance Co., Miami, Fla. 
Necchi-Elna—Necchi-Elna_ _ Distribut- 
ing Co., Inc., Philadelphia, Pa.; Pitts- 
burgh Products ‘Tri-State Co., Pitts 
burgh, Pa. 

Norge—Foster Distributing Co., Inc., 
Louisville, Ky.; Kerr ‘Tire and Rubber 


Co., Jackson, Miss. 

Perfection Stove Co.—Wadel-Connally 
Hardware Co., Tyler, Tex. 

Pilot Radio Corp,—Eastern Electronic 
Sales Corp., New Haven, Conn. 
Preway, Inc.—llorida Radio and Ap 


pliance Co., Miami, Tampa and St 
Petersburg, [la.; Brandino Sales, 


Horne-Wilson, Inc.; Williams Broth 
ers Lumber Co., all of Atlanta, Ga.; 
Reeves Electric Works and Supply 
Co., Augusta, Ga.; Jordan Supply Co 
Columbus, Ga. 

Raytheon Mfg. Co.—Radio Specialties 
Co., Inc., Detroit, Mich.; Ohio Valley 
Hardware Co., Inc., Evansville, Ind.; 
Electric City Radio Supply Co., Sche- 
nectady, N. Y.; Dixie Distributors, 
Inc., Birmingham, Ala. 

Republic Steel Kitchens—James Rob 
ertson Co., Ltd., Toronto, Canada; 
Electric Products, Inc., Pittsburgh, 
Pa.; Ferrell-Wight Co., Albany, Ga. 
Servel—Allison-Erwin Co., Charlotte, 
N. C.; Toledo Merchandise Co., To- 
ledo, Ohio. 
Stromberg-Carlson—Southern Electric 
Corp., Staunton, Va. 

United Metal Cabinet Corp.—Leone 
Lumber and Supply, Glen Rock, N. J. 
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RATES: 
UNDISPLAYED 
$1.80 « line, minimum 3 lines 
payment, count § 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. 
POSITION WANTED undisplayed advertising 
rate is one-half of above rate, payable in advance 
BOX NUMBERS-Count as 1 line 


To figure advance 
average words as a line 





e)116) b401 bila 


DISPLAYED INDIVIDUAL SPACE with border 


rules for prominent display of advert/<ementa, 
advertising rate ia $13.50 
tising of Equipment & Busis 


The 


r inch fer all adver 
neas Oppoitunities ap 


pearing on other than a contract basis, Contract 


rates quoted on request 

EMPLOYMENT OPPORTUNITIBS $158.45 
inch subject to agency commission 

AN ADVERTISING INCH is measured &” 
tieally on a column 4 columne— 48 inches 


ber 


ver 

















WANTED 


By well established, mediu 


electro mechanical devices, 





stores, mail order houses 


80-5580 





| allied equipment. Will pay higher than nor- 
| mal commissions. 


| dising. 


| pay draw, 
| district desired, 


| electrical 


| Also 


m size, of 
Has national distribution 2 ae bardware, sietrica distributors, department 
interested in new prod 
Basis outright sale or royalty, 


ELECTRICAL MERCHANDISING 


uct to make and market, 


330 W. 42 St., New York 36, M. Y. 


NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 








REPLIES (Bow No.): Address to office nearcat you 
NEW YORK: 830 W. 48nd &t, (36) 
CHICAGO: 680 N. Michigan Ave, (11) 
BAN FRANCISCO: 68 Poat 8t. (4) 





SELLING OPPORTUNITIES OFFERED 


Manufacturers agents wanted by national 
manufacturer of complete line of freezers, 
room air conditioners, milk coolers, and 


In New England States, 
volitan New York, New York State, 
Tess, Pennsylvania, Vermont, Flor- 
North and South 
Nebraska, 
Nevada, 
Merchan- 


Metro 
New 
ida and adjacent states, 
Dakota, Montana, Wyoming, 

Kansas, Arizona, New Mexico, 
Reply to RW-6685, Electrical 


Territories available throughout country. 
Outstanding line of low cost sliding door 
medicine cabinets, with and w/o lights. 
Superior roller mechanism for mirrors. 
Unusually beautiful. Buildcraft Products, 
288 E. 86th St., New York 17. 


SELLING OPPORTUNITIES WANTED 
Wanted—District salesmen to 


well known manufacturer of freezers, 
air conditioners, milk coolers and 
equipment. Sales experience necessary. Will 
commission and expenses, Liat 
The right man will even- 





room 
allied 


tually manage district. Write giving full 
qualifications and past experience to: L. C 
Inc., Madison 
1, Wisconsin. 


represent 


French company kell-known name, having | 


large distribution network (about thirty 


agencies in France and North Africa) seeks | 


distribution of small 

electrical household 
appliances or similar, on exclusive basis. 
has at disposal shops for 
fabrication and mounting. Write O.C.T.A. 
65 Avenue de Versailles, Paria XVI, France. 


and 
equipment, 


representation 





New “SEARCHLIGHT” Advertisements 


received by July 14th will appear in the 


August issue, subject to space limitations 
Classified Advertising Division 
ELECTRICAL MERCHANDISING 


330 W. 42nd St., New York 36, N. Y. 





possible | 





profits. Compl. equip. 
at very low price. #2 


AUTO 
Idaho area. Impt. 
$108,000 yrly. vol. 
retiring. An b 
buyer. Dept. 


Seattle, Wash. area. Many 
ises. Nets $6,000 yr. Mn. hiway 


newest ing bivd. 50 x 


far be’ Dept 


PLUMBING 6 HEATING CO., 
Carolina. Estab, 


far under value at only: 


HOI74-A 


Arizona, 90% 
construction work, In leadin 


appliances. Good loc, Real 
price. Terms. #21072 


in No. Cntrl. New 


APPLIANCE SEPA —BOeRY nae, Cen. 
Cole. yA Denver Sub 

Choice loc. 25 x 150 land a. ty x 40 bidg. 
PP. 317,300 incl. R.E. & inv. Write Dept. 
$22038-A 

APPLIANCE STORE, 8. Calif, Top trade 
city. Sales & service. oice loc, Good 


Iliness forces sale 
1506 


SUPPLY & APPLIANCES, Boise, 
xclave. local franchise. 
loc. Owner 
| opportunity te right 


ELECTRIC APPLIANCE & CONTRACTING, 
impt. 4 
fast growing area. A top buy. (21659) 


FURNITURE & APPLIANCES, Los Angeles 
oghe Many impt. franchises, Also 
as 


150 land 


app liance rental bus. On city’s 
w/bidgs. "opt. int poten leet here. Priced 


So. W. North 
1929. Nets over 86,000. 
180 x 150 land w/2-story bidg. incl, 
$13,600 D 


Priced 


PLUMBING & HEATING CO., South Central 
of business from bids on 
. sells 
state 
Complete equip. Very high gross. Good 


RADIO & TELEVISION SALES S SERVICE 


incl, 





prompesens city. Top SR, 


Rush inquiries to Dept 21952-A 


Calif. Nr. San Francisco. Xint. 
center loc. Complete radio, TV, 
player, P.A. system sales 4 
$12,500 incl. $9,000 inv, (21806) 


TV & RADIO, 
California, nr. 
$5,000 in 8 mo. 
dain. loc, 
#21925 


Los Angeles, 


87 Walton St. NW 





equi pee. ew, modern. Ever thing here 
for iG PROFITS. An exceptiona! offer, 


RADIO & TY, SALES & SERVICE, No. Cen. 
Shopping 
recor 
avee. FP. 


SALES 6 SERVICE Southern 
Netted over 
Well-established. 
Underpriced at $10,000. Dept, 


CHAS. FORD & ASSOC. 


Atianta, Georgia 
6425 Hollywood Bivd., Los Angeles 28, Cal. 


Pull 


Xint. 








BUSINESS 





PERSONNEL 


of This Publication Through Its Classified Section 
The Searchlight Section 


SELLING 


“+s... EQUIPMENT FINANCIAL _..-- 
OPPORTUNITIES 
-* ero Be Sought From, or Offered To, the Rit. “See 











EDITORIAL 








Watch Those Costs! 


Py uere’s cold comfort for dealers in the 1954 Cost of 
Doing Business Study recently released by the 
National Appliance & Radio-T'V Dealers Associa 

tion. lo be sure, optimists will point out that the 

net profit ratio after taxes rose from 2.3 percent in 

1953 to 2.6 percent in 1954, arresting a steady decline 

of the past four years. But the realists will point to a 

drop of more than 20 percent in dollar profits and a 

new high of 31.4 percent in total operating costs. ‘The 

only thing that saved the day was an increase in the 
gross margin to the second highest point on record 

34.0 percent on merchandise and services lumped 

together, 31.2 percent on merchandise alone. 

In a nutshell, for every dollar of sales the dealer paid 
66 cents for the goods, leaving a gross margin of 34 
cents. It costs him 31.4 cents to sell the goods, leay 
ing 2.6 cents profit. ‘The moral seems to be plain 
it is costing too much to sell the goods, which is one 
of the reasons the discount houses are proving such 
potent competition, ‘Their selling costs are less than 
half the average dealer's and still they show a profit 


| OOKING Over these recent figures brought to mind a 
~4 talk made at the last NARDA convention by 
Dick Palmer of Macon, Ga., called “The Need to 
Maké a Profit”. It was Palmer's somewhat startling 
contention that most dealers put the cart before the 
horse—that instead of waiting to see how much net 
they came out with at the end of the year, they should 
decide first on the net they wanted to make and then 
tailor their operation to see that they made it. In 
his case, he decided that he wanted 10 percent net 
before taxes. Working on a 30 percent gross margin, 
that meant that expenses had to be held to 20 percent 
to yield 10 percent net. 
it 


Here’s the way he described 


“We work on a 30/20/10 basis—10 percent net, But 
you have te decide on your gross. You can work 
on a 40/30/10 basis, or 35/25/10, but you want to 
make sure that you have that 10 percent at the end. 
Then we are going to have to decide what our operat 
ing expenses are. We gross 30 percent net, or within 
that neighborhood. We have between 15 and 18 
percent operating expenses. We have allotted 65 or 





70 percent for the cost of the merchandise . . . In 
my case, I spend up to 20 percent for expenses. It is 
what percentage of my sales? 
my sales, 


It is one percent of 
If they are one percent of my sales and | 
have a 30 percent gross, I have a 10 percent net. It 
is just that simple.” 

Well, using Palmer’s formula with gross margins 
at 34 percent, total operating expenses should be nearer 
the neighborhood of 24 percent—instead of 31.4 per 
cent—to yield 10 percent net. It is just that simple. 


) urine profit ratios aside, the survey revealed that 
there has been little or no improvement in the 
number and variety of problems dealers face today 
About in the order of their importance they include 
price-cutting, excessive trade-in allowances (by other 
dealers, of course), backdoor selling by distributors, 
manufacturers’ direct selling to building contractors, 
low margins (especially on TV), misleading advertis 
ing, over-franchising, dumping, difficulty of disposing 
of trade-ins, high saturation and a few more minor 
gripes. 

However, the evidence seems to point to the fact 
that dealers are doing some serious thinking about 
the way they will conduct their business in the years 
ahead. For instance, while the top selling appliances 
in 1954, in order of their importance, were television, 
refrigerators, washers, ranges, air conditioners, freezers, 
dryers, kitchen equipment, vacuum cleaners, small 
appliances and “other majors”, dealers reported that 
in the future they will place the greatest emphasis on 
appliances in the following order: air conditioners, 
kitchen equipment (tied for first piace), dishwashers, 
ranges, freezers, dryers, television, disposers, cleaners, 
built-ins, laundry equipment, refrigerators and hi-fi 
radio. Note the shift in emphasis to low saturation 
items—and items not plagued with as much price 
cutting and discounting. 

This is a hopeful sign. It once again points up the 
fact that the country’s thousands of independent deal- 
ers are chiefly responsible for pioneering and selling 
newer devices as they are introduced to the market. 
That's one function the discount houses have yet to 
perform. 
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“WE MAKE MORE MONEY ON 
WRINGER WASHERS” 


... Says Milton Gilbert, Atlas Radio & Television —one of Ohio’s top merchandising chains 





= WY J © PUSH WRINGER WASHERS harder because they're more profitable,” 

says Mr. Gilbert. “Don’t get me wrong. We advertise and sell a 
terrific volume of automatics. But we sell more wringer washers than 
automatics. We don’t have the same price competition on wringer washers, 
so we make more money on them.” 


With all the talk about automatics, it’s easy to forget this big, profitable 
market. But smart dealers don't forget! One of Cleveland's largest 


appliance dealers isn’t forgetting and he's doing a top volume business 
in wringer washers. Look at the facts. Over a million wringer washers 
were sold last year. And at this writing, more wringer washers were 
sold in 1955 than in the same period in 1954! Why should anyone want 
a wringer washer? Lots of reasons. Most renters seem to buy wringer 
washers because they hate to invest their own money in plumbing 
installations. Factory workers say wringer washers get clothes cleaner, 
Low income groups can better afford wringer washers, 


Here’s Atlas’ blueprint for big wringer washer sales! These hot 


merchandising ideas can help you get your share of this million-plus market! 


GIVE EQUAL FLOOR SPACE to wringer washers. Yes, even 

when space is tight. It tells customers your store is really 
washer headquarters, gives them the wide choice they like to have, 
helps hold their interest. 





‘ 


POINT OUT THE FEATURES of Lovell wringers that make 

wringer washers easier to sell. For instance, safey is auto- 
matic on Lovell’s Instinctive wringers. A light instinctive pull on 
the clothes releases roll pressure instantly on Lovell’s new “62” 
Instinctive wringer, or stops the rolls on Lovell’s"77” Instinctive. 
On standard Lovell models, a feather touch on the release bar 
is all it takes to release the rolls. 


“ORO a me *fitasge 


Also makers of gas and electric 
drying systems 


PRESSURE 


SHOW HOW A WRINGER WASHER really gets clothes 

clean. Demonstrate Lovell balanced pressure and thorough 
cleansing action. Run a clothespin and a toothpick through 
the wringer at the same time. On a Lovell wringer, the rolls 
grip the toothpick just as firmly as the clothespin. Point out 
that this is proof of the thorough cleansing action that results 
from Lovell balanced pressure. Explain that dirt normally 
remaining is squeezed out. And that Lovell wringers also have 
adjustable pressure for different fabrics. 


gone THE SALE with this time-saving feature! Lovell’s 
automatic indexing eliminates groping for a lock lever on 
Instinctive wringers. A quick push or pull is all it takes to 
automatically swing the Lovell wringer to the next operating 
position. Before you write up the sale, don’t forget to sell 
your customers on a wringer washer-automatic dryer combi- 
nation. Remind them that they can get their wash done quick- 
est with a Lovell-equipped wringer washer and a Lovell- 
equipped automatic dryer. 


CLEANSING 
WRINGER 


Lovell Manufacturing Co. 
Erie, Pa. 





from all over the country the reports come in... 


“FABULOUS” IS THE WORD. 
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TWO SALES. 





1 INQUIRIES. 








166 Ib. Upright Freezer, and an 11 cu. ft. “Moist Cold” Refrigerator, 


i ~ 7 
— a P both in a cabinet only 47" wide 
ALEM, 0 
| c FIRST DAY, 5 
FIRST FOODARAMA SHOWING SOLD THREE FOODARAMAS, AND SOLD THRE 


KELVINATOR KC-120 REFRIGERATOR AND MATCHING 18V5 45,000 PEOPLE visitep 
FREEZER IN BLUE AND SAME PAIR IN PINK. ALSO FOODARAMA Display 
KELVINATOR 2-DOOR REFRIGERATOR-FREEZER MODEL MTD » LORAIN, 0, 


AND 18 CU. FT. UPRIGHT FREEZER. INDIANAPOLIS, IND. 
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